The WineBox Speech that Never Came to Be
(see below for Japanese language version)

Dear Team,

The most important thing I want to do on this occasion, is to thank you. Thank you for making
WineBox possible. And for your genuine commitment to engage with it, ponder on how to
improve it, and for having the courage to try new ideas. Thank you truly. Of course, being in many
respects a wine company, I will not leave the first toast for the end of these words. Pre-kampai
apéritif is company policy if you may. August’s vinho verde is to be enjoyed as chilled as possible
and in whatever quantities you feel confident you can handle.

As WineBox faces the future, we must learn and be prepared to adapt quickly. In building our path
forward, the process must involve a spirit of positive, utopian vibes, not one of fear or anguish. We
need your collective participation and intellectual engagement. Our aim is to make a contribution
with a social, human impact. To do so, we must share and execute our ideas in whatever emotional

language we feel they are best expressed. That's how we will release all the creative juices.

An example of “uiciness” is refreshingly conveyed in the eighth song of the Winebox No.0 -
Summertime (demo) playlist. The lyrics of “El Gran Varén” (roughly, the “Great Macho”) are an
invitation to be more tolerant and inclusive in our projects, delivered via salsa by Willie Colén’s
majestic voice. It's a story about Simon, a boy groomed to be the future patriarch of the family, and
whose father resentfully reacts to the shock of spotting him wearing lipstick as he strolls down a
New York sidewalk. The song’s chorus suggests that we prioritize happiness over stereotype: “You
cannot correct nature [...] If lemons fall from the heavens, learn how to make lemonade.” I hope you
will find 5 minutes to listen and enjoy the sounds, full of “sabor” --Spanish language for “flavor”--

which I'd translate into “spice.” Let’s make WineBox a spicy project.

When deciding whether to spice-up the name for our corporate entity, I hesitated over choosing
Kairos Inc. and having WineBox be the name for our brand. Kairos was adopted in Ancient Greece
to signify an alternative, more vertical, dimension to time. Time conceived in the sense of an
“opportune moment,” instead of a developing-story perspective. The Greek version of the bible
contains more references to time expressed as Kairos than as Chronos, her more linear,

series-of-events sibling.

But it quickly became clear that a “Kairos Inc. / WineBox brand” double-layer would be an
unnecessary administrative burden at our inception stage, where we require all our nimbleness.
Nimbleness, incidentally an excellent marriage to Kairos, is one of those features that the digital era

has proven fantastic at facilitating, and which we must harness if we are to achieve success. At



WineBox Kairos is a principle that illuminates our path whenever we're short of spice, when we
strive for a sense of direction. A Kairos approach to life simply increases our occasions for

enjoyment. “Offline Entertainment,” our company mission, is an expression of Kairos.

Our grand objective is to awaken a sense of Kairos in our customers, as we build the WineBox
community for a more inclusive, Gender Equal, shared-happiness world. Key to making an idea like
this possible is to understand that we contribute when we candidly share our true opinions.
Supported by truth, I believe we can accomplish the good intentions that exist in the original, yet
forever dynamic, WineBox idea. Let’s continue creating a fun, cosmopolitan, analog & digital, work

collaboration to deliver our maximum potential.

So far we have started to get to know each other and have created a “minimum viable product” that
should make us feel proud. We have also reached a new phase: the point where we start showing
others that WineBox can make their lives better. In less romantic terms, it’s time to sell, and to
learn from our customers in the process. Our year one (Y1) target is to acquire 500 customers. In a
subscription model, more important than the number of customers we acquire is how long
customers stay with us. The metric for this is the “churn” or “attrition” rate: if we have 100
customers and 5 of them leave us at the end of the month, the rate for that month is 5%. Keep an

eye on that number.

Keeping an existing customer happy is easier and less expensive than acquiring a new one. To keep
our customers happy and our churn rate low, it’s essential to pour our story always fresh, always
surprising. Let’s engage with our customers so that they can contribute to the improvement of our
business with their ideas. Our team effort starts its most substantial push once the WineBox has
been delivered and the entertainment service begins. Let’s efficiently use our team resources to

navigate this new phase smoothly. Let’s make a bold, convincing value proposition.

Our value proposition must be understood as a creative statement: as when Can Descregut chose a
pink cloud illustration to decorate the other bottle in August's WineBox, a white wine labeled
“Vermell”, catalan language for “red.” The choice of words and label design for this white wine are
meant to reference that its juices have been pressed out of rare red-skin grapes. The cépage is known
as Xarel.lo, which I have no idea how to pronounce, but I do know that in the nearish future she will

come back blended with Parellada and Macabeo, in the form of a fizzy Cava.

From the heart, thank you, and kampai.
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