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LAUNCHPAD

Every adventure begins with us setting our sight on the horizon and imagining what might come. Any
undertaking begins as an opportunity that requires curiosity, perseverance, and spirit to become a reality.

We draw our inspiration from the pioneers of space exploration: dedicated scientists who are not thwarted by
how impossible a goal may appear, and who will use every tool at their disposal -even developing new ones
along the way-, to complete and execute their mission.

It is our core belief that through strategic planning, creative problem solving, and innovative tactics we can
improve and shape the world we continuously interact with. Whether it's business development, product and
brand architecture or digital integration, every interaction we have and every idea we materialize may come to
set the new standard for industries, businesses and individuals alike.

As a community of creatives, visionaries, planners, and explorers we get to dictate how we impact our
surroundings and how we'’re perceived by the rest of the world. Let's make that impact count.
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STRUCTURE

PROJECT DESIGN
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Each project designed is uniqgue. We calibrate our diagnostic, design and implementation tools individually depending on specific needs and goals established
by our team and clients. Having established our KPI's and metrics, we generate integral high-impact projects that may continue to grow and will more easily
adapt to the dynamic environment they will compete in.

We specialize in Brand Strategy, Market Analysis and Project Incubation, with a strong focus on digital integration.

PRE-PHASE A: CONCEPT STUDY

The concept or idea to develop is e 0O
presented. We analyze factors such as: :
basic needs, potential reach and : &
feasibility.
PHASE A: PHASE B: PHASE C/D: PHASE E:
PRELIMINARY ANALYSIS DEFINITION DESIGN & DEVELOPMENT OPERATIONS
A preliminary proof of concept is The preliminary analysis becomes an Stages and integration mechanisms are Project launch and data analysis begins.
developed, detailing needs, options, action plan. We define a timeline, activity designed for the final project. Individual Stages are monitored individually and as a
activities required and cost estimates. — | list and project costs/budget. Any required |~ stages are tested along with their - whole, and adjustments are made to
additional modifications are integrated complimentary counterparts to ensure optimize efficiency, and generate
during this stage. integration success in the final stage.. performance reports.
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THE ONION AIR FORCE

BRAND CREATION | BRAND EXPERIENCE, CURATED EVENTS, EDUCATION, BRAND STRATEGY, PRODUCT DEVELOPMENT, COMMUNITY-LED PROJECTS

The Onion Air Force (OAF) is a community-driven skydiving and lifestyle brand born in Mexico, focused on making the sport more accessible, safer, and socially connected for new and progressing
skydivers. The challenge was to transform an organic grassroots movement into a scalable brand and business ecosystem—defining its identity, structuring its service offerings, and creating a
sustainable model for growth across locations and events.

The project spans brand strategy, product development, and operational design, resulting in a cohesive identity system, a diversified offering (including coaching programs, events, and merchandise),
and a structured roadmap for community expansion. It continues to grow through its unified communication strategy, educational content framework, and internal guidelines to support consistent
growth while maintaining the brand’s core ethos of learning, safety, and community.

E-COMMERCE AND EXCLUSIVE MERCH DROPS FEATURES IN INTERNATIONAL MAGAZINES INTEGRATED EXPERIENCE SYSTEM
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RETO EN RUTA

BRAND STRATEGY | BRAND EXPERIENCE, INTEGRATION, MARKET PENETRATION, INNOVATION, PRODUCT DEVELOPMENT, BRAND ECOSYSTEM
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RETO EN RUTA is a mobility and transport innovation platform developed by Grupo Zapata in partnership with Airbag Tech, focused on improving driver behavior, safety, and
operational efficiency through data and gamification. The challenge was to define the brand strategy and market positioning for a new product within a complex B2B
ecosystem, while translating a technological solution into a compelling, human-centered value proposition. The project involved end-to-end brand development, from market
analysis and identity creation to communication strategy, sales materials, and launch planning. It resulted in a structured brand ecosystem, a clear positioning framework, and
a set of tools designed to support adoption, scalability, and long-term product integration.

BRAND IDENTITY AND COMMUNICATION STRATEGY INFORMATIVE & LEAD-FOCUSED LANDING PAGE OCCASION-FOCUSED INCENTIVE PROGRAMS BRAND PERSONA & PROMISE
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NAVY TRAINING CENTER

BRAND STRATEGY |
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NAVY TRAINING CENTER is a Mexican Fitness & Lifestyle brand with multiple studio locations. The challenge was to create an entire brand strategy to compete with
the growing market for premium fitness studios as well as standardizing the business’ processes, products, and services for expansion into other States and locations,
making it franchise-able. The project involved several stages throughout over a year and resulted in a total makeover of communication strategies, location look & feel,
as well as a brand new line of products and complimentary service offerings. It concluded with an ever-green content strategy complete with staff manuals and brand
visual and communication guidelines.
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BIOCOTECH AMERICAS

BRAND STRATEGY | MARKET RESEARCH, BRAND IDENTITY, SALES STRATEGY SUPPORT, POSITIONING STRATEGY

BIOCOTECH AMERICAS is a US-based composting technology company focused on industrial solutions for organic waste management. As the company prepared to expand and
compete in the North American market, the challenge was to redefine its brand strategy and translate a highly technical offering into a clear, compelling, and scalable value
proposition. The project involved in-depth market research, competitive analysis, and the identification of strategic opportunities, followed by the development of a refined
positioning, brand narrative, and communication system. This included restructuring messaging, simplifying technical language, and aligning the brand identity with a more
accessible and differentiated market presence. The result is an integrated brand and sales ecosystem, including updated materials, storytelling frameworks, and go-to-market
tools designed to support commercial efforts, improve client understanding, and drive adoption.

SALES-TEAM SUPPORT MATERIALS NEW BRAND IDENTITY COMPLIMENTARY PRODUCTS & SERVICES WHITEPAPERS
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POCO A POCO MEZCAL

BRAND STRATEGY | PRODUCT DEVELOPMENT, BUSINESS DEVELOPMENT, BRAND STRATEGY, MARKET RESEARCH, BRANDING, MARKETING, E-COMMERCE, SOCIAL MEDIA

POCO A POCO MEZCAL (PaP) was a premium artisanal mezcal branding and sales project that involved manufacturing and exporting prime-quality artisanal mezcal. This locally
crafted and globally positioned brand was developed alongside local artists and cultural ambassadors and was focused on promoting regional traditions and culture through the
lens of mezcal producers and indigenous folklore. The execution demanded for bespoke brand experiences, curated events, product design, local collaborations and international
positioning campaigns. The goal was to bring traditional mezcal crafting and indigenous Mexican culture to the world.

O'1041d0d

PREMIUM POSITIONING IN STRATEGIC DESTINATIONS REP. TRAININGS COMPLEMENTARY PRODUCTS BRAND COLLABS
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UNRULED FOODS

MARKETING | PR, SOCIAL MEDIA, SERVICE DESIGN & INFLUENCER MKTG

UNRULED Foods is a Mexico City-based superfood brand that approached us to have an organic growth and further develop their brand identity through social
media communication strategy and PR. The challenge was to penetrate a growing and competitive market using their unique personality and higher-quality
product offerings. We approached it by aligning with other kindred brands and reaching out to like-minded influencers that would adopt the brand’s style and
and help them generate organic growth and content. A unique content creator manual was developed that assisted in guiding influencers to understand the
style and required content for Social Media posts. The strategy was complemented by an ever-green and multi-stage funnel sales-oriented content strategy.

/ —_— CONTENT CREATOR MANUAL PRI THE CHALLENGE
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MUAN

BRAND IDENTITY | SOCIAL MEDIA, CONTENT CREATION, CREATIVE COPYWRITING

Muan is a Mexican clothing & lifestyle brand that has since extended into the US and key locations in Mexico, while also collaborating in international events in
Europe. It's niche market and unique style and ethos requires precise communication that consistently transmits and elevates it's Mexican native-inspired origins.
We assisted in developing the storytelling behind each garment and jewelry piece, as well as providing social media support in content generation and
community management to engage their audience and further extend the brand’s reach.
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SOCIAL MEDIA CONTENT CREATION CREATIVE COPYWRITING WEBSITE PRODUCT DESCRIPTIONS + CREATIVE COPYWRITING
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NAME OF ONE OF THE MAIN
VOLCANCES IN MEXICO,
THL LAND OF TIRL.

MUAN

Official Steres i

San Miguel, Todos Santas =

Recycled Cotton ¢@
sales@muan.mx

Ver traduccion

FTHFSF HIGH SNOW-CAFPFD
PEAKS AND THE FIRE THAT THLEY
CONTAIN WITHIN, PLAYS AN
ESSENTIAL ROLEIN THI
WORKLDVIEW OF I'H MAN?Y
INDIGENOUS PEOPI WHO
INHADBI HE CENTRA
HIGHLANDS OF MEXICO,
DATINCGC BACK TO IMMEMORI AL
| ITMES

Kimil (Limited Classic Edition)

$51€0 LSD
Inesiep

(22 www.muan.mx y 1 mas
- B‘ defprudence, rockosann vy
" b 6 personas mas siguen esta cuenta

Mensaje Comprar

CA3SIDIAN. CREATIED TROM
HEIR ERUPTIONS IS CCLLECTED
AND SHAPED, CREATING TOOILS

FOR MAGIC AND SACRED
RITUALS, ALL WITH THI
KNOWLEDGE TIHAT TIUIEF IMMENSE
POWER OF OUR PLANEI HOLDS

NOQ LIMIT AND BOCWS O NO
WOMAN OR MAN.

O | »

n Stack Ka'an Pupoca Xitle

2026



FLAGSHIP PRODUCTS B

STRATEGY DEVELOPMENT & EXECUTION

Strategic Foundation

When scaling a business, it's crucial to do so from a stable foundation. When positioning, offers, audience understanding, messaging and internal direction are not clearly
connected, growth tends to multiply friction instead of momentum — making every new decision, launch or investment harder to evaluate and harder to sustain.

O'041d0d

Strategic Foundation is an intensive strategy phase built for brands that need to clarify, organize and strengthen core systems behind their brand before moving into execution,
expansion or deployment. Through a structured diagnostic and design process, it defines the brand'’s strategic direction, positioning logic, audience priorities, offer architecture,
messaging foundation and key alignment gaps, producing the clarity and operational structure needed for the business to move forward with focus, confidence and scalable

coherence.

Strategy Design & Development

A strategy only becomes valuable when it can be translated into decisions, systems and action. Without a clear deployment structure, even strong strategic thinking can remain
theoretical and become reactive, creating direction changes without traction. Optimizing strategy and developing iterations in search for efficiency are the key element in this

stage in order to produce a scaleable system that produces reliable results.

Strategy Design & Deployment is a structured execution phase built for businesses that have clarified their strategic foundation and are ready to turn that direction into an
operating system for growth. Through a guided design and deployment process, it translates strategy into brand architecture, messaging systems, customer pathways, content
and campaign direction, internal decision frameworks and implementation priorities, giving the business a clear structure for moving forward with consistency, adaptability and

strategic control.

Brand Launch Program™

New businesses don't fail due to lack of ideas or motivation, it's often the absence of structure, scalable adaptability and clear direction that steer founders away from their

intended goals, force them to compromise and fail to provide real and actionable feedback to adjust strategy.

The BLP™ js a mostly DIY curated program built around Quick Prototyping and Lean Business Design, tailored to new founders and entrepreneurs that wish to get their idea

moving on-track, on-budget and with enough room to improve, iterate and experiment as they launch their brand project.

PAOPAS



FLAGSHIP PRODUCTS ®

CONSULTING, RESEARCH & ALIGNMENT
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Brand Discovery

Brands are living entities. Understanding and effectively discovering 'who' a brand is, 'how' it should operate and 'what' it delivers to it's customers requires detailed exploration —

eventually revealing the characteristics and qualities that make it unique, authentic and resilient in it's natural ecosystem.

Brand Discovery is a collaborative alignment process built for founders and founding teams that need to translate early vision into a clear strategic foundation before moving into
identity, communication or execution. Through guided exploration, it establishes the brand’s core direction, audience landscape, positioning hypothesis, differentiation frame and
personality, creating a shared understanding of what the brand is becoming and what must be clarified before it can move forward with confidence.

Brand Alignment

Businesses rarely become misaligned all at once. As they grow, launch, adapt and respond to new opportunities, their strategy, messaging, offers and internal decisions can
slowly drift away from a shared center — creating friction, confusion and scattered effort where there should be clarity, confidence and momentum.

The Brand Alignment Session is a guided diagnostic engagement built for operating businesses that sense something is unclear, inconsistent or heavier than it should be, but
need a precise understanding of where the misalignment is actually coming from. Through a focused strategic review, the session identifies the gaps between direction,
positioning, communication, offer structure and execution, delivering a Brand Health Sheet with a clear diagnosis, key alignment gaps, quick wins and a recommended course of

action before deeper strategy or deployment begins.

Terrain Report |

When the concept and capital are present, but there isn't a clear roadmap and understanding of the territory where the project will operate, a detailed Terrain Report provides

the necessary insights to lay a foundation and activate strategy.

Terrain Reports are custom-built market and trend reports focused on delivering immediate actionable insights and a clear overview on where your market, competitors,
segment, or ideal customer profile(s) stand regarding your current or developing brand project. They layout the roadmap and highlight opportunities for product launches or

strategy shifts when time and clarity are what most matters.
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“..and | kept on running and roving until one fine morning - a very
fine morning, with the sun in my eyes - | fell over the world's edge
chasing a butterfly.”

J.R.R Tolkien, Roverandom




