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CHAPTER I: RENAULT GROUP STRATEGY

1.1 PRESENTATION OF THE COMPANY AND THE GROUP

1.1.1 BACKGROUND AND HIGHLIGHTS

Société Renault Fréres was formed in 1898 to manufacture motor vehicles, taking advantage of patents such as the first
direct-drive transmission. Based in the Paris suburb of Billancourt, the company achieved international renown through its-
success in motor sports, and initially specialized in the construction of passenger cars and taxis. During the First World War, it
produced substantial volumes of trucks, light tanks and aircraft engines.

In 1922, having expanded strongly in the passenger car and commercial vehicle markets, Renault became a limited company.
Establishing numerous production centers in France and abroad, Renault gradually emerged as the French market leader.

In January 1945, the company was nationalized and renamed "Régie Nationale des Usines Renault”, and concentrated on
producing the 4 CV.

Through to the mid-1980s, Renault followed a strategy of diversification in the industrial, financial and service sectors, while
at the same time growing its industrial and commercial activities internationally. The Renault §, which remains one of the
group's best-selling models ever, was launched in 1972. But in 1984, the company ran into financial difficulties. As a result, it
concentrated on restructuring and refocusing on core activities, and returned to profit in 1987.

In 1990, Renault became a limited company once again. In the same year, it signed an agreement for close cooperation with
the Volvo group. And in 1991 the two groups linked their car and truck businesses via cross-shareholdings. This arrangement
was unwound after plans to merge the two groups were shelved in late 1993,

One year later, the French government opened Renault to outside capital, a first step towards privatization, which took place
in July 1996.

From the Type A Voiturette, created by Louis Renault in 1898, to the latest arrival, Mégane II, Renault has been the source
of many ground-breaking concepts in automotive history: the 4 CV in 1946; the Renault 4 in 1961; the Renault 16, with its rear
hatch and modular interior, in 1965; the Renault 5 with its polyester bumpers in 1972; turbo-powered vehicles starting in 1980;
Espace in 1984; Twingo in 1993; and Mégane Scenic in 1996 are just some of the models that have contributed to the
company's tradition of innovation.

1999 marked the start of a new era in Renault's history with the signing of an Alliance with Nissan, on March 27 in Tokyo. In
the same year, Renault acquired a new brand by taking a 51% stake in Romanian carmaker Dacia.

In 2000, this expansion continued, with Renault raising its stake in Dacia to 80.1% (increased to 92.7% in 2001) and acquiring
a new brand — Samsung Motors in South Korea.

In 2001, Renault became the main shareholder in the Volvo group, with a 20% stake, sold Renault V.1. to Volvo and the two
companies joined forces to form the world's second-biggest truck manufacturer.

In 2002, Renault and Nissan implemented the second stage of their Alliance, aimed at strengthening their equity ties and
creating a joint strategic command structure. The plan was endorsed by an Extraordinary General Meeting of Renault
Shareholders on March 28, 2002. Renault raised its stake in Nissan from 36.8% to 44.4%. At the same time Nissan took a
15% ownership interest in Renault through Nissan Finance Co., Ltd. To underpin the move to strengthen the Alliance, the
French government reduced its holding in Renault to 25.9%. The government’s ownership interest was then further reduced to
15.7% by selling shares both to company employees and on the market.

Renault also sold its holding in Irisbus to Iveco. Irisbus will keep the right to use the Renault brand name for its vehicles until
June 2005. In terms of new products, 2002 saw the launch of Mégane IT (Hatch and Sport Hatch versions), Vel Satis and
Espace IV.

2003 was the year of Mégane I, with five new body styles following on from the two vehicles launched in 2002. With Scénic
11, Grand Scénic (unveiled in 2003 and launched early in 2004) , Mégane coupé-cabriolet, Mégane 4-door sedan and Mégane
station wagon, a total of 7 models have been launched in 17 months. Mégane II was the best-selling model in Europc in 2003.
In Formula 1, Renault finished 4% in the constructors’ championship.

The group signed three major international agreements to build and market X90 (a family vehicle with a €5,000 price tag) in
Russia, Iran and Morocco.
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1.1.2 RENAULT SHAREHOLDERS ON DECEMBER 31, 2003

Capital Voting rights
In % In %

Treasury Nissan

stock 15,0% Employees
4,0% 4,1% French state
19,3%

French state
15,7%

Employees
5,0% 5
Public ' Public

64,1 %

61,2 %

1.1.3 S-YEAR CONSOLIDATED FIGURES

(PUBLISHED FIGURES') (1 € MLLioN) 1999 2000 | 2001 | 2002 | 2003
Revenues 37,592 | 40,175 | 36,351 | 36,336 | 37,525
Operating margin 2,205 2,022 473 1,483 1,402
Share in the income of Nissan Motor (330) 56 497 1,335 1,705
Renault net income 534 1,080 {-1,051 1,956 2,480
Earnings per share (in €) 223 4.5 4.38 7.53 9.32
Share capital 914 914 923 1,086 1,086
Shareholders' equity 8,185 9,652 | 10,051 | 11,828 | 13,591
Total assets 46,422 | 51,975 | 50,129 53,228 58,291
Dividend (in €) 0.76225- | 0.91 092 | 115 1.40
Cash flow 3,314 3412 | 1,688 3,578 3,560
Net financial debt 2,700 4,793 3,927 2,495 1,748
Total workforce on Dec. 31 159,608 | 166,114 | 140,417} 132,351 | 130,740

! This information is for reference only and is not always directly comparable year-on-year, since it may include changes in
scope and/or changes in accounting practices (e.g. deconsolidation of Renault V.I. as of 2001).
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1.1.4 MAIN ACTIVITIES

The strengthening of the Alliance between Renault and Nissan in 2002 made it necessary to reorganize Renault and create a
société par actions simplifiée (simplified joint-stock company — s.a.s.). The new entity, Renault s.a.s., is wholly owned by
Renault SA and encompasses its principal operating assets. Since the final agreement, signed with Volvo on January 2, 2001,
the group's activities have been divided into two main divisions:

s Automobile Division
o Sales Financing Division

In addition to these two divisions, Renauit has two strategic shareholdings:

¢ in AB Volvo
e in Nissan

These holdings are accounted for by the equity method in the group's financial statements.

Structure of the Renault group

RENAULT SA

44.4% . 100%
RENAULT s.a.s.

20%

* - Dacia shares are to be transferred to Renault s.a.s.
** - Companies indirectly owned by Renault s.a.5.

[0 Automobile division B Sales financing division B Strategic shareholding
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1.1.4.1 Automobile Division

Renault designs, develops, manufactures and markets passenger cars and light commercial vehicles. As part of its automobile
business, it also manages a range of service activities (RCI Banque) and holds a number of majority ownership interests, such
as in SNR (Société Nationale de Roulement), and minority ownership interests, such as in Renault Agriculture?,

Following the acquisition of the Romanian carmaker Dacia and of Samsung Motors' operating assets in South Korea, Renault
now has three antomobile brands — Renault, Dacia and Samsung.

RENAULT GROUP RANGES
Renault brand

Renault is a full-range automaker present on most market segments. It has a broad passenger and light commercial vehicle
offering. Most models are available in multiple versions that vary by body style, engine, equipment levels and interior trim.
This differentiation is achieved by means of a platform system. Eight platforms are used as the basis for passenger and light
commercial vehicle production. Renault vehicles are equipped with seven families of gasoline and diesel engines.

Passenger cars

In the small-car segment (A and B or B1, passenger-carrying vans and B2 segments), Renault offers three complementary
models: Twingo, Clio and Kangoo.

o Launched in 1993 and restyled in 1998 and 2000, Twingo has entered its eleventh year of service and is still highly
successful. The two-millionth example was produced in June 2002, and a new Twingo collection, with a revamped
interior and exterior was launched. In 2003, Twingo retained a 12.4% share of its market segment in Western Europe.
Twingo offers a choice of two gasoline engines, 60hp 1.2-liter and 75hp 1.2-liter 16V, with a five-speed manual
gearbox or Quickshift 5 transmission.
Twingo is manufactured at a single plant in Europe (Flins in France) and also in Latin America (Colombia).

» Clio I replaced Clio in 1998. In 2000 Clio was awarded four stars for passive safety by the European car assessment
program Euro NCAP. Clio II phase 2, launched in 2001, benefited from radical restyling and technological
enhancement, notably the 1.5-liter dCi diesel unit and 1.2-liter 16V gasoline engine. In April 2003, Renault launched
New Clio V6, the latest in a long line of exclusive sporting vehicles. Built at the Alpine plant in Dieppe, France, New
Clio V6 features a new chassis and a revamped 255hp 3.0-liter 24V V6 engine, combined with a specially designed six-
speed manual gearbox. In 2003, Clio IT was the second-best selling car in its segment in Western Europe, with an 11.3%
market share. Renault launched a new, broader range in January 2004 with a revised interior design, featuring new
upholstery and colour schemes, some exterior enhancements, including a new bumper on some versions, and a new
100hp 1.5-liter dCi diesel engine. The new 2.0-liter 16V Clio Renault Sport features a revised chassis and with 182hp is
even more powerful.

In Europe, Clio II is built at Flins (France), Valladolid (Spain) and Novo Mesto (Slovenia). Clio is also assembled at
Bursa in Turkey (sedan), at Cordoba (Argentina) and Curitiba (Brazil) in the Mercosur zone and in Nissan’s
Aguascalientes plant in Mexico.

s Kangoo, introduced in late 1997, is a practical, economical, nonconformist vehicle that rounds out Renault’s offering in
this segment. Major new technical features were introduced in 2001 and a 4x4 version (gasoline and diesel) was added
to the range, along with several new engines: 1.2- and 1.6-liter 16V gasoline units and 1.5-liter dCi and 1.9-liter dCi
diesel. In 2002 the one-millionth Kangoo rolled off the production lines. The second phase of Kangoo was launched in
2003, featuring a new design, offering greater interior comfort and a new 1.6-liter 16V powerplant with a Proactive
automatic transmission. These improvements have helped Kangoo to remain the unchallenged leader in the passenger-
carrying vans segment in Western Europe in 2003, with a 21.9% market share. Kangoo was awarded 4 stars for its
performance in crash tests by the independent European Car Assesment Program NCAP, setting the standards for
vehicle safety in its segment.

Kangoo is produced in the Maubeuge plant in France, at Cordoba in Argentina, and also in Morocco.

> In the midrange C segment, Renault launched the Hatch and Sport Hatch versions of Mégane II in October 2002. This
paved the way for a complete overhaul of the offering in this segment, the largest by volume in the European car
market. Mégane I replaces Mégane I, launched in November 1995 and ultimately offered with seven body styles produced on
the same platform: five-door hatch, coupé, four-door sedan (Classic), minivan (Scénic), cabriolet, station wagon, and Scénic
RX4 (the first §WD compact minivan).

2 Renault and the German company Claas signed a parinership agreement on February 24, 2003 covering Renault Agriculture. As a result
of this agreement which came into effect on April 30, 2003, Claas became the majority shareholder in Renault Agriculture, acquiring a 51%
stake. Renault s.a.s. retained the remaining 49%. Renault and Claas respectively hold sale and purchase options representing 29% of
Renault Agriculture’s capital that can be exercised as of April 30, 2005, and representing 20% of Renault Agriculture's capital that can be
exercised as of January 1, 2010.
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The Mégane II program, which inaugurates the Alliance's new C platform, comprises seven models, each with a unique
personality. The first six (Hatch, Sport Hatch, S-seater Scénic II, coupé-cabriolet, station wagon and sedan) were launched in
less than one year, between fall 2002 and end-2003, and the seventh (7-seater Scénic) will come to market in early 2004.

In November 2002 Mégane IT was voted “Car of the Year” in Europe by a jury of 58 journalists from 22 European countries.
Furthermore, Mégane Il was awarded the maximum five-star rating from the independent organization EuroNCAP and was
voted “Safest Car of the Year” in its market segment. A 100hp 1.5-liter dCi power plant has been added to the existing 80hp
1.5-liter dCi and 120hp 1.9-liter dCi diesel units. In 2004, Mégane II 3-door and 5-door models will be available in a brand
new 225hp Renault Sport version.

The replacement of Scénic by Scénic I in June 2003 marked the renewal of Renault’s range in the compact minivan segment.
The Scénic II has taken the minivan concept to new heights with added storage space and increased modularity, while offering
the driving comfort and pleasure of a modern sedan, thanks to its outstanding roadholding, driving position and range of
engines. Scénic I offers the technology found in Renault’s top-of-the-range vehicles (automatic parking brake, hands-free
card, etc.) and the very latest developments in passive safety. In September 2003, Scénic II was awarded 5 stars for its
performance in the Euro NCAP crash tests, becoming the safest compact minivan on the market. With a share of more than
23% in 2003, Scénic has strengthened it position as the market leader in its segment. Scénic I will be launched throughout
Europe and on other continents in 2004. The Scénic Il range will be strengthened by a new 100hp 1.5-liter diesel engine and a
165hp 2.0-liter turbo gasoline unit. 2004 will also see the launch of the 7-seater Grand Scénic range.

In September 2003, Renault launched 3 further models in the Mégane II range in France and then throughout Europe. Mégane
II Coupé-Cabriolet is the first vehicle to be fitted with a folding glass roof as standard, and offers a broad choice of equipment
options and three engines: the 1.6-liter 16V gasoline unit and the 120hp 1.9-liter 16V 1dCi diesel engine will be joined by a
165hp 2.0-liter turbo power plant in the spring of 2004. The station wagon and 4-door sedan models complete the range with
their unparalleled passenger and storage space.

In 2003, total Mégane sales in Western Europe outstripped the competition in all categories, with a 4.2% share of the total
market and 13.2% in the C segment.

Meégane I1 is built at the Douai plant (Hatch, coupé-cabriolet and 5- and 7-seater Scénic IT) and the Dieppe plant (3-door and 5-
door Renault Sport models) in France, the Palencia plant in Spain (Hatch, Sport Hatch and station wagon) and the Bursa plant
in Turkey (4-door sedan). Mégane I (Classic and hatchback) is built in Cordoba, Argentina and in Colombia (Classic), while
Scénic 1 is built in Curitiba, Brazil and, since December 2000, at Nissan’s Cuernavaca plant in Mexico.

> Laguna II replaced Laguna in the upper midrange D segment in January 2001. Available in hatchback and station wagon
versions, Laguna II features equipment and innovations previously found only on executive cars. It is equipped with a wide
range of 1.9-liter dCi and 2.2-liter dCi common-rail turbodiesel engines, as well as with 16V gasoline engines. Laguna II offers
the best passive safety available in any category and was awarded the highest possible mark of 5 stars by EuroNCAP for its
crash test performance. In 2002 Renault expanded its Laguna II offering by adding automatic transmission options. It launched
the Laguna II 2.0-liter 16V hatchback and station wagon featuring flickshift Proactive automatic transmission and a Laguna I
1.6-liter 16V LPG hatch back and sport tourer. In addition to its specially designed LPG injection system, the new-generation
Laguna features an innovative underfloor fuel tank. In 2003 Renault broadened the Laguna range with two new engines — the
165hp 2.0-liter turbo gasoline unit and the 150hp 2.2-liter dCi Proactive — and a series of design enhancements. Laguna II has
been senously handicapped by the substantial slump in the D segment in Europe. Laguna II currently accounts for 1.3% of the
segment in Western Europe and is the third best-selling car in its category amongst the full-range carmakers.

Laguna II is built at the Sandouville plant in France on the platform used for Renault's three range-topping models.

Strengthening the brand identity is one of the top priorities in the product plan. Accordingly, Renault decided to tum its
attention firstly to its top-of-the-range models, focusing on the daring, innovative values that are synonymous with the brand.

This renewal of the high-end E segment began with the launch of Avantime in France during fall 2001 and in the main
European countries beginning-2002. This genuinely innovative niche vehicle was developed with Matra and was produced at
the Matra plant at Romorantin in France until May, 2003. In February 2003, Matra Automobile announced its decision to cease
production. Renault has sold a total of 8,158 Avantime vehicles worldwide, including more than 2,300 sales in 2003.

Renault pursued its action in the E segment by launching Vel Satis, first in France and then in the rest of Europe. The quality
of comfort, interior space and roadholding of Vel Satis were unanimously hailed by the trade press. Vel Satis received the top
five-star rating from EuroNCAP and was recognized as the safest vehicle in its market segment. Initially available with two
engine fits, a 3.0-liter dCi V6 diesel and 3.5-liter gasoline, the Vel Satis range was extended in 2003 by a 165hp 2.0-liter turbo
gasoline unit and a 150hp 2.2-liter dCi diesel power plant, both combined with a 5-speed Proactive automatic transmission.
The communications and multimedia equipment was enhanced at the beginning of 2004 and the 2.2-liter dCi version is
available with a particulate filter on certain markets. Vel Satis is produced at Sandouville, France.

In fall 2002 Renault brought out Espace IV, the fourth generatlon of the vehicle launched in 1984 by Renault, in partnershlp
with Matra Automobile. Espace pioneered the minivan concept in Europe. Produced in more than 950,000 examples overall,
from one generation to the next, Espace returned to the forefront of Europe's large minivan segment in 2003, with a market
share of 19.1%. Renault positioned Espace IV as an authentic top-of-the-range vehicle with its 6-cylinder gasoline and diesel
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engines and a wealth of equipment. Espace IV is produced at Sandouville, France on the same platform as Laguna I and Vel
Satis.

Light commercial vehicles

Renault offers one of the youngest and most comprehensive ranges of light commercial vehicles in Europe. With vehicles
ranging from 1.6 to 6.5 tons, the range meets the needs of a broad customer base.

On the small van segment (less than 2 tons), Renault's offering comprises Clio Van and Kangoo Express launched in
November 1997. In 2003, New Kangoo Express benefitted from major technological improvements. This model is available
with the broadest gasoline and diesel engines offering in its segment, including the 1.5-liter dCi unit. In 2003, Kangoo Express
headed its market segment with a share of 23.6% .

On the van segment (between 2 and 7 tons), the new Renault Master (between 2.8 and 3.5 tons) came to market in September
1997 and was voted Van of the Year in 1998. Built at the Batilly plant in France, Master now has an all-new braking system
and a wider range of engine fits (2.2- and 2.5-liter dCi). .

New Master was launched at the end of 2003 with a revamped front end, a brand new dashboard, additional active safety
features and a new range of engmes (100hp or 120hp 2.5-liter dCi and 140hp 3.0-liter dCi). New Master was voted light
commercial vehicle of the year in France in 2004.

In 2003 Renault added Master Propulsion > (between 3.5 and 6.5 tons) to its LCV range. Available in single and double -
chassis cab, van and dumper versions, Master Propulsion is equipped with the 2.8-liter dCi diesel engine, which is available in
three versions: 106hp, 125hp or 146hp.

New Trafic (between 2.5 and 2.8 tons) was launched in September 2001 and voted Van of the Year 2002. Developed in
partnership with General Motors, the new Trafic is produced in Luton, UK. In September 2002 it also went into production at
the Nissan plant in Barcelona, Spain.

In 2003 Renault added two new models to the Trafic range: a high-roof and an LWB combi, and launched a 2.5-liter dCi
version for the complete range. Trafic underscored its successful performance in 2003 by conquering 5.4% of the van segment
and clinching 3rd place on the compact vans segment.

The new Passenger version launched in the third quarter adds a 7/8-seater option to the Trafic range that targets the passenger
vehicle market and offers an alternative to large minivans. In 2004, Renault plans to bring Trafic Generation to market. This
multi-function, modular vehicle can accommodate up to 7 people and is designed for vacation or leisure travel. Trafic
Generation can be transformed into a living space with its sliding table and can even sleep up to 3 people on bench seats which
convert into coucheites.

Dacia brand

Dacia is present on the passenger car market, with a sedan and station wagon derived from the R12 and Selenza. Launched in
March 2003, Solenza is based on the SupeRNova platform and is in line with Dacia’s new stylistic identity. The model was
initially equipped with a 1.4-liter engine and a Renault gearbox and a 1.9-liter diesel version was launched in September 2003.

Dacia is currently preparing to launch the ultra-modern X90 in the fourth quarter of 2004, The vehicle will carry a €5,000 price
tag and will be sold initially in Romania and then the rest of Central Europe.

Dacia is also present on the light commercial vehicle market with a range of single and double cab pickups, rounded out in
November 2002 by a diesel version.

Dacia models are manufactured at the Pitesti plant in Romania, which has been undergoing radical modemization and
restructuring since 1999.

Renault Samsung brand
Renault Samsung Motors sells two passenger cars in South Korea:
- the SM5 passenger car, derived from the Nissan Maxima, which has steadily gained in popularity since 2001

- in September 2002, a new Nissan-derived model, the SM3, expanded Renault Samsung Motors' offering. Sharing the
platform of the Nissan Bluebird Sylphy, this mid-range four-door sedan was developed through the Renauit-Nissan Alliance.
Fitted with Nissan's 1.5-liter 16V engine, the SM3 sets high standards of safety, reliabilty and performance on the Korean
market.

Both cars are produced in the state-of-the-art plant in Busan, South Korea.

3- This vehicle is distributed by the Renault Trucks network under the name Mascott.
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MAIN MANUFACTURING SITES

Renault has more than 30 manufacturing sites for its automobile business.

Under cooperative cost-sha.rmg agreements, the group also utilizes facilities operated by other manufacturers, notably the Matra
plant in Romorantin®, France, and General Motors Europe's site in the UK.

Also, under the 1999 Alliance with Nissan, Renault can take advantage of its partner's industrial facilities in regions where
Nissan already has operations, such as Mexico. In September 2002, Renault and Nissan began producing a compact van at
Nissan's Barcelona plant in Spain. The vehicle will be sold by Renault, Nissan and Opel under the names Trafic, Primastar and
Vivaro.

In 2003, the bulk of production by the three brands making up the Renault group was managed primarily by the following
plants:

Renault brand

Renault sites

FUins (France) .......coeeverivesenirocessenmsesssnsesee Clio I, Twingo

Douai (France) Scénic I, Mégane II (Hatch, coupé-cabriolet), Scénic II (5- and 7-seaters)

Sandouville:(France) Laguna II (hatchback, station wagon), Vel Satis, Espace IV

Maubeuge (France) ........ocovcviiiecensinnenne Kangoo, Kangoo Express’

TV 3 1) B —— Master [I°, Mascott’

Dieppe (France)......c.eveeviverminseserinns Clio Sport, Clio V6, Mégane I cabriolet, Mégane II R.Sport (3-door/5-door)

Palencia (Spain)........ccovecinvenrnirccnrisrannnas Meégane I Classic, Mégane II (Hatch, Sport Hatch, station wagon)

Valladolid (Spain) ........ccocrivvrurvereeinicnnnnne Clio 11, engines

Novo Mesto (Slovenia) coemrerssmssssssssnnnnennen C1i0 TI, front and rear axles _

Bursa (TUIKEY) ....cocveeeveccremirirennssiinnecnneas Mégane I Classic and station wagon, Mégane IT (4-door sedan), Clio sedan, engines,
gearboxes

Cordoba (Argentina) .......cceeeeveeeinnceennens Clio, Clio sedan, Mégane I (hatchback, sedan), Kangoo, engines

Curitiba (Brazil) .....ccoocuemrerseerenrersresrareneas Scénic, Clio II, Clio 1I sedan, Frontier, Xterra, engines, Master II®

Cléon (France).......ccooviveermececunnveccsscsnnnan Engines, gearboxes

Le Mans (France} .......ccovevcreennnreenennncnes Front and rear axles

Choisy le Roi (France) .....c.cceeeciseernneee Reconditioned components (engines, injection pumps, nozzle holders, sub-assemblies),
new engines, mechanical components

Grand-Coufémne (France) ......ccceovireecennnee Shipment of CKD kits

Séville (Spain)......c.covvverveinierniniesisessiens Gears, mechanical components

Cacia (Portugal).........cccouvemmrincriercnvnsenenns Gears, mechanical components

4 Under the. terms of a partnership agreement signed between Matra Automobile and Renault in July 1998, Avantime was built
at Matra’s Romorantin plant and marketed by Renault. The contract between Renault and Matra Automobiles was prematurely
terminated when Matra announced its decision to stop building Avantime on February 26, 2003.

5 - Since October 2003, the Maubeuge site also builds Kangoo vehicles for Nissan, which are sold under the name Kubistar,
which is a Nissan brand.
6 Batilly also produces Master for General Motors Europe and Nissan. The vehicle is sold as Movano by Opel and Vauxhall,
and as Interstar by Nissan.

7 Mascott has been distributed by Renault Trucks (formerly Renault V.L) since 1999 and, from January 1, 2003, by Renault,
under the name Master Propulsion.

# The Curitiba LCV plant was inaugurated in December 2001. In addition to Master, it started producing Nissan’s Frontier
pickup in April 2002 and the Xterra in March 2003.
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Nissan sites

Barcelona (Spain).....cccrinnienninns New Trafic
Aguzscalientes (MeXico)...oovrevinnrieerinnens Clio I°
Cuernavaca (MeXiCo) ....ccuvrermeeriisesnsnseanns Scénic 1

General Motors Europe site

Dacia brand

Pitesti (ROmMAania).......ccecevvneevinerinensriennne 1310 range (station wagon, sedan, pickup), SupeRNova, Solenza
Renault Samsung brand
Busan (South Korea) .......ccoverisererecunians Engines, SM5, SM3

PARTNERSHIPS AND COLLABORATIVE PROJECTS

Pursuing its goals of quality, cost reduction and shorter delivery and development times, Renault has radically altered its
relationship with suppliers. It engages in a process of partnership and cooperation well before a new model is launched.

To strengthen ties with suppliers, Renault opened an industrial supplier park in 1999 on the grounds of its Sandouville plant
for five of its main parts suppliers. Similarly, a 15,000-square-meter supplier facility was inaugurated at the Curitiba
production site in Brazil. In 2002 five parts suppliers opened facilities at Douai and three at Palencia in order to supply key
components for Mégane II on a just-in-time basis. Having suppliers located as close as possible to the assembly lines offers
advantages in terms of logistics; it also allows for sequenced delivery.

Renault has also entered into 2 number of collaborative projects and partnerships for its automobile business, with a view to
sharing costs. These agreements concern a full range of activities in research, joint design and development programs,
manufacturing, services and distribution. '

In joint design and development and manufacturing, the main partnerships are as follows:

s Renault has entered into a number of cooperation agreements with PSA Peugeot Citroén. The two groups have worked
together since 1966 on developing powertrains, notably engines at their jointly-owned affiliate, Frangaise de Mécanique
in Douvin (France), and automatic transmissions at Société de Transmissions Automatiques in Ruitz (France). In April
1999 PSA Peugeot Citroén and Renault signed an agreement to strengthen industrial synergies in Mercosur. Under this
agreement, Renault has been supplying 1-liter gasoline engines to PSA Peugeot Citro&n since 2001.

e Renault has also signed a number of commercial and industrial agreements to buy and sell subsystems, notably with
Volvo for transmissions and engines.

o For light commercial vehicles, Renault and General Motors Europe signed a framework agreement in 1996, which
was confirmed by a cooperative undertaking in 1999. The agreement provides for:

- the supply of Master/Movano to General Motors Europe. Produced by Renault at Batilly, the vehicles are sold by
Renault, Opel and Vauxhall under their own nameplates.

- The development and joint manufacture of the new Trafic/Vivaro range. Under the agreement, Renault is
responsible for design and development and also supplies the engines, while GM handles manufacturing at its IBC
plant in Luton, UK. The two carmakers have been selling the vehicles since 2001 under their respective nameplates
(RenaultNew Trafic and Opel-Vauxhall/Vivaro). Nissan's Barcelona plant also began producing this vehicle in
September 2002,

e As part of a drive to accelerate international growth, Renault has struck a series of agreements with local partners,

including manufacturing companies, private investors and local authorities:

- In Colombia, Renault relies on the services of automotive contractor Sofasa, a company set up together with the
Columbian state, which assembles Renault passenger cars (Twingo, Clio, Mégane Classic) and Toyota LCVs.
Sofasa also distributes the Toyota vehicles that it builds in Colombia and sells Renault vehicles throughout the
Andean pact zone as well as in a few countries in Central America. Sofasa also imports and distributes Renaults and
Toyotas in addition to the locally assembled vehicles. In 2003, Renault increased its share in Sofasa from 23.7% to
60%. Toyota and Mitsui respectively hold a 28% and 12% stake in the company.

- In Morocco, Renault and its subsidiary Renault Morocco, together with Fiat Auto and Peugeot, jointly acquired the
38% share in SOMACA (Société Marocaine de Construction Automobile) held by the Moroccan State until
September 2003. Kangoo is assembled at the company’s Casablanca plant. In 2003 Renault signed a memorandum
of understanding for a two-phase acquisition of the Moroccan State’s share (26% in 2003 and the remaining 12% at
the end of October 2005), thereby increasing its stake in the company to 46%. Under the same deal, Renault also

% - Nissan Platina are also built at the Aguascalientes plant on the Renault Clio Thalia base.
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signed an agreeement with the Moroccan authorities to start assembly of L90, an economy family car for both the
local and export markets, from the end of 2005.

Significant distribution agreements include the following:

* Renault has been able to use an extensive sales network throughout the four Nordic countries (Sweden, Norway,
Denmark and Finland) under a partnership agreement signed between Renault and Volve Cars in 1981, The
agreement was renewed and strengthened in 2003 with the creation of "Renault Nordic”, which is now responsible for
the coordination of sales and aftersales of Renault vehicles in all four countries. Economies of scale have been
achieved by sharing back office activities (HR, IT resources and development of distribution networks) with Volvo.

¢ The Mascott van, manufactured at Renault's Batilly plant, has been distributed by the network of Renault Trucks
(formerly Renault V.L) since 1999, and also by Renault since January 2003 under the Master Propulsion nameplate.

Renault's policy of partnerships has been greatly broadened and has acquired a whole new dimension through the strategic
Alliance with Nissan (see chapter 1.2 on the Renault-Nissan Alliance).

THE RENAULT DISTRIBUTION NETWORK IN EUROPE

The Renault group distributes its vehicles in Europe through a primary and a secondary distribution network.

The primary network consists of dealers who can sell and service Renault vehicles, as well as Renault France Automobiles
outlets (in France only) and Renault subsidiaries operating under the umbrella of Renault Europe Automobiles. The purpose of
these two organizations is to ensure the future viability of the group's network and boost its marketplace performance against
the backdrop of new European regulations on automobile distribution.

Renault is pursuing its policy of transforming the primary distribution network, extending efforts to encompass the Nissan
network. As part of the Alliance, a network of hubs is being created to improve coverage, performance and professionalism
across much larger areas of similar characteristics. Accordingly, although the number of customer interfaces has declined, the
network's reach and range, as well as its ability to offer the full variety of Renault products and services, has been either
maintained or enhanced.

In France, Germany, Spain, Italy, the Netherlands, the UK, Switzerland and Austria, the hubs policy has been pursued in
conjunction with Nissan, thus opening the door to bigger potential economies of scale.

The secondary network is made up of Renault's sub-dealers and franchised retailers, generally small businesses with
commercial ties to a dealer in the primary network.

The Renault Distribution Network in Europe®

Number of outlets (contracts) 2001 2002 20039

. Europe - o/wFrance Europe o/wFrance Europe o/w France
Branches and subsidiaries 123 64 117 63 62 . 149
Dealers 1,956 352 1,768 334 1,322 326
Sub-dealers 9,249 5,548 9,046 5,350 9,045 5,200
Total® 11,328 5,964 10,931 5,747 10,429 5,540
Number of sites:
Primary network ' 3,017 732 2,878 730 . 2,807 750

(1) Includes the 10 European subsidiaries, plus Poland, Hungary, Croatia, the Czech Republic, Slovenia and Slovakia.

(2) Provisional data on December 31, 2003 (established end of October 2003) on the basis of the number of cutlets holding a
contract with Renauit.
(3) RFA, wholly owned by Renault s.a.5., has 63 branches organized into 14 distribution subsidiaries, also called "hubs".

(4) The number of contracts declined during the period under review as a result of mergers and restructurings, but the number of primary sales outlets
remained stable.

The key event in 2003 was the introduction of European regulation 1400/2002 on automobile distribution. This
regulation maintains the distribution of automobile products and services by brand networks but introduces new procedures
that will require new contracts:

¢ In aftersales, carmakers select approved repairers on the basis of freely defined criteria (qualitative selectivity) and all
repairers meeting qualitative criteria may become members of the network.
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¢ In sales, Renault has opted for qualitative and quantitative selective distribution, which authorizes the group to choose
its distributors and establish the numbers required. Nevertheless, from October 1, 2005, any member of the network will
be able to open additional sales and delivery outlets anywhere in Europe.

Other highlights:
¢ Distributors may sub-contract aftersales services only to another member of the brand network satisfying the
manufacturer's aftersales specifications.

o The vehicles of several brands may be displayed in the same showroom, providing that brand identity is respected.
o The regulation enables manufacturers to maintain a secondary network (sub-dealers),

The new text aims to achieve significant price convergence in Europe.

Renault prepared for these changes in cooperation with automobile distribution trade specialists at both national and European
levels and was in a position to apply the new regulations quickly.

a) Contract renewal;

Between June 2002 and May 2003, Renault drafted the content of the new contracts and entered into negotiations for the
primary and secondary networks with the GCRE (European Consortium of Renault Dealerships).

After obtaining the approval of the GCRE in May 2003, the country-specific issues of the contracts were addressed in
negotiations with the national Consortia of Renault Dealerships. The selection criteria were analyzed by external auditors. By
October 1, 2003, the new contracts had been signed by all the distribution networks in Europe.

At the same time, Renault drafted and published template contracts for authorized repairers in the primary and secondary
networks and reviewed the workings of its network in order to separate the sale of new vehicles from afiersales related
activities.

b) Selection criteria:

In response to the new legislation, Renault opted for selective rather than exclusive distribution. The selection criteria were
negotiated with the GCRs and were audited by external experts in every country.

Both the new legislation and the contracts signed with the GCRs require the selection criteria to be universally applied in order
to improve substantially the quality of service delivered by the network. The criteria were the fruit of fondamental actions that
had been underway for several years. The improvement in quality of service is illustrated by the following figures that apply to
the sub-dealer network in France in 2003: 2,000 more CLIP systems (diagnostics tool), 1,000 more Dealer Management
Systems (computerized management system), 1,000 more Dialogys units (spares documentation and repair manuals) and
almost 4,000 enrolments for the sub-dealer technical tests (6-week training session).

¢) Availability of technical information (documents, tools, training) for independent repairers:

Renault improved the availability of technical information for independent repairers by setting up an information repository
that can be accessed on the Internet.

The network’s invoicing system was also brought into line with the system used for independent repairers.

CASH MANAGEMENT AND FINANCIAL RISK MANAGEMENT IN THE AUTOMOBILE DIVISION

For its automobile businesses, the Renault group has established a financial organization whose aims are to:

automate the processing of routine cash inflows and outflows, with improved security and reliability;
pool the surplus cash of group subsidiaries and meet their refinancing requirements;

o centralize the handling of euro-denominated and foreign-exchange transactions for better management of currency,
interest-rate and counterparty risks while reducing administrative costs;

e centralize all financing operations, including securities issuance, bank loans, credit agreements, etc., at parent company
level. ‘
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Within this framework, Renault's Corporate Treasury Department, in charge of cash management and financing for the
group's industrial and commercial activities in France and Europe, has two entities specialized in:

o the centralization of group cash flows (Société Financiére et Fonciére).
o trade in financial markets, after intra-group netting: forex, fixed-income securities, deposits (Renault Finance).

Société Financiére et Foncitre (SFF)

Société Financiére et Fonciére (SFF) is a fully-fledged bank within the Renault group. Its remit is to offer Renault and its
industrial and commercial subsidiaries a range of needs-responsive services and to allow integrated management of the group's
cash flows. SFF is in charge of all cash flows of Renault as well as the first-tier and second-tier subsidiaries of the Automobile
Division in France and Europe. It also processes commercial cash flows for Nissan France and equalization payments for
Nissan in Europe.

SFF reported net income of €5.4 million (parent company) in 2003. Total parent company assets on December 31, 2003
amounted to €289 million,

Renault Finance

Renault Finance, a Swiss corporation based in Lausanne, is an active player on the forex and fixed-income markets and in the
market for hedging industrial metals transactions. Renault Finance adheres to a very strict set of risk management
rules. Through its arbitraging business, it can obtain competitive quotes for all financial products. The company is therefore
Renault's natural counterparty for most of the group's capital-market transactions and, as regards Nissan, an increasing
percentage of its financing volumes.

At end-December 2003, Renault Finance reported net income of €21.3 million (parent company), for total parent company
assets of €4,305 million.

1.1.4.2 Sales Financing Division

This division's activities are handled by RCI Banque and its subsidiaries. RCI Banque is the entity that finances sales and
services for the Renault group and Nissan brands in Europe. It acquired Nissan's financing subsidiaries in 1999 as part of the
Alliance agreements between Renault and Nissan.

The role of the RCI Banque group is to provide a full range of ﬁnancmg solutions and services for its three main customer
constituencies:

s Consumers and corporate clients, for which RCI Banque provides credit solutions for the acquisition of new and used
vehicles, rental with purchase option, leasing and contract hire, as well as the associated services, i.e. contracts for
maintenance, extended warranty, insurance, assistance and fleet management;

¢ The networks that distribute Renault and Nissan brands, for which RCI Banque finances inventories of new and used
vehicles and spare parts, as well as their short-term cash flow needs,

At December 31, 2003 the RCI Banque group had total assets of €23.3 billion, and a staff of 3,209, half of whom are based in
France and the other half in countries throughout the world.

The RCI Banque group has operations in 14 countries in Western Europe and Central Europe (Poland, Czech Republic,
Romania) and two in South America (Brazil and Argentina). It has set up a company in South Korea.

In 2003 the RCI Banque group financed 36.4% of new- Renault and Nissan vehicles sold in the Westem European countries in
which it is present.

Consumer market

Consumer-related business accounts for 55.4% of RCI Banque's average loans outstanding, or €11 billion. In this field, RCI
Banque plays a three-fold role:

s Offers and develops financing solutions to facilitate and accelerate sales of Renault and Nissan vehicles;
¢ Integrates financing solutions and services to encourage car use and build loyalty to Alliance brands;
e Helps automakers organize sales promotions.
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Corporate clients

Corporate business accounted for 19% of the group's average loans outstanding, or €3.8 billion at the end of 2003. In this field,
RCI Banque has five aims:

Establish the group's financial and business-services strategy and implement it in subsidiaries;

Plan the marketing strategy and brand policy for the corporate market;

Establish best practices for business-oriented products and services wherever RCI is present;

Help Renault and Nissan establish international protocols;

Monitor and guide economic performance by ensuring that profitability is in line with group targets.

Networks

In this field, RCI Banque has four aims:

[ ]

Finance inventories of new and used vehicles and spare parts, and fund dealers’ long-term financing operations;
Manage and control risks; '

Secure the network's future by standardizing financial procedures and monitoring them on a regular basis;

Act as financial partner to the network.

At end-2003 financing activities accounted for 25.6% of average loans outstanding, or €5.1 billion.
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1.1.4.3 Strategic shareholdings

The most important shareholdings are those in Volvo and Nissan.

Renault's holding in AB Volvo

In April 2000 Louis Schweitzer, Chairman and CEO of Renault, and Leif Johansson, President and C.E.O. of Volvo,
announced plans to merge the two companies' truck activities. Having received the go-ahead from the anti-trust authorities of
the European Union and the US, Renault and Volvo closed the deal on January 2, 2001. From that date, the Renault group
carried AB Volvo under the equity method.

With its 20% stake, Renault became the principal shareholder in Volvo, the world's second-largest truck manufacturer. Renault
V.I. became Renault Trucks and is now a wholly-owned subsidiary of Volvo.

Renault is represented on Volvo's Board by Louis Schweitzer, Renault's Chairman and C.E.O., and Patrick Faure, Executive
Vice President of Renault.

Since selling its automobile business to Ford in 1999, Volvo has refocused primarily on trucks. In 1999 commercial vehicles
accounted for 54% of net revenues. Following the tie-up with Renault V.1./Mack, Volvo developed its truck business, handled
through Global Trucks, which accounted for two-thirds of net revenues in 2003,

Velvo's Activities in 2003 (as a % of net revenues)

Trucks: Global Trucks, comprising three brands: Volvo, Mack and Renauit Trucks 67%
Construction equipment: Volvo CE: 13% '

Buses: 7%

Aerospace (engine components, spare parts, maintenance): Volvo Aero: 5%

Marine and industrial engines: Volvo Penta: 4%

Other: 4%

The merging of Mack Trucks and Renault V.I. within the Volvo group spawned Europe's largest heavy-truck maker, with a
number-two ranking worldwide. Together, leveraging their excellent geographical fit and complementary products, the three
companies can offer a wider range of products and a more extensive network. Each of the three brands comprising the truck
activities of Renault, Mack and Volve continues to develop its own identity.

Applying Swedish accounting standards, in 2003 Volvo reported a 1% year-on-year decline in net revenues, which totaled
SEK 174,768 million (€19,154 million), and generated operating income of SEK6,534 million (€716 million*), compared with
SEK2,837 million in 2002. Net income in 2003 was SEK4,328 million (€474 million*), compared with SEK1,393 million in
2002.

Volvo's dividend payout in 2003 was stable relative to 2001 and 2002 at SEK8 per share. For 2004, the Board of Directors
proposed a dividend payout of SEKS8 per share to the Annual General Meeting of March 22, 2004.

* Average 2003 exchange rate: €1 = SEK9.1243

In 2003 Volvo's equity-accounted contribution to Renault's net income was €175 million, compared with a contribution
of €71 million in 2002 (see Note 13 of the notes to the consolidated financial statements).

At December 31, 2003, the closing price of the Volvo A share was SEK211 and the Volvo B share, SEK220. Applying an
exchange rate of €1 = SEK9.08, the market capitalization of Volvo was SEK95,887 million (€10,560 million). The market
value of the Volvo stock held by Renault was SEK 19,177 million (€2,112 million), compared with an equity-accounted market
value of €1,554 million.
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Renault's shareholding in Nissan

Renault's ownership interest in Nissan is described in detail in the following chapter. Renault owns 44.4% of Nissan, which
was capitalized at ¥5,533 billion (€41 billion) at December 31, 2003 based on 4,521 million shares with a closing price of
¥1,224 per share. Accordingly, the market value of the shares held by Renault at the same date was ¥2,453 billion (€18,163
billion), compared with an acquisition value of ¥802 billion, net of acquisition expenses, and based on a purchase price of ¥400
per share. Renault accounts for its strategic shareholding in Nissan by the equity method, as described in Note 12 of the notes
to the consolidated financial statements. At December 31, 2003 the value of this ownership interest came to €7,219 million.
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1.2 THE RENAULT NISSAN ALLIANCE

1.2.1 AIMS AND GOVERNANCE

The phases and aims of the Alliance

On March 27, 1999, Renault and Nissan signed an agreement bringing together two global companies to form a group that
is unique in the automotive industry, with combined annual sales of over 5 million units and a full range of vehicles
marketed under five brands: Nissan and Infiniti for Nissan; and Renault, Dacia and Samsung for the Renault group. The
Alliance’s commercial and industrial presence extends to most of the world's markets, with strong positions in the biggest
markets, namely Japan, Western Europe and the U.S.

The aim of the Alliance is to boost Renault's and Nissan's performance. It should enable each partner to realize its potential
for global growth by taking full advantage of each company's strengths. The Alliance is founded on two key principles and a
specific approach.-

Two founding principles

o Share resources to develop synergies and realize economies of scale by leveraging the complementary strengths of
both companies;
o Preserve the separate brand identities to maintain strong brand image and appeal to the broadest customer base.

A specific approach

Renault and Nissan have chosen to forge a ground-breaking alliance based on two autonomous groups, linked by a community
of interests and united for performance. ‘ :

The Alliance brings together two world-class manufacturers with distinct corporate cultures.. While the link-up initially
enabled Nissan's recovery, the Alliance is essentially based on the geographical and functional fit between the two companies,
as well as their shared potential for profitable growth.

Nissan's recovery preconditioned the success of the Alliance. To contribute to the growth of Renault and Nissan, the Alliance's
operating structures were designed to ensure that brand identity is preserved and individual corporate cultures are respected.
This strategy, the key to a win-win partnership, has underpinned the Alliance's achievements since 1999.

From the outset, Renault and Nissan identified extensive areas of cooperation, including purchasing, platform design, shared
production capacity and research.
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The Alliance Charter: a blueprint for shared ambition and mutual respect

The Alliance Charter, signed in 1999, defines the principles of shared ambition and mutual trust between Renault and Nissan.
While ensuring respect of each partner's identity and an even balance between them, the charter lays down a set of operating
rules based on the Alliance's shared values, which include, in particular, cooperation and mutual respect.

Renault and Nissan are not seeking to create an artificial Renault-Nissan corporate culture. They aim to maximize the mutual
benefits of having different cultures within two companies. Owing to the complementary strengths and synergies between the
two manufacturers, and despite the geographical distance and cultural differences, Renault and Nissan are developing cross-
company learning processes to establish the management principles and processes that will effectively benefit both companies,
together with their employees, shareholders and customers.

The working language of the Alliance is English, and both partners have intensified their training efforts to improve language
skills.

1999: the foundations of the Alliance
Equity ties

In 1999 Renault took a 36.8% stake in Nissan, together with a 22.5% stake in Nissan Diesel and 100% of Nissan's European
finance subsidiaries. The transaction cost a total of ¥643 billion (approximately €5 billion or $5.4 billion).

In accordance with the principles set out in the initial agreements, the second stage of the Renault-Nissan Alliance was
engaged in 2002. This phase aimed to create a community of interests between Renault and Nissan, underpinned by stronger
equity ties. It involved establishing an Alliance Board tasked with defining Alliance strategy, taking or proposing a number of
major decisions and supervising the implementation of collaborative projects.

Equity ties were boosted as follows:

‘On March 1, 2002, Renault increased its equity stake in Nissan from 36.8% to 44.4% by exercising the warrants it had held
since 1999. : .

At the same time, Nissan took a stake in Renault's capital through its wholly owned subsidiary, Nissan Finance Co., Ltd.,
which acquired 15% of Renault's capital through two reserved capital increases, on March 29 and May 28, 2002. However,
under Frénch stock market regulations, Nissan Finance Co., Ltd., cannot exercise the voting rights attached to these shares.
Nissan took a stake in Renault, giving it a direct interest in its partner's results, as was already the case for Renault in Nissan.

The French government reduced its stake in Renault to 25.9%'°.
In addition, each company reinforced its presence on the other's Board of Directors.
Management

When the Alliance was signed, three senior Renault executives joined the Nissan Board of Directors — Carlos Ghosn (Chief
Operating Officer), Thierry Moulonguet (Finance) and Patrick Pélata (Product Planning). Nissan's Chairman and CE.O.,
Yoshikazu Hanawa, was appointed to the Renault Board of Directors.

Following the increases in equity stakes in 2002, an additional Nissan director was appointed to the Renault Board, giving
Nissan two out of a total of 16 seats. Renault holds three out of seven seats on the Nissan Board, held by Carlos Ghosn,
Shémaya Lévy and Patrick Pélata.

Operating principle

To enable the Alliance to move into action, structures for managing and implementing collaborative projects were swiftly
established. From the outset, 11 Cross-Company Teams (CCTs) were formed to pinpoint synergies, to propose and supervise
the implementation of joint projects, while ensuring that both partners benefited fully from respective areas of expertise and
that each preserved its individual personality. There are now 13 CCTs, each assisted in their day-to-day work by nine
Functional Task Teams (FTTs) covering support functions such as legal expertise, quality, cost control, marketing, etc. (see
Areas of Renault-Nissan cooperation, page xx). CCTs and FTTs teams report to the Alliance Board (AB), which meets
monthly to define the Alliance's medium and long-term strategy and coordinate joint activities at a global level.

% On December 31, 2003, the French government only held a 15.65% stake in Renault (see chapter I, para. 4, ownership of
share capital).
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Milestones in the Alliance
- March 27, 1999: L. Schweitzer and Y. Hanawa signed the Renault-Nissan partnership agreement in Tokyo.
Renault acquired a 36.8% stake in Nissan and other equity interests in the Nissan group, totalling ¥643 billion (€5
billion or US$5.4 billion)
- June 1999: Structures were established for developing and setting up the Alliance's joint projects. These structures
were headed by the Global Alliance Committee and covered the activities of both companies.

- October 18, 2000: Nissan launched the three-year Nissan Revival Plan (NRP), which was successfully completed
one year ahead of schedule.

7= December 20, 2001: The Alliance Master Agreement was signed.
<= Marech 1, 2002: In accordance with the terms of the agreement, Renault raised its stake in Nissan to 44.4%, an
+ investment of ¥ 215.9 billion (€1.875 billion).
- March 28, 2002: Renauit and Nissan set up a strategic management company, Renault Nissan b.v. based in the
Netherlands.
- March 28, 2002: The Restated Alliance Master Agreement was signed.
- March 29, 2002: Nissan acquired a 13.5% equity stake in Renault.
- April 2, 2002: Nissan launched its second three-year plan, the NISSAN 180
- May 28, 2002: In line with the original agreements, Nissan increased its stake in Renault to 15%.
- May 29, 2002: First meeting of the Alliance Board, which replaced the Global Alliance Committee.

1.2.1.2 Governance and operational structure of the Alliance

The purpose of the second phase of the Alliance is to give Renault and Nissan a common strategic vision. New
organizational structures and a new method of governance have been put into place.

Creation of Renault-Nissan b.v.

Formed oh March 28, 2002, Renault-Nissan b.v. is a joint company, incorporated under Dutch law and equally owned by
Renault SA and Nissan Motor Co., Ltd., responsible for the strategic management of the Alliance.

This command- structure decides on medium- and long-term strategy, as described below under "Powers of the Alliance”. It
bolsters the management of the Renault-Nissan group and coordinates joint activities at a global level.

: 44.4%
_ | v 15%

RENAULT 50%
SA \

1oo%l Renaulit-Nissan B.V.

RENAULT -
T 100%

s.a.s,
. “a‘\
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Renauit-Nissan b.v. houses the Alliance Board.

The Board of Renault-Nissan b.v.

The Board’s role

The Board replaces the Global Alliance Committee (GAC), the decision-making body set up in 1999, but it has a broader role
and enhanced powers. The Alliance Board (AB) held its first meeting on May 29, 2002, and now meets every month, The
Alliance Board is the decision-making body for all issues affecting the Alliance's future.

Both Renault and Nissan continue to manage their business and to perform as two separate companies. The operational
management of each group remains in the hands of senior management accountable to their own Board of Directors.

Membership of the Board

The Alliance Board is composed of eight members: Renault's Chairman and CEO, who presides; the Chairman, President and
CEO of Nissan Motor Co., Ltd., who acts as Vice President; three members appointed by Renault's Board of Directors, acting
on a recommendation from its Chairman; and three members designated by the Board of Directors of Nissan Motor Co.Ltd. In
the event of a tied vote, the President has the casting vote.

The Alliance Board comprises: Louis Schweitzer, President; Carlos Ghosn, Vice President; Pierre-Alain De Smedt; Georges
Douin; Frangois Hinfray; Norio Matsumura; Nobuo Okubo; and Tadao Takahashi.

To ensure that both parties share the fruits of the Alliance's performance, the Renault-Nissan agreement provides for
reciprocal grants of stock options (or warrants, in the case of Nissan) to members of the Alliance Board.Nissan-
designated members received a total of 100,000 Renault stock options for the first time in 2002. As a quid pro quo,
members designated by Renault received the equivalent in the form of Nissan warrants in June 2003.

The Coordination Bureau and the Steering Committees

The Alliance's Coordination Bureau, with offices in Paris and Tokyd, and its two Steering Committees at Renault and Nissan
are responsible for coordinating the work of the Cross Company Teams (CCTs) and the Functional Task Teams (FTTs). They
also prepare the Alliance Board meetings. (see Areas of Renault-Nissan cooperation)

Powers of Renault-Nissan b.v.

Renault-Nissan b.v.'s decision-making powers with respect to Nissan Motor Co., Ltd. and Renault s.a.s. are limited to the
following areas:

1. Adoption of three-, five- and 10-year plans (strategic company projects, with quantified data);
2. Approval of product plans (parts of strategic projects corresponding to the design, development, manufacture and sale
of current or future products, vehicles and components);
3. Decisions concerning the commonization of products and powertrains (such as platforms, vehicles, transmissions,
engines and other components);
4. Financial policy, including: ‘
a. discount rates used for ROCE studies and hurdle rates, applicable to future models and investments,
b. risk-management rules and the policy governing them,
c. rules on financing and cash management,
d. debtleverage.
5. Management of common subsidiaries, CCTs and FTTs including CCT/FTT creation, modification or disbandment
and
6. Any other subject or project assigned to Renault-Nissan b.v. on a joint basis by Nissan Motor Co., Ltd., and Renault
s.a.8.

Renault-Nissan b.v. also has the exclusive power to make a range of proposals to the two operating companies, Nissan
Motor Co., Ltd., and Renault s.a.s.. These two entities are free to accept or reject these preposals. However, the operating
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companies cannot take such decisions themselves unless Renault-Nissan b.v. has proposed them. Renault-Nissan b.v.'s power
of initiative ensures that the two partners harmonize their policies.

Creation and scope of joint subsidiaries;

Supplementary financial incentive schemes;

Significant changes in scope, whether geographic or in terms of products, for total amounts of $100 million or more;
Strategic investments, i.e. investments other than product-related investments, amounting to $500 million or more;
Strategic cooperation between Nissan Motor Co., Ltd., or Renault s.a.s. and other companies.

Ll el S

In addition, Renault-Nissan b.v. owns or will own all the shares of existing and future joint subsidiaries of Renault and Nissan
Motor Co., Ltd. Examples: RNPO, Renault and Nissan's equally owned subsidiary, was formed within Renault Nissan b.v. in
April 2001. RNPO became a wholly owned Renault Nissan b.v. subsidiary following the transfer of its shares to Renault
Nissan b.v. in June 2003. RNIS, the joint IS/IT subsidiary formed in July 2002, reports directly to Renault Nissan b.v.

All other aspects relating to Renault s.a.s. and Nissan Motor Co., Ltd., whether operational, commercial, financial or labor-
related, are managed independently by each company and the corresponding decisions will be taken independently by these
companies' respective governing bodies. The two companies retain their autonomy of management, the identity of their
respective brands, their employee-representative bodies and their employees. They are also responsible for their own results.

The International Advisory Board, comprising prominent members of the business and academic communities in Europe,
Japan and the U.S., guides the Alliance's decision-making bodies.

The Board is chaired by Louis Schweitzer, Chairman and CEO of Renauit, and Carlos Ghosn, Chairman, President and CEO
of Nissan. On Januwary 2, 2004, the members were Pierre Bilger (former Chairman of Alstom, France), Jean-Claude
Casanova (Institut de France), Jean-Frangois Dehecq (Sanofi-Synthelabo, France), Yoshiharu Fukuhara (Shiseido, Japon),
Pehr G. Gyllenhammar (Aviva, United Kingdom), Harue Murakami (Japan Telecom, Japan), Michel Pébereau (BNP-
Paribas, France), Iwao Nakatani (Tama University, Japan), Frank N. Newman (Chairman Emeritus of Banker's Trust
Corporation, U.S.), Joseph Stiglitz (Columbia University, U.S.), Morris Tabaksblat (Reed Elsevier, Netherlands).

Yoshikazu Hanawa, Chairman of Nissan until June 2003, left the Board on the same date.

e
Lto ms

iR Toundation deajcate ning th

¢ Stabil

A foundation, organized under Dutch law and linked to Renault-Nissan b.v., has been set up to help Renault-Nissan's
ownership structure remain stable. To achieve that goal, the foundation can subscribe for more than 50% of the capital of
Renault Nissan b.v. in the event of a creeping takeover by an outside company or group of companies acting in concert (more
precisely, when a threshold of 15% of the capital of Renault or Nissan is breached) otherwise than through a public tender
offer. In this case, however, the Renault-Nissan b.v. foundation may not retain control for more than 18 months.

The foundation is managed by a six-member board, four of whom are independent members chosen on an equal basis by
Renault and Nissan. The Combined General Meeting of Renault Shareholders on April 26, 2002, ratified the appointment to
the foundation's board of Pierre Bilger and Morris Tabaksblat, put forward by the Board of Directors.

Nissan b.v. made it necessary to reorganize Renault. This resulted in the formation of a simplified joint-stock company,
Renault s.a.s., wholly owned by Renault S.A. and endowed with the bulk of its assets.

Renault S.A. holds Renault's shares in Nissan. In addition to Renault s.a.s. and its subsidiaries, Renault S.A.'s assets primarily
consist of the equity interest in Nissan, while its liabilities mainly comprise redeemable shares, financial liabilities and bank
borrowings.

Renault s.a.s. is managed by the Chairman of Renault S.A. and by a Board of Directors composed of the same members as
Renault S.A.'s Board of Directors. This reorganization has no effect on Renault's staff or shareholders, or consolidated
financial statements.
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1.2.2 AREAS OF RENAULT-NISSAN COOPERATION

Since 1999 Renault and Nissan have cooperated in several areas, achieving rapid initial results. The present form of the
Alliance, with a strategic management board and cross-shareholdings, has provided a fresh impetus to Renault and Nissan's
cooperation and a shared, long-term vision.

The cooperation is based on clear principles. First, sharing resources to generate economies of scale. Second, using the good fit
in terms of product ranges, markets and expertise to improve efficiency, while maintaining each brand's separate identity.

1.2.2.1 Operational steering bodies and their scope

Cross-Company Teams

Thirteen CCTs, consisting of members from both companies, have been formed to pinpoint synergies between Renault and
Nissan, propose joint projects and monitor their implementation.

CCTs have so far been working on the following topics within the framework of the Alliance:
1. Europe

Africa, Eastern Europe and the Middle East

Asia and Ocenia

Japan

Mexico and Central America

South America

Product planning

Purchasing

Powertrains

e A A G

—
(=

. Vehicle engineering

—
—

. Manufacturing and logistics

p—
[

. Research
13. Light commercial vehicles

Each CCT has a leader (and a pilot) appointed either by Renault or Nissan, who is assisted by a deputy from the other
company. The exception is the Product Planning CCT, which is steered jointly by both groups.

The 13 CCTs report directly to the Alliance Board.

Back-up from Functional Task Teams

In addition, nine FTTs provide support to the CCTs in the folléwing areas:
Corporate planning

Legal and tax

Cost management and control

Quality

Cross manufacturing

Information systems

Parts and accessories

Research and development

A AR A I oo

Marketing
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Like the CCTs, the FTTs also report directly to the Alliance Board.

The close Renault-Nissan cooperation is implemented through projects, which have either an industrial or commercial base.

1.2.2.2 Sharing industrial resources

The Alliance has initiated the development of common vehicle platforms and powertrains. This policy entails defining and
implementing joint strategies for purchasing and industrial location.

Two common platforms already in use by Renault and Nissan

Renault and Nissan began developing their first common platform for entry-level B-segment vehicles in 1999, Nissan was
the first to use this platform for its new March/Micra model, launched in Japan in March 2002 and in Europe in January 2003.
Nissan has since used this platform for two other compact vehicle families, the Cube and Cube Cubic. Nissan's total production
of vehicles using the B platform came to 650,000 units for the period from March 2002 through December 2003. Renault will
use the B platform as a base for a new compact vehicle and for the successor to its Clio model at end-2004 and 2005.

A second common platform, dedicated to the midrange C segment, is also in operation. Renault inaugurated this platform
with production of Mégane II in September 2002. Since its launch and through December 2003, production output of the six
Mégane models totaled just over 660,000 units. Nissan will adapt this platform for use, at a later stage, for its own C segment
models.

Cross-sourcing and cross-development of powertrain families

Renault and Nissan are examining the best way to share engines and transmissions. Development tasks are gradually being
divided up according to the two groups' respective expertise, with Renault focusing on diesel engines and manual gearboxes
and Nissan on gasoline engines and automatic transmissions.

Renault has fitted the Nissan 3, 5-11ter V6 engine to Vel Satis and the Espace IV and has used Nissan's four-wheel-drive
transmission on the Kangoo 4x4.

Since 2002 Nissan has been using Renault's manual gearbox on Almera and two common-rail diesel engines produced by
Renault: a 1.5-liter unit on Almera and a 1.9-liter unit on Primera. The new Micra launched in early 2003 is equipped with one
of the most competmve diesel engines on the market, the Renault K9K 1.5 liter unit. The 48kW version was fitted in March
2003 and the 60kW since October 2003. Nissan has thus been able to offer a much more attractive range in Europe and
significantly improve its diesel mix in overall sales.

The cross-sourcing of current engines and transmissions adapted to each partner's immediate needs more than doubled in terms
of volume and value in 2003 compared to 2002. Within the Alliance, the exchanges are being organized in Europe as well as
between the Mercosur (Brazil, Chile) and Mexico and also Japan and Korea.

As an example, the number of components delivered by Renault to Nissan in Europe rose from 30,000 units in 2002 (initial
phase).to over 250,000 units in 2003 (including 50,000 diesel engines).

Shortly after signing the Alliance, the Powertrains CCT initiated 2 program for the joint development of engines and
transmissions. This came in addition to cross-sourcing projects already underway. Three new engine families (two gasoline
and one diesel) and one family of transmissions are being developed to common specifications and should be phased in soon
by both partners.

By 2010, in order to reduce development costs and optimize the use of resources, the Alliance is aiming to have an optimum
number of common engine and transmission families, including eight new families for engines and seven new transmission
families, for use by both partners.

Shared production capacity and cross-badging

The Alliance enables both partners to cut costs by sharing production capacity.

In Mexico, Scénic has been built at Nissan's Cuernavaca plant since 2000, and Clio went into production at Nissan's
Aguascalientes plant in late 2001. In 2003 over 15,000 units of these two models were manufactured, against 12,000 units in
2002. In addition, Nissan assembles and sells the Nissan Platina, derived from the Clio sedan. In Mexico and peripheral
markets, Platina sales rose from 37,200 units in 2002 to 54,800 units in 2003. (See Commercial Cooperation in Mexico).

In Brazil, a joint assembly site for light commercial vehicles was set up on Renault's Curitiba industrial complex in December
2001. This site commenced with the production of Renault's Master van, followed by Nissan's New Frontier pickup in April
2002. The production of a second Nissan model, the Xterra 4x4, was launched in April 2003.
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In Spain, the Trafic compact van went into production at Nissan's Barcelona plant in late September 2002, marking the
Alliance's first cross-manufacturing project in Europe. Jointly developed by Renault and General Motors Europe, this model is
sold under the Renault Trafic, Nissan Primastar and Opel Vivaro nameplates.

Success of RNPO, boosting joint purchasing strategy

Implementing a global coordinated purchasing strategy is a priority in the drive to cut costs, improve services, and forge closer
partnerships with suppliers. This strategy extends to all areas of procurement, including vehicle and powertrain components,
raw materials, tools and equipment, services, logistics and spare parts. As sharing of platforms and powertrains increases, the
purchasing policy is becoming more coordinated and now includes a common panel of approved suppliers for the Alliance.

In 2001 Renault and Nissan set up a joint, equally owned subsidiary, Renault Nissan Purchasing Organization (RNPO),
now owned by Renault-Nissan B.V. RNPO initially covered almost 30% of the two companies' worldwide annual purchasing
(€14.5 billion). Then, in 2002, it moved into phase two of its development, which saw its share of the two companies'
worldwide annual purchasing increased to 43% (€21.5 billion). This increase is accounted for mainly by powertrain purchases.

In view of past performances, the Alliance Board decided in July 2003 to increase RNPO's annual purchases from €21.5
billion to €33 billion, covering 70% of the Alliance's purchases. RNPO will extend its scope of purchasing to include
machinery and equipment, logistics and additional vehicle components. In addition, RNPO's scope of responsibility will now
extend beyond the three strategic zones — Western Europe, Japan and North America — to include all zones where Renault or
Nissan have an industrial presence. This third phase was launched on January 1, 2004.

IS/IT convergence

In July 2002 the Alliance Board decided to set up Renault Nissan Information Services (RNIS), the Alliance's second joint
venture afler RNPO. In early 2002 RNIS became a wholly owned subsidiary of Renault Nissan b.v. following the
implementation of the Alliance's second phase. RNIS is responsible for defining and implementing joint IS/IT policy for both
groups.

With the creation of RNIS, which bolsters cooperation between the two partners, Renault and Nissan aim at making headway
in three areas: the standardization of network infrastructure and software, global management of suppliers, and the introduction
of joint applications.

The primary objective is not only to cut costs and speed up deployment, but also to exchange best practices, so as to promote
the most efficient processes within both groups.

A Renault-Nissan data transmission network has been operational since January 2004, linking up all the major sites of both
groups around the world.

Sharing know-how in manufacturing, logistics and services

Renault's and Nissan's areas of expertise are strongly complementary. This altows both groups to move forward more rapidly
in critical areas, such as quality management and cost control. :

In manufacturing, the development of the Renault Production Way (SPR) called on Nissan expertise in production processes,
such as the training and dexterity of operators, problem-solving, control of delivery times and production programs. Similarly, .
Nissan has drawn inspiration from Renault's standards and analysis tools to improve workstation ergonomics and cost control
methods. (See common Quality Standards below.)

In logistics, in addition to the joint systems already established for parts procurement and vehicle transport in Europe, Renault
and Nissan formed the Global Alliance Logistics Committee in November 2002. This body is responsible for implementing
shared global logistics strategies. Moreover, a joint evaluation method, the Key Process Indicators (KPIs), has been in place
since April 2003. KPIs have been set up in the six CKD logistics centres (Grand Couronne, Valladolid, Bursa and Curitiba for
Renault, and Honmoku and Smyma for Nissan). As a result of monthly reporting on these key indicators, the Renault and
Nissan Logistics departments can control and compare production output per employee, quality, customer satisfaction levels,
etc.

Renault now uses Nissan's recyclable containers for shipment of unassembled vehicles in the form of CKD kits. A second
maritime route for transporting vehicles, based in the United Kingdom, was opened in 2002. This comes in addition to the
France-Spain link. The system for collecting joint parts, making it possible to share transport and stocking costs, has been
further developed in Europe since 2002 as part of the parts supply chain in 2002. This was followed by the implementation of a
joint packaging standard in March 2003. A new working party, responsible for improving parts supply management, was set up
in May 2003.

In support functions, planning specialists ensure the consistency of long- and medium-term plans. They share planning tools
and economic and market scenarios. In addition, the partners exchange market research on products. Work is also under way to
harmonize cost control methods. In finance, Renault Finance has become Renault's and Nissan's joint trading room.
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To prepare for the medium and long term, Renault and Nissan are working jointly on advanced research and engineering in
the areas of vehicle weight reduction, emission control, hybrid vehicles, x-by-wire systems, and navigation systems. For fuel-
cell vehicles — a crucial research project — Nissan and Renault have implemented a 10-year development program, with Nissan
conducting the first stage, out to 2005, and Renault the second stage, out to 2010. In addition, new opportunities for
cooperation are open to Renault following the Toyota-Nissan partnership agreement on hybrid vehicle technology, signed on

September 2, 2002,

1
i
{

1.2.2.3 Close commercial fit

Renault and Nissan are highly complementary in terms of markets, products and know-how, leveraging their presence in all the
major automotive markets. Each can thus move into new markets at a lower cost, relying on the other partner's manufacturing
facilities and distribution network. This close fit also enables the groups to round out their respective product and service
offers. Moreover, Renault and Nissan each benefit from exchanging know-how in research and development, manufacturing

processes and marketing.
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Commercial cooperation in Europe

From the outset, the Renault-Nissan Alliance has worked together, forming joint European structures with a view to
rationalizing distribution costs in certain countries, sharing fixed costs, boosting sales network competitiveness and providing
support to Nissan's development.

In the various European headquarters, Group Offices were formed to step up the exchange of best practices in aftersales
services and marketing.

In each country, subsidiaries were reorganized as Dual Legal Entities or Single Legal Entities. For their subsidiaries in France,
Spain, the UK. and Italy, Renault and Nissan have maintained distinct legal entities. However, Group Offices have been
formed, placed under Renault's authority, which manage all back office activities, such as accounts, human resources,
purchasing, etc. Renault charges a fee for this service. In addition, Renault and Nissan have formed single legal and
commercial entities (SLEs) for both groups in four countries: Switzerland and the Netherlands on February 16, 2001, followed
by Germany on September 16, 2002, and Austria on May 28, 2003. In these entities, each brand has its own front office that
offers brand-specific services and customer contacts, thus preserving each brand's identity. As with the DLEs, all back office
operations are pooled in the Group Office which works for both brands.

SLEs are located on joint Renault-Nissan premises. Renault UK and Nissan Motor GB (DLE) even share a joint spare parts
warehouse at Lutterworth.

A hub strategy is being implemented within the distribution networks. The strategy aims at transforming dealerships into a
network of fewer, more powerful partners, operating across a larger area. The creation of common hubs is also part of the
strategy. On completion of this programme in 2005, half of Renault and Nissan dealerships will be operating as commen hubs,
with single dealerships offering both brands, generating considerable economies of scale. At the end of December 2003, just
over two-thirds of all planned hubs were in place.

In 1999, Nissan's European sales financing subsidiaries were integrated into Renault's operations within RCI Banque. RCI
Bangque has a strong commercial presence in Europe and has recognized expertise in sales-financing.

Dual-badging of light commercial vehicles in Europe

Thanks to the excellent fit in terms of product ranges, Renault and Nissan can round out their offers locally with vehicles from
the other partner's ranges, while taking care to preserve their respective brand identities.

Thanks to the dual-badging policy for light commercial vehicles, Nissan can offer European customers new models on this
market segment. Similarly, the policy enables Renault to increase capacity utilization and partly amortize development costs.
Two prime examples of this approach in 2002 are Nissan's Primastar, derived from the compact Renault Trafic van, developed
by Renauit and General Motors Europe, and Interstar, derived from the Renault Master van. Another example is the Nissan
Kubistar, derived from the Renault Kangoo van, which has been selling in Europe since October 2003.

Cooperation in Mexico, Central America and Mercosur

Thanks to the Alliance, Renault was able to return to Mexico, with two Renault models, Scénic and Clio, now produced locally
in Nissan's plants. Renault's Mexican distribution network is mainly made up of Nissan dealers. At end-2003 there were 39
sales outlets; two-thirds of them were formerly Nissan dealers. Renault and Nissan maintain separate commercial strategies,
but combine back-office activities to reduce their fixed costs. The market share of the two groups came to almost 24% in 2003.

In Central America, Renault cars are now sold in El Salvador, Honduras, Panama and Ecuador by Nissan importers working
jointly for both groups.

In turn, Nissan is expanding its manufacturing and marketing presence in Mercosur (Argentina, Brazil, Paraguay and
Uruguay) with Renault’s support. The New Frontier pickup and the Xterra 4x4, built at Renault’s Brazilian plant, are two
Nissan models to be assembled in Mercosur (see Cross manufacturing). Nissan do Brasil has also successfully set up a network
of Nissan dealers based on the existing Renault dealership network. At the end of 2002, the 61-strong Nissan dealership
network was up and running,

Similarly, Renault Argentina took over responsiblity for Nissan imports in June 2001. A total of 43 sales cutlets managed by
27 Renault dealerships have been selling Nissan vehicles since January 1, 2003.
Distribution networks in Asia, the Gulf States and Africa

In Korea, Nissan provides Renault Samsung Motors with vital support for manufacturing and adapting the SM5 and SM3,
both derived from Nissan vehicles. Renault Samsung Motors had gained a 10.8% share of the passenger market at the end of
December 2003.
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Elsewhere in Asia-Pacific, Renault is now present in Japan, Taiwan, Australia and Indonesia thanks to its partner and it
intends to expand in these markets. In Japan, for example, a total of 74 sales outlets, both single- and dual-badge, were
operational at the end of 2003.

In the Gulf States, Nissan importers have been selling Renault vehicles in Bahrain, Kuwait and Qatar since January 2003.

In North Africa, Renault's importer took over Nissan SIAB's exclusive importer in Morocco in November 2000 and, since
then, has been growing Nissan sales. Similarly ARTES, Renault's national sales company in Tunisia, became Nissan's NSC on
May 16, 2003, in a move that should increase Alliance synergies and give a strong boost to sales.

In sub-Saharan Africa, Nissan is relying on Renault's presence to set up operations in the Democratic Republic of Congo,
Mali and Senegal Meanwhile, Renault has used Nissan's facility in South Africa for spare parts logistics and storage.

1.2.2.4 Staff exchanges

Staff exchanges between Renault and Nissan facilitate the process of knowledge-sharing between the two companies.
Since the start of the Alliance, staff exchanges fall into four categories:

* Expatriate staff seek to develop mutual understanding and enhance functional skills by contributing their know-how and
exchanging best practices. There are 75 Renault and Nissan expatriates (as at November 1, 2003). Forty Renault staff are based
cither at Nissan's headquarters in Ginza or at the Atsugi research center; and 35 Nissan staff work at the Renault head office in
Boulogne, at Rueil, and at the Technocentre in Guyancourt.

* Fourteen other expatriate staff are working on Alliance projects aimed at developing common powertrains and platforms.

* The third category consists of some 200 people assigned to joint organizational structures such as Renault Nissan
Purchasing Organization (RNPO) and Renault Nissan Information Services (RNIS).

* Last, inter-regional exchanges of staff are on the increase. Twenty-five Renault staff have been posted to Nissan
subsidiaries in Europe and the U.S., while Nissan has seconded 30 employees either to Renault Samsung Motors or to Renault
Japan and Asia-Pacific. .

Naturally, many other categories of personnel are also directly involved in the operation of the Alliance, including the 13
Cross-Company Teams and the nine Functional Task Teams.

1.2.3 NISSAN'S RESULTS

Nissan's financial statements are prepared using Japanese accounting standards, which differ from the standards used by
Renault. The statements include intermediate operating totals and some Nissan-specific indicators. To measure the contribution
to Renault's results, Nissan's financial statements are restated, as described in Note 12 of the notes to the consolidated financial
statements.

1.2.3.1. Sharp increase in earnings

With thev success of the Nissan Revival Plan (NRP), implemented in October 1999 and completed a year ahead of schedule,
Nissan ranks as one of today's most competitive and profitable volume carmakers.

In April 2002 a new three-year plan, dubbed NISSAN 180, was launched in the wake of the NRP, in order to accelerate growth
and boost the profitability of the Japanese group.

NISSAN 180: aiming for lasting and profitable growth

The objectives of NISSAN 180 were announced in April 2002 and are clear from its name:

1: One million additional units worldwide by the end of September 2005 relative to March 31, 2001.

8: Eight percent operating margin, under constant Japanese accounting standards.

0: Zero net automotive debt by the end of fiscal year 2004 (March 31, 2005), under constant Japanese accounting standards.
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These goals are to be attained by:

Generating more revenue;

Reducing costs;

Increasing both quality and speed; and

Maximizing synergies generated by the Alliance with Renault.

® o o o

With NISSAN 180, the group has entered an assertive phase of conquering world markets while improving profitability.

To that end, Nissan is stepping up the pace of new-vehicle launches. In the first fiscal year of NISSAN 180 (i.e. from April
2002 to March 2003), 12 brand-new products were launched worldwide. And eight of the 10 vehicles planned for the second
fiscal year (currently underway) have already been launched. Throughout the three years of NISSAN 180, no fewer than 28
new vehicles will be rolied out in an effort to win new markets and cover the most profitable segments.

U.S. and China: two key development paths in 2003

The group is seeking in particular to buttress its presence in two stategic markets, the United States and China.

In the U.S., which accounts for one-fourth of its sales, Nissan opened its second plant in May 2003, in Canton, Mississippi.
The Canton plant should allow Nissan to double production capacity in North America by mid-2004 and to respond more
effectively to mounting demand. The plant will produce a total of five modeis, including three all-new ones for 2003. Nissan's
aim is to conquer market segments in which it is not yet present. The first four model to come off the Canton assembly lines —
Quest Minivan — was lauched in July 2003 in the minivan segment. Quest was followed by Armada, a rugged 4x4 launched in
October 2003 in the full-size 4x4 segment, and then in December 2003 by the Titan King Cab and the Titan Crew Cab, the first
Japanese full-size pickups to compete head-on with traditional U.S. models.

Nissan's other strategic priority is its joint venture with Dong Feng in China, which commenced operations in 2003. Nissan
invested one billion dollars in China when it took a 50% stake in Dongfeng Motor Co., which handles the automotive activities
of the Dong Feng group, with the exception of holdings in joint ventures including other automakers. On November 24, 2003,
the new management team, set.up by representatives of both Nissan and Dong Feng, officially unveiled a business plan aimed
at doubling the sales of Dongfeng Motor Co. between the end of 2003 and 2007, generating double-digit operating profit, and
optimizing synergies between the two partners over the next four years. Against this backdrop, Dongfeng Motor Co. is looking
to sell 550,000 vehicles by 2006, comprising 220,000 Nissan-badged passenger cars and 330,000 trucks/heavy commercial
vehicles under the Dongfeng brand. Founded in 1969 by the Chinese governement, Dong Feng is one of the country's top three
automotive groups. Three-quarters of its sales volumes and output consists of trucks, buses and commercial vehicles. Nissan
will contribute a full range of passenger cars. The six models, ranging from a small family auto to a high-end sedan, will be
manufactured and sold locally.

Nissan's half-year results at September 30, 2003

Nissan's financial statements for first-half fiscal year 2003, under Japanese accounting standards
(April 1 - September 30, 2003)

On November 16, 2003 Nissan filed its financial results for the first half of fiscal 2003 (April 1 — September 30), the third half-
year of the NISSAN 180 plan.

Despite the sluggish environment, the group sold 1,467,000 vehicles worldwide, up 5.9% on first-half 2002. Sales rose 6.6% in
Europe and 11% North America. With revenues of ¥3,556 billion, up 8.2% year-on-year, the group reported an unprecedented
15.2% increase in operating margin to ¥401 billion, or 11.3% of revenues.

1.2.3.2 Nissan makes a growing contribution to Renault's results

Strong contribution to Renault's net income

Renault's shareholding in Nissan — raised from 36.8% to 44.4% in 2002 — combined with Nissan's full and speedy recovery,
has allowed Renault,to benefit from a major positive contribution from Nissan. Renault accounts for Nissan's restated income
under the equity method

After restatement, the income reported by Nissan for the first half of fiscal 2003 (April 1 to September 30) contributed €846
millions @ to Renault's net income in second-half 2003, including €80 million from application of IAS 38.
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For the full fiscal year 2003, Nissan's contribution to Renault’s net income was €1,705 million, including €184 million from
the application of IAS 38. In the fiscal years 2001 and 2002, Nissan made positive contributions to Renault's net income of
€497 million and €1,335 million, respectively.

W Afrer goodwill amortization of €18 million for the first half-year and based on an average exchange rate of ¥133.4 to €1.

Nissan raises dividends

Renault received a dividend per share of ¥14, or a total of ¥28.04 billion (€210.21 million), in respect of Nissan's 2002 fiscal
year (April 2002-March 2003). Because Nissan pays dividends on a semi-annual basis, the payout for the second half-year was
made in June 2003 in the amount of ¥10 per share, or ¥20.04 billion (€144.21 million) (see table below).

For fiscal 2003 (April 2003-March 2004), Renault received on December 9, 2003, an interim dividend of ¥8 per share (out of a
total of ¥19 planned for the full year), or ¥16.03 billion (€122.52 million). Note that Nissan had announced in October 2002
that it would pay out ¥19 per share in respect of 2003 and ¥24 for the following year, the equivalent of a three-fold increase in
dividend from the baseline level of ¥8 per share for 2001.

Dividend payout by Nissan

For FY 2000 2001 Hi 2002 H2 2002 2002 2003*
- Total Total 1st payment 2nd payment Total 1st payment

Dividend per share (¥) 7 8 4 10 14 8

Dividend received by Rensault (¥m ) 10.3 13.9 8 20.0 280 16,0

Dividend received by Renault (€m) 99 117 66 1442 210.2 122,5

* Nissan intends to pay ¥19 for full-year 2003 — the second payment will be made in June 2004

1.2.4. OVERALL PERFORMANCE AND FINANCIAL INDICATORS

1.2.4.1 Industrial and commercial presence

Renault and Nissan have a worldwide commercial and industrial presence. The two partners' markets and production sites form
an excellent fit, with wide coverage and strong positions in Europe, North America and Asia.

Nissan's industrial presence spans 16 countries, while Renault has manufacturing facilities in 14 countries, including the new
brands Dacia and Renault Samsung. The two groups also share production capacity in three countries: at Nissan's Cuernavaca
and Aguascalientes plants in Mexico, at Renault's Curitiba light commercial vehicle plant in Brazil and, since end-2002, at
Nissan's Barcelona plant in Spain.

In 2003:Renailt's and Nissan's combined worldwide sales amounted to 5,357,315 vehicles, with 2,296,123 units sold in
Western Europe, 864,015 in North America, 827,368 in Japan. Total sales in Latin America amounted to 394,635 units,
including 232,329 in Mexico. A further 216,306 were sold in the Middle East and Africa. The Alliance's global market share
came to 9.3%, putting it among the world's top five automakers.

Renault-Nissan Alliance worldwide sales "™® (passenger cars and light commercial vehicles)

World
2003 2002 % change 2003/2002

Renault group 2,388,958 2,404,977 -0.7

- Renault 2,208,900 2,230,103 -1.0

- RSM* 111,431 117,085 4.8

- Dacia* 68,637 57,789 +18.8

Nissan group 2,968,357 2,735,932 +8.5
Renault-Nissan Alliance 5,357,315 5,140,909 +4.2

* Domestic market sales and exports
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Western Europe

2003 2002 % change 2003/2002

Renault group 1,806,443 1,870,344 -3.4
Of which:
France 708,401 762,893 -7.1
Germany 224,860 226,725 -0.8
Italy 184,428 184,949 -03
Spain 212,339 202,266 +5.0
UK 210,366 215,431 -24
Nissan group 489,680 432,130 +13.3
Of which:
France 47,059 35,800 +314
Germany 70,050 64,269 +9.0
Italy 78,075 59,616 +31.0
Spain 62,229 56,525 +10.1
UK 114,641 106,583 +7.6
Renault-Nissan Alliance 2,296,123 2,302,474 -0.3
Of which:
France 755,460 798,693 -54
Germany 294,910 290,994 +1.3
Italy 262,503 244,565 +7.3
Spain 274,568 258,791 +6.1
UK 325,007 322,014 +0.9
Central and Eastern Europe*

- 2003 2002 % change 2003/2002
Renault group’ 261,102 200,186 +30.4
Of which:
Romania 68,037 61,845 +10.0
Turkey 58,721 21,944 +167.6
Nissan group 54,610 43,557 +25.4
Of which:
Romania 866 798 +8.5
Turkey 6,025 4,133 +45.8
Renault-Nissan Alliance 315,712 243,743 +29.5
Of which:
Romania 68,903 62,643 +10.0
Turkey 64,746 26,077 +148.3

* Central and Eastern European zone: Poland, Hungary, Czech Republic, Slovakia, Slovenia, Baltic states, Balkan countries, Romania,
Bulgaria, Turkey, Russia, Ukraine and ex-CIS countries.

Middle East and Africa

2003 2002 % change 2003/2002
Renault group 69,735 68,406 +1.9
Nissan group 146,571 153,360 -4.4
Renanlt-Nissan Alliance 216,306 221,766 2.5

* Middle East and Africa zone: Maghreb, Iran, Saudi Arabia, Egypt, Israel, other Middle East countries, South Africa, other countries in
sub-Saharan Africa.

Japan

2003 2002 % change 2003/2002
Renault group 2,274 2,414 -5.8
Nissan group 825,094 773,726 +6.6
Renault-Nissan Alliance 827,368 776,140 +6.6
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Asia-Pacific region*

2003 2002 % change 2003/2002
Renault group 121,484 132,067 -8.0
Of which:
China 1,786 3,075 -41.9
South Korea " 110,307 116,793 -5.6
Nissan group 321,672 271,445 +18.5
Of which:
China 95,062 68,078 +39.6
South Korea 25 1 +2400.0
Renault-Nissan Alliance 443,156 403,512 +9.8
Of which:
China 96,848 71,153 +36.1
South Korea 110,332 116,794 -5.5

* Asia-Pacific zone: China/Hong-Kong, Taiwan, South Korea, Thailand, Malaysia, Indonesia, Australia, New Zealand and others.

Latin America*

- 2003 2002 % change 2003/2002
Renault group 127,920 131,560 -2.8
Of which: .

Argentina 14,760 17,707 -16.6
Brazil ‘ 58,054 60,611 -4.2
Mexico 18,318 15,703 +16.7
Nissan group 266,715 257,528 +3.6
Of which:

Argentina : 1,817 1,090 +66.7
Brazil . 7,950 4,412 +80.2
Mexico 214,011 211,648 +1.1
Renanlt-Nissan Alliance 394,635 389,088 +1.4
Of which: 7
Argentina 16,577 18,797 -11.8
Brazil 66,004 65,023 +1.5
Mexico 232,329 227,351 +2.2

* Latin American zone: Argentina, Brazil, Mexico, Chile, Paraguay, Peru, Uruguay, Venezuela, Colombia, Puerto Rico and others.

North America

2003 2002 % change 2003/2002
Nissan group 864,015 804,186 +7.4
Canada 69,534 64,661 +7.5
us. - 794,481 739,525 +7.4

@ Renault defines "sales” as registrations of new vehicles, plus billings for certain regions. For Western Europe, in addition to registered
vehicles, a further 34,307 unregistered units must be added to the 2003 total (vs. 39,910 in 2002). In line with standard car industry practice,
market share is computed either from the latest figures supplied by official bodies or from data sourced from automakers, hence sales.

For Nissan, the data are those published by the company itself.

@ Preliminary data
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Number of units sold worldwide

in 2003 :
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1.2.4.2. Value of Joint Operations

All told, Renault sales to Nissan and Renautlt purchases from Nissan amounted in 2003 to around €700 million and €880
million respectively, as mentioned in note 12-H of the notes to the consolidated financial statements.

1.2.4.3 Alliance Financial Indicators

The purpose of the financial data in this section is two-fold: to broadly quantify the economic significance of the Renault-
Nissan Alliance by means of key performance indicators and to make it easier to compare the assets and liabilities of the two
groups.

The originality of the Alliance means, among other things, that Renault's and Nissan's assets and liabilities cannot be

combined. Accordingly, the data are not presented in accordance with generally accepted accounting principles for
consolidated financial statements and are not submitted for external audit.

From now on, the indicators will be published every six months. The information will become increasingly precise and
detailed as the Alliance moves ahead with its project to bring the two groups’ accounting standards into line.

The information is based on the latest consolidated figures released by both groups, that is to say the consolidated financial
statements at December 31, 2003 for Renault and at September 30, 2003 for Nissan. Nissan'’s accounts were restated before
being converted to euro.

KEY PERFORMANCE INDICATORS

Intercompany

S ALLIANCE
eliminations

Revenues (€ million) RENAULT NISSAN®

Financial year ending Dec 31,03 Sept. 30,03

™ Converted at the average six-month yen/euro exchange rate

The Alliance's intercompany business consists mainly of commercial dealings between Renault and Nissan. These items
have been eliminated to produce the revenue indicator. Their annual value is estimated on the basis of Renault's full
financial year.

Furthermore, presentation adjustments have been made to Nissan's revenues to make the data consistent across both
groups. Revenues are presented net of rebates. Sales with buy-back commitments have been restated as rentals.

The Alliance operating margin covers the financial year ending on December 31, 2003 for Renault and on September 30,
2003 for Nissan and is presented with the impact of IAS 38 included.

, € million
Renault 1,402
Nissan ¥ 6366

Alliance” 7,768

@ Converted at the average six-month yen/euro exchange rate
@ Intercompany transactions impacting the operating margin are minor and have not therefore been eliminated.
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For the Alliance, operating margin is equivalent to 8.7% of revenues.

For Nissan, the methods used to evaluate operating margin are identical to those used to prepare Renault‘s financial statements,
after restatement for harmonization of accounting standards and for fair-value measurements made by Renault for acquisitions
made in 1999 and 2002.

Furthermore, reclassifications have been made where necessary to harmonize information with the presentation of intermediate
totals published by Nissan under Japanese GAAP.

SUMMARY BALANCE SHEETS OF RENAULT AND NISSAN

RENAULT at Dec. 31, 2003 (€ million)

Nissan's yen-denominated data have been converted to euro at the closing rate on Sept. 30, 2003 of EURI = JPY 128.8

For Nissan, asset and liability valuations take account of restatement for harmonization of accounting standards and for fair-
value measurements made by Renault for acquisitions made in 1999 and 2002, i.e. revaluation of land and other tangible fixed
assets, capitalization of development expenses, and retirement-related provisions.

Balance sheet items have been reclassified where necessary to make the data consistent across both groups. This applies, in
particular, to the presentation as loans and marketable securities of treasury shares held by Nissan to cover stock option plans
for its staff. These are deducted from shareholders’ equity in the financial statements published by Nissan under Japanese
GAAP..

Nissan's restated balance sheet at September 30, 2003 includes the securitized items presented off-balance sheet in Nissan's
financial statements under Japanese GAAP.
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1.3 THE PROFITABLE GROWTH STRATEGY

Renault is working with Nissan to build a major global automobile group.

To this end, and in keeping with both corporations' values and identities, Renault and Nissan are pursuing a strategy of
profitable growth. Renault, together with associated brands Dacia and Renauit Samsung, aims to sell 4 million vehicles
worldwide in 2010.

This strategy is founded on excellence in Renault's core business, the quality and appeal of our products, customer satisfaction,
the dedication of Renault group employees and the shared commitment of our partners.

The strategy includes five goals:

1. Build ré.cognition for our brand identity;

2. Be the host competitive manufacturer on our markets in terms of quality, costs and delivery times;
3. Extend our international reach;

4. Develop Renault's core values;

5. Translate success into financial performance.

GOAL 1: BUILD RECOGNITION FOR OUR BRAND IDENTITY

The hallmarks of Renault's brand identity are vision, daring and warmth.
This brand identity enjoys wide recognition; in our customers' eyes it stands for:

¢ Vehicles with impeccable fundamentals: first-rate technological expertise, active and passive safety, quality (including
perceived quality, reliability and durability), care for the environment, fuel efficiency, low running and ownership costs.

* A powiérﬁxl, innovative range offering outstanding design, driving pleasure and traveling comfort.

The sales, aftersales and financial services offered by Renault and its distribution network also contribute to brand image
through their special relationship with customers.

Associated brands Dacia and Samsung express their own distinctive identities and values.

Recognition of our brand identity

For Renault, brand identity is one of the comnerstones of its profitable growth strategy. In 2000 Renauit redefined its brand
identity according to the three core values underlying the brand's strength:
e Vision: Renault offers innovative concepts, designed to embrace tomorrow's values and lifestyles while fulfilling
customers’ current expectations.
» Daring: Renault devises new solutions that break with conventional thinking.
o Warmth: Renault's vehicles provide unequaled driving pleasure and traveling comfort.
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Renault is a reassuring brand

Renault is a brand that reassures car buyers because of its mastery of automotive fundamentals.

Quality is an overriding concern for Renault and a constant focus for improvement. As vehicles become increasingly complex,

the demand for quality permeates all the group's functional departments, from design and manufacturing, through marketing to
services and aftersales.

Renault is firmly committed to safety and pursues an overall vision encompassing prevention, correction and protection.
s  Prevent and correct by mnning road safety campaigns, targeting young people in particular.

s  Protect by providing maximum safety for all passengers in Renault vehicles. Renault is the only carmaker to market
five models with a 5-star rating from Euro NCAP, an independent European testing organization. Renault now offers
the safest range in the automobile industry. These results illustrate our long-standing commitment to safety.

The latest advance in care for the environment is Ellypse, Renault's new concept car, which made its debut at the 2002 Paris
Motor Show. It embodies Renault's desire to create the car of the future compatible with the group's commitment to sustainable
development. Ellypse's design is environmentally friendly: its architecture favors easy removal and recycling of components at
the end of the car's life-cycle, the new-generation diesel engine reduces fuel consumption and exhaust emissions, while the
advanced x-by-wire technology and specific electrics boost the car's environmental performance. In 2003 Renault's European
range had one of the best ratings in terms of CO, emissions of all carmakers.

Renault is an appealing brand

Our brand identity is expressed in a new signature, “Renault Créateur d’ Automobiles” which embodies our values of vision,
daring and warmth, and illustrates our commitment to innovative design and technology.

In 2003 these values were personified in a strong, youthful and innovative lineup, marked by the complete renewal of the
Mégane family, “car of the year 2003” and Europe’s top-selling model.

These values are carried across the entire range, from the high-end models — Espace IV is the undisputed reference on the
European minivan market — to the commercial vehicle segments, riding on the success of the new Trafic and Kangoo phase II.

This momentum will continue in 2004, with the launch of a new small vehicle concept in the B segment, more spacious and
versatile than Twingo, to mark the first stage in the renewal of this segment.

And Renault is a dynamic brand, expressing its passion for cars through its involvement in F1 competition. The 2003 season

saw the first all-Renault victory since the company’s return to the championship. The target for 2004 is clear: to top the
manufacturers’ podium. '

Page 36 /251



NERTIVEDY

2

RENAULT 2003 ANNUAL REPORT

GOAL 2: BE THE MOST COMPETITIVE MANUFACTURER ON OUR MARKETS IN TERMS OF QUALITY, COSTS
AND DELIVERY TIMES

Our competitiveness hinges on high quality, low costs and speedy delivery in all functions, services, processes and
operations.

To achieve this, all parties must work together effectively, ensuring the commitment of the extended enterprise that includes
our suppliers, our distribution networks and all our partners.

Our capacity to respond quickly and effectively is an essential ingredient of competitiveness.

Competitiveness requires the constant exchange of best practice and the pursuit of economies of scale with Nissan.

Cost cutting

In its drive for competitiveness, Renault has adopted a global, systematic cost-cutting approach over the last few years. The
initial three-year program to cut costs by €3 billion was renewed in 2001 for a further three years with the aim of trimming
costs by a further €1 billion each year. Over the duration of the plan, which ended in December 2003, Renault achieved its cost
reduction targets, primarily in purchasing, which accounted for just over half of savings thanks mainly to closer partnerships
with Renault's suppliers and scale effects from the Alliance with Nissan in distribution (around 20%) and production (around
10%). Others sources of savings include engineering, warranty costs, IT expenditure, and general costs.

After two successive plans, cost-cutting objectives have become a part of everyday life in all Renault’s functional departments
and are covered by specific coordination and management procedures. For the years to come, specific targets have been set,
primarily for purchasing performance, quality, fixed costs, capital expenditure and R&D costs, plant competitiveness and
stocks. :

Shorter delivery times

Renault has made significant progress in reducing vehicle development times. Thanks to shorter engineering and
manufacturing phases, the development time for the Mégane II Hatch and Sport Hatch was just 29 months, from the design
freeze to pass-off to sales, compared with 46 months for the previous-generation Mégane. With shorter development times
applied to the entire Mégane range, seven new models were brought out in just 17 months. This achievement is largely
attributable to the Technocentre's vehicle project approach, which brings the teams involved in design, development and
production together on a single site, thereby integrating and -speeding up the process. The reduction in delivery times is of
cardinal importance, not only financially, but also commercially, since shorter development times enable Renault to respond
more quickly to shifts in demand.

Response time

Pursuing its ambition to be the most competitive and most responsive in its markets, Renault applies a unique "delivery to
order” distribution concept across its whole range. Under New Distribution, cars are manufactured to customers’
specifications within a short timeframe, unlocking the full potential of an increasingly diverse range. In 2003 almost half of all
vehicles coming off the assembly line were already sold, compared with around one in six two years ago. New Distribution has
also cut delivery times and made them more reliable: over 80% of vehicles arrive in sales outlets on the date specified in the
order, versus only 60% three years ago.

Exchange in best practice and quality

Renault has much to gain from the Alliance in terms of improving quality, as Nissan is an acknowledged expert in this field.
Sharing advances in product and service quality is an integral aspect of the synergies expected from the Alliance. Exchanges of
staff and of best practices are under way in this area. Their work is coordinated by a Functional Task Team (FTT) specifically
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dedicated to quality. The FTT is responsible for establishing a common language and set of processes for the Alliance's vehicle
and powertrain projects. These joint procedures make up the Alliance’s Quality Charter, signed at the start of 2002. Renault
and Nissan now apply a common system of quality measurement for vehicles coming off the assembly line: the Alliance
Vehicle Evaluation Standard (AVES), applied in all Renault and Nissan plants since January 2003.

GOAL 3: EXTEND OUR INTERNATIONAL REACH

Renault maintains its goal of acceleratmg growth, with a view to generating half of sales outside Western Europe in the longer
term. At the same time, Renault is committed to holding on to its position as Europe's number-one brand for cars and light
commercial vehicles.

To achieve these goals, we must:

* Reinforce existing operations and set up new ones in target countries;

* Win our place with products suited to individual markets;

« Internationalize managerial staff, corporate culture and expertise in technology, sales, finance and management;

* Control the risks inherent to this type of strategy;

« Take full advantage of the Alliance with Nissan.

* Vigorously expand the business of Dacia and Renault Samsung Motors on both domestic and export markets.

Dacia

In 2003, Dacia volumes rose by 18.8%, thanks to the success of Solenza and the growth in exports, which represent more than
15% of its sales.

Renault's objective is for Dacia to be a low-cost, locally-mtegrated production base capable of bulldmg robust, modern, entry-
level vehicles, tailored to the expectations and means of customers in emerging markets.

In strengthening Dacia, the priorities were to modermnize the Pitesti plant and the sales network, renew the range and launch an
entry-level vehicle (X90) with a €5,000 price tag, which is the key to capturing this market. This new model is scheduled for
launch at end-2004 and will be developed, in part, on the Renault-Nissan Alliance's B-platform.

The markets for this new vehicle are expanding rapidly. Alongside Romania, other industrial centers will be involved in the
production of X90, and 2003 was marked by a series of agreements to produce X90 in Russia, Morocco, Colombia and Iran.
The Iranian agreement, to be finalized in mid 2004, provides for the manufacture and sale of X90 by Iran Khodro and SAIPA
in Iran from 2006, with an initial installed capacity of 100,000 units for each of the two carmakers.

The X90 program forms part of the Renault group’s international development strategy. Renault is targeting an annual output
of more than 500,000 units of this model across the world by 2010.

Renault Samsung Motors

Two years after the acquisition by Renault and the restart of production, Renault Samsung Motors (RSM) returned to profit in
2002, 24 months ahead of schedule. While optimizing capacity at the Busan plant in South Korea and building a national
distribution network, RSM has also been focusing efforts on developing a range of vehicles suitable for the South Korean
market. Thanks to the combined SM3 and SM5 offering, RSM has raised its market share by 1.4 points to 10.8% on a
passenger car market down 17.6% in 2003.

RSM makes Renault the first European carmaker to establish a presence in South Korea, a country that has traditionally »
discouraged foreign investment, but which is Asia's second-largest automobile market. RSM aims to sell 500,000 vehicles in
2010, half of which as exports. The objective is to become a major player in the South Korean automobile market and to
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provide a base for Renault group exports to Asian markets. RSM is well-equipped to meet this goal, with its high-tech
production plant, its R&D center and its rapidly expanding sales network.

Take full advantage of the Alliance with Nissan

Renault and Nissan are reaping the benefit of the synergies from their excellent geographic fit. While providing support for
Nissan's development in Western Europe, Renault is increasing regional cooperation with Nissan and stepping up expansion
into new markets under the best conditions.

In Mexico, Renault benefits from the strong commercial and industrial presence of Nissan Mexicana. With 18,318 vehicles
sold in 2003 and a 1.9% market share, Renault brand sales are rising fast (up 16.7%). This performance was largely driven by
Clio IT's success. This model is produced along with Scénic at Nissan's Mexican plants in Aguascalientes and Cuernavaca.
Renault has started expansion in Central America, Ecuador, and Peru and also the Middle East and the Gulf States, again with
support from Nissan's local structures. In January 2003, Nissan importers started selling Renault models in Bahrain, Kuwait
and Qatar.

In the Asia-Pacific region, Renault's development is under way with support from Nissan, in Japan, Australia, Malaysia,
Taiwan and Indonesia.
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GOAL 4: DEVELOP RENAULT'S CORE VALUES

Developing Renault's core values means respecting employees worldwide and helping them to progress, fostering a spirit of

openness, ensuring the full transparency of information and being honest and fair in accordance with the Renault Code of

Good Conduct. It entails working with its partner Nissan in compliance with the Alliance Charter.

It also means that today's results must be achieved in a way that lays the foundations for future success, while preserving
environmental quality and the cohesion of the society in which Renault operates. In this way, Renault will be making its
contribution to sustainable development around the world.

Doing this calls, in turn, for a united drive to work together more effectively, applying energy, pride, intelligence, competence,
expertise and entrepreneurial spirit to active teamwork:

¢ A far-reaching commitment to training and recruitment efforts to attract and retain the best talent;

» Empowered management dedicated to clearly identified, shared goals;

¢ Organization structured for short lines of command, networking, cross-functional initiatives and responsiveness;
s Attractive compensation reflecting individual and collective performance, as well as levels of responsibility;

¢  Frank and open dialogue with employees and employee representatives in negotiations favoring decentralization and
preparing for changes to come.

Develop Renault's core values

The group's international expansion, the Alliance with Nissan, and developments in the technical and economic environment
are key challenges for Renault. They are spurring fast and substantial changes in behavior and organization. The men and
women of Renault are as vital as ever to the company’s success and Human Resources policy makes a decisive contribution
to the group’s performance. Like all its competitors, Renault must achieve a balance between the short and long term, as well
as between the various environmental, social and economic objectives, which constitute the three components of sustainable
development.

The Human Resources policy can be broken down into three key areas of action:

1. Forward-thinking
2. Attracting and motivating employees

3. Promoting involvement
1. Forward-thinking

In an intemational cultural environment, Renault applies a proactive employment policy to accompany the group’s
development and keep pace with changing skills requirements.

Ongoing training is a central component of the process of change. It fosters the group's transformation by supporting strategy
and related priorities in the field.

2. Attracting and metivating employees

The Renault group is implementing a stimulating and diversified career development policy to foster the skills needed by the
company and offer rewarding careers to employees.

The group encourages the development of managerial practices and collective behavior, and a range of tools are available to '
help managers in this area.
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The health and safety of the Renauit workforce receive priority in the company's efforts to improve the quality of life of its
employees and its own overall performance. Founded on values that are common to the entire group, this clearly defined and
formalized policy accompanies Renault's international expansion and supports its social and industrial development.

» Renault is developing a comprehensive health policy for employees.

* The occupational health services take part in occupational risk assessment and ensure that employees occupy
positions best suited to their profile.

Renault is committed to developing a remuneration policy designed to motivate employees, notably through profit sharing,
3. Promoting involvement

Renault communicates with its employees on a continuous basis about the company’s situation, strategy and objectives in all
areas,

Renault conducts international in-house surveys to measure how the company is perceived by its employees around the world.

Renault has clearly stated its commitment to continuous and responsible dialogue between management and labor at all levels
of the company. This dialogue takes into account the technical, economic and social changes stemming from the
implementation of corporate strategy.

Environmental and social challenges

Renault's aim is reconcile corporate development with concern for environment in the broadest sense of the term.
To achieve this, Renault applies four straightforward principles:

+ Promote scientific research to reach a better understanding of the car and its environment;
+ Act preemptively to eliminate hazards to human health and the environment;

+ Ensure job satisfaction and career development for employees; '

« Contribute to the development of the communities in which the group operates.

By applying these principles, Renault gains a greater understanding of the effect of its activities and products on the
environment and can work towards minimizing their impact.

Nevertheless, the solutions that a manufacturer can bring in relation to its products and customer requirements are not
dependent solely on technological progress, which is within its competence, but also on the behavior of all other players: users,
and public authorities whose regulatory and tax measures directly influence product choice and use. This is why Renault
constantly strives to establish and encourage far-sighted, fair and effective polices.

A member of the Global Compact since 2001, Renault scrupulously respects its nine principles. These principles cover three
areas:

+ Human rights: businesses should support and respect the protection of human nights within their sphere of
influence;

» Labor standards: businesses should uphold the freedom of association and the right to collective bargaining, the
elimination of all forms of forced and compulsory labor, the abolition of child labor and the elimination of
discrimination

+ Environmental protection: businesses should support a precautionary approach to environmental challenges,
undertake initiatives to promote greater environmental responsibility; and encourage the development and diffusion
of environmentally friendly technologies.

Renault's objectives in sustainable development

Renault has been a pioneer in several fields, and is determined to continue breaking new ground. Its approach to sustamable
development is founded on three fundamental values: transparency, consistency and research.

Transparency requires that all information on the sustainable development policy, whether regarding governance, products, or
environmental and social issues, be freely available to the largest number of people, either via the annual report or the group's
website, which now has over 300 webpages.
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Actions must be consistent with principles in the drive to minimize the impact on our environment and our society of new
technology and fuels developed by the group. At the same time, Renault aims to improve the quality of life for as many as
possible at an acceptable cost, by enhancing the active and passive safety of its vehicles.

Renault will ensure that commercial decisions are consistent with the stage of development in emerging markets, by launching
vehicles which are less expensive, but nevertheless environmentally friendly, for example the model being prepared in
Romania. Renault's expertise paves the way for the group to play an active role in establishing the concept of sustainable
development in emerging markets, where consumer spending is set to rise steadily.

Renault must continue research into ways of improving vehicle features as a means of providing mobility for all. The Alliance
with Nissan gives Renault greater scope to advance in this field.

The automobile industry's long-term future depends upon resolving the issues relating to vehicle use. Renault is committed and
determined to use its expertise to forge continuing progress in this field.

In November 2002, Renault received an award for the best Sustainable Development Report. This award was set up by
Entreprise et Progrés in partnership with Arese, Ernst & Young, Euro RSCG Omnium, Investir and Orse, and pays tribute to
Renault's consistent strategy and management methods in step with sustainable development principles.

The Sustainable Development Committee has decided to make an annual report to the Board of Directors on the main ratings
obtained by the company. For 2003, it focused on the Vigeo, Core Rating and Okom ratings. These ratings are analyzed to
highlight the company’s strong and weak peints in terms of sustainable development, so that appropriate action can be taken.
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GOAL 5: SUCCESS INTO FINANCIAL PERFORMANCE

To provide the resources for independent development and meet shareholder expectations, under current market conditions,
the group must generate a net return on equity of at least 11% and an operating margin of 4% of revenues on average over a
business'cycle.

Equity interests in Nissan and AB Volvo must make contributions to net income consistent with the 11% minimum for ROE
and yield dividends significantly higher than the cost of financing these interests.

The cyclical nature of Renault's business means that it should be in a net creditor position at the peak of the cycle.
At Renault, we are committed to building lasting relationships with our shareholders, based on the payment of attractive

dividends and, by the same token, to transparency of information, regular communication, and high standards of corporate
governance.

Return on equity

A net return on equity of at least 11% is one of the criteria applied in evaluating the return on projects. In 2003, the net return
on average shareholders’ equity (i.e. ratio of net income to shareholders' equity) was 22.3%, before appropriation of income.

Operating margin

Renault targets an operating margin of 4% on average over a business cycle. In 2003, the group had an operating margin of
3.7% of revenues, in a year marked by the renewal of the Mégane family and the launch of Scénic II, Mégane II Coupé-
cabriolet, Estate and Sedan on a sluggish European market.

The launches scheduled in the product plan, including the renewal of entry-level vehicles from the second half of 2004, will
further reduce the average age of the range, which will stay between 3 and 3 1 years over the next few years.

Nissan and Volvo dividends

Following the sharp rise in its income, Nissan has announced a three-year plan to increase its dividend. The dividend is
expected to be raised from ¥8 per share in fiscal 2001 to ¥24 per share in fiscal 2004. In 2003 Renault received dividend
income of ¥18 per share from Nissan, comprising ¥10 in respect of fiscal year 2002 and an advance dividend of ¥8 on 2003
earnings. A dividend of SEKS8 per share was received from Volvo in 2003. Total dividends from Nissan and Volvo amounted
to €344 miltion in 2003.

Net debt reduction

Renault is aiming for its automotive activities to be in a net creditor position at cycle peak.

The improvement in operating conditions achieved through tight control of working capital requirements and the positive
impact of the fall in the yen on the share of permanent net financial indebtedness denominated in yen brought debt down to
€1.748 million at end-December 2003, reducing the debt-to-equity ratio to 12.9% from 21.1% at end-December 2002,

Renault dividends

In 2003, Renault pursued its policy of regular dividend increases, with a €1.15 dividend payout, up 25% compared with the
previous year.

In 2004, the Board of Directors set the dividend to be proposed to the Annual General Meeting of shareholders of April 30,
2004 at €1.40 per share, a further increase of 21%.

kK%
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CHAPTER I : CORPORATE GOVERNANCE

This chapter describes the management and administration methods used by Renault SA (the publicly listed company and
parent of the Renault group). These methods also apply to Renault s.a.s., the lead holding company for Renault’s automotive
and financial businesses. Further to the Alliance with Nissan, the senior management of Renault s.a.s has transferred some of
its powers to the Alliance’s Executive Board, without prejudice to the powers of the Board of Directors and the shareholders.
This Alliance-specific management method is described in Chapter 1.

2.1 CHAIRMAN'S REPORT ON THE OPERATING PROCEDURES OF THE BOARD OF DIRECTORS!

2.1.1 COMPOSITION AND OPERATING PROCEDURES OF THE BOARD OF DIRECTORS

At December 31, 2003 the company is administered by a Board of Directors composed of sixteen members:

. twelve directors elected by the Annual General Meeting of Shareholders;

. three directors elected by employees;

. one director elected by the Annual General Meeting of Shareholders on the recommendation of employee
shareholders.

The term of office of directors elected by the AGM is now four years. This new term of office applies only to directors
appointed from 2002 onwards. The term of office of directors elected by employees and of the director appointed by the AGM
on the recommendation of employee shareholders is six years.

Board of Directors at December 31, 2003

Director Number of  Age Date of first term  Current term

~shares . expires (AGM)
Chairman and C.E(.l(;).
Louis Schweitzer 39,545 61 years May 1992 2005
Director: and
— BNP Paribas 7,693 ESOP
— Electricité de France units
- AB Volvo
— RCI Banque

— Veolia Environnement

President of the Management Board:
— Renault-Nissan B.V.

Member of the Supervisory Board:
— Philips

Member of the Consultative Committee:
— Banque de France
— Allianz

! Sections of this chapter marked with a ¢ are extracted from the report of the Chairman of the Board on how the Board’s work
is prepared and organized. This report is a requirement of France’s financial security law, no. 2003-706 of August 1, 2003.
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Director ' _ ' : .- . Numberof Age Date of first term Current term
: shares g S expires (AGM)

Pierre Alanche © 928 June 1997 2009
Engineer in charge of overseeing development of ~ ESOP units
production information systems - Renault

Director elected by employee shareholders

» Member of the International Strategy
Committee

Yves Audvard ¥ 6 50 years  November 2002 . 2008

Advanced engineering process engineer — Renault
Director elected by employees

» Member of the International Strategy
» Committee
Michel Barbier © 141 48 years  November 2002 2008

Working conditions technician - Renault

Director elected by employees

» Member of the International Strategy
Committee

Alain Champigneusx (3) 488 50 years = November 2002 2008
ESOP units

Engineering project manager - Renault
Director elected by employees

» Member of Accounts and Audit
Committee

Francois de Combret"” 1,000 - 62 years July 1996 2004

Associate Director
— Lazard Fréres

Director:

— Bouygues Telecom
— Institut Pasteur

- Sagem

Musée Rodin

> Member of Appointmexits and
Remuneration Committee

Carlos Ghosn ™ 1700 49 years April 2002 2006

President and Chief Executive Officer, Nissan
Motor Co., Ltd.

Director:
- Alcoa
- Sony

Vice President of the Board:
— Renault-Nissan B.V.
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Director : _ .. Number of  Age

shares

Jean-Louis Girodolle © " B 35 years

Inspector of Finance, Deputy Director Treasury
Dept., Ministry of the Economy, Finance and
Industry

Director:

— Aéroport de Paris

— Autoroutes du Sud de la France

— RATP

> Member of Accounts and Audit Committee

Date of first term Current term
Co expires (AGM)

Oct 2003 2007

Ttarn Koeda® 1 62 years

Co-Chairman of the Board of Directors and
Executive Vice President of Nissan Motor Co. Ltd.

July 2003 2005

®°Marc Ladreit de Lacharriére @ 510 63 years

Honorary President:
— Comité National des Conseillers du Commerce
Extérieur de la France

Chairman and C.E.O.:
— Fimalac

Chairman:
— Fitch Ratings
— Fimalac Inc

Director:
— Casino
— Cassina
- L’Oréal

General partner
— Groupe Marc de Lacharriére

Director:
— Fimalac Participations

Member of the Consultative Committee:
— Banque de France

Member of the Board of public-interest institutions
and associations:

—~ Conseil Artistique des Musées Nationaux
Fondation Bettencourt Schueller

Fondation Nationale des Sciences Politiques
Musée du Louvre

Société des Amis