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PROLOGUE

In a year overshadowed by crises, Someone Somewhere remains a stellar example of the power of social
entrepreneurship to transform lives and lift people out of poverty.

We are tremendously inspired by this impact and proud to have accompanied the organization almost since its
inception.

Someone Somewhere honors local artisans’ traditional crafts while expanding their influence and reach through
connection, community, and commitment. The company connects indigenous artisans, 98% women, in remote
regions of Mexico with vital, rapidly growing markets in Mexico and the United States — delivering functional,
fashionable, high-quality activewear and other products for socially conscious consumers. |t builds community

by empowering artisans as leaders and enabling them to advance the well-being of hundreds of people in their
villages. And through the founders’ business acumen, operational excellence, and commitment to impact, they are
successfully scaling to bridge more artisan communities with expanding markets.

With a focus on leadership development, shared tools, and access to markets, Someone Somewhere provides fertile
soil for its artisans to flourish. And this is where the magic happens. For example, Petra, an embroiderer who lives
in a remote area of Puebla in the Sierra Norte Mountains, has transformed her craft into a sustainable livelihood,
organized 35 fellow artisans, and engaged family and community members in all aspects of the business. She

IS empowered by her increased income, newfound leadership, and knowledge that her embroidered products

are making their way from her small mountain village to outdoor adventurers in Jackson Hole, Wyoming, and
millennials in New York City.

We invite you to shop Someone Somewhere’s community-centric, ecologically balanced, and culturally-sensitive,
high-quality products. Your purchases help lift people out of poverty, provide them agency, and create the impact
that you will read about in this report.

s . JEFF & KAREN MILLER
\ ?; _I_‘_'.fllllerCenter Benefactors, Miller Center for Social
i, P I iDLl TR 2NR2U TSI

Entrepreneurship at Santa Clara University

Santa Clara
University
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Artisanal craft making is the

SECOND LARGEST SOURCE
OF EMPLOYMENT

In Latin American and African
countries.

The artisan sector employs over

300 MILLION
ARTISANS WORLDWIDE,

most of which are women.

MORE THAN 63%

of artisan activity takes place in
developing economies. However, most
of these artisans are small producers
who work informally and lack access
to the tools and resources needed to
access large markets and financial
Instruments to boost their production,
sales and livelihood.
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MILLION PEOPLE
IN MEXICO

make up the artisan sector. More than
half of which live in poverty.

S
Q

About

10% OF THEM
ARE WOMEN,

the majority of whom come from
Indigenous communities.

& O
Qb

Women in Mexico
earn on average

30% LESS

of what men earn for the
same work.
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Someone Somewhere is a digitally native brand. We are
on a mission to contribute to the welfare of artisans by
Integrating their traditional work 1n innovative products
and channels that generate consistent and equitable

labor opportunities.

WE COMBINE:

&N

ARTISANAL
TECHNIQUES

M H e
<
MODERN AND
FUNCTIONAL DESIGNS
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SUPPLY CHAIN
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TECH AND DIGITALLY ENABLED
SALES CHANNELS
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OUR MISSION

To contribute to the well-being
of the communities of artisans,
by integrating their traditional
work into innovative products
and channels that generate
opportunities for fair and
constant work

|
\ /
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OUR VISION

Support artisans of the World to

leverage their traditional activity
to break the cycle of poverty




OUR
GOALS

1.

Generate fair and
consistent labor

2.

Strengthening artisanal
production chains

3.

Promote cultural and
soclal awareness

10



OUR
HISTORY

SOMEONE
SOMEWHERE

2016

Launch of our Kickstarter
Campaign; Most
successful campaign in
Mexico

2017

First investment round,
Opening of our first retail
store, B Corp Certification

2018

Winners of WeWork
Creators Awards, Work
Generated for more
than 200 artisans

2019

Second Investment Round,
Scale Up Program at
Miller Center for Social
Entrepreneurship at Santa
Clara University

2020

Brand launch in the USA,
Forbes 30 under 30,
MIT Solve

11
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2. DESIGN

We collaborate directly with the artisans,
leveraging their techniques to add valuable
attributes to our products that solve a clear

customer need.

1.RESEARCH <

We are constantly looking for new
textile techniques and artisan
communities to collaborate with.
We also research global trends and
consumer preferences to create the
best products for both worlds.

<

9. COMMERCIALIZATION

We get our products to our customers
through various channels such as
direct store sales, online stores, and

13

3. PRODUCTION

In each community there is a Community Ambassador
who serves as the link between the artisans and our
designers. This enables the artisans and our design
teams to concentrate on their own activities. Once the
artisan component is created, it is sent to Mexico City
where the rest of manufacturing process takes place.

4. DISTRIBUTION

Products are shipped to our distribution
centers in Mexico and USA, various
other points of sale in Mexico and

o directly to our individual customers who
® purchase online.

corporate sales. &
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Previously we only made embroidery and sold it to anyone
we could. Since Someone Somewhere arrived in our
community, we started to work in little groups. Now we are
a group of 36 and growing. When they give us a job, we
are iImmediately paid and able to help our families and
spouses since sometimes they don’'t have jobs.”

CRISTINA ORTIZ
Naupan, Puebla.
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FUNCTIONALITY: that our
products are practical,
Innovative and durable.

IMPACT: that we fulfil the needs
of the artisans, who with their
textile techniques, create the

magic of our products.

DESIGN: that our products are
aligned with global trends
and meet consumer needs.
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OUR 2020 KEY PRODUCTS:

ENSY
MASK

Made from Oaxacan craftsmanship. They can be worn

two ways and have many innovative attributes including,
washability, reusability, space for filters, and they are easily
folded and packaged.

‘MAGIC.
LOOM

We use reflective fibers to provide nighttime visibility in this
mask. We are currently using this innovation in other select
products such as jackets, masks and backpacks.

LIFE PROOF

PULLOVER

We launched a fantastic sweatshirt that is odorproof,
waterproof and easy to pack.



| think a product has much more value if you know who
made 1t, how It was made, the work It took to make It,

and that it was made by hand. It’'s an economic value but
It also has a sentimental and emotional value because
the people who make it, they do it with pleasure. Our
biggest gift is our well-being, but apart from that, it’s the
opportunities that we've had, because we can work with
people like you.”

NICA %
Tenango de Doria, Hidalgo.

18
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DISTRIBUTION OF THE
TEAM BY FUNCTION:

T% oo

DESIGN

21%
SALES

21%
ADMINISTRATION
AND OPERATIONS

7%
IMPACT

18%
PRODUCTION

25%
MARKETING

1)’
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3%

of the team In our
offices are women

Retention rate

//\i 82%

250 INTERNS e
(54 in 2020)

Level of Satisfaction: HIGH
(According to a survey carried out

among all full-time staff in
August 2020)

Pro Bono programs in 2020 with

volunteers from: ltaly, Singapore,

United States, Morocco, Canada
and lceland
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16 %

average Annual Growth Rate In > @

number of artisans
< <> ﬁ¢
@ : 95% OF THE

5 STATES ARTISANS

r with whom we collaborate
of Mexico impacted belong to an indigenious
ethnic group

s 4 ETHNIC GROUPS

<> S s e e eceeceecaecsecseeseeseeseeseescascaneanans we work with: Nahuatl, Otomi,
18 COMMUNITIES Mazahua, Tzotzil

IMPACTED
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ANNUAL LIVES IMPACTED

800

600

400

200

2016 2017 2018 2019 2020
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121%

average Annual Growth Rate In
working hours

+$200K USD

Invested In artisans

+215,000 HOURS

of work generated for artisans

= o i MORE THAN

200 ARTISANS 1,000 LIVES IMPACTED
IMPACTED

24
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NUMBER OF ANNUAL WORKING HOURS

100.002

41.110
29.988

24.846
19.280
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We know that this art is something very valuable and
that it can be passed down, not only to our children but
other young people. We feel proud that they are learning,
not only the trade, but also how to become productive
and resilient people, with a desire to move forward and
with dreams that can come true. In our currently living
situations, we realized that it is not easy to fulfil our
dreams but it is not impossible. If we make an effort,
work hard and continue increasing interest in social
entrepreneurship, we can succeed and help our families.”

VICTOR ':':':':'
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2020
HIGHLIGHTS



<> -
39% GROWTH RATE

of the number of artisans In

/20 compared to 2019

Ar |sans Wages are

30% HIGHER THAN

the minimum wage in Mexico.

+100K HOURS

of artisan work generated
~r

10 ACTIVE COMMUNITIES » @ C X

In 5 states of Mexico
185 ARTISANS



2020
HIGLIGHTS

This year we launched new
iInnovative products to solve the
problems of our customers and

to be able to work-with even more

artisans.

b |

29
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We successfully launched

19 NEW PRODUCT P

\/
THEMES &é/;/
) —
.= Through our B2B channel,
% »;' we developed
= 40 PRODUCT
=@= stories in cooperation with 40
different companies
We integrated
9 ARTISAN
TECHNIQUES «

in our products : Pepenado
Embroidery, Pedal Loom, Fill
Embroidery, Waist Loom,

Needle Knitting
' + 20,000
~ PRODUCTS SOLD
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2020
HIGLIGHTS

GOAL 3

Total reach:

+14,000,000 PEOPLE

v
Over

+76,000 MINUTES

of Someone Somewhere content videos
were viewed during the year

v

We added more than

+200,000

people to our digital communities

v
We appeared in over

80 MEDIA

OQutlets in the USA

+6000 PEOPLE INTERACT

daily with our brand

v
For every

1 PEOPLE

who enter our website,

1 HOUR OF WORK

Is generated for artisans

SOMEONE
SOMEWHERE

,J

1*"
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2020
HIGLIGHTS

FORBES: 30 UNDER 30 2020

We were selected as one of the
30 under 30 by Forbes Mexico.

Forbes

00000C

30 PROMESAS 2

30 Promesas 2020 |
Someone Somewhere,
ropa artesanal que da la
vuelta al mundo

Someone Somewhere produce playeras, mochilas

V accesorios en conjunto con mas de 150
artesanas, quienes reciben un pago por la parte
que trabajan dentro de cada producto

Viridiana Mendoza Escamilla

SOIV =

MIT SOLVE 31

Solve Is an initiative from MIT that aims to solve

the world’s challenges through technology-based
solutions. Of the 2,600 applications from 135
countries that were received in 2020, only 35
solutions (/7 in our category) were chosen to be part

of this community that brings together the innovation
ecosystem with entrepreneurs to generate a lasting and
transformational impact.

Challenge Finals 2020

GOOD JOBS & INCLUSIVE ENTREPRENEURSHIP

Someone Somewhere

Antonio Nuno

MEXICO CITY, MEXICGO



https://www.forbes.com.mx/30-promesas-2020-someone-somewhere-ropa-artesanal-que-da-la-vuelta-al-mundo/
https://solve.mit.edu/challenges/good-jobs-and-inclusive-entrepreneurship/solutions/21738
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Artisan-Led Lifestyle Brand ‘Someone
Somewhere’ Launches in U.S.
Damaroalascd sy Bhs pochsmis, thes B Caop srromed off s plons whills iciriing cloms o ks

THE USA

Meet The Disruptors: How
Antonio Nuno of ‘Someone

Somewhere’ Is Shaking Up The
Artisan Industry

Originally scheduled tor March
2020, we had to delay the launch

of our US online store until August : "
due to the pandemic. !
This is a big step for our company ‘
since the United States is a market
20 times larger than Mexico’s, _ e 4 -
directly translating into greater C o NN/

: : 2V RE! "J_ES'I'IHGIH TISANS, THIS BRANDIS CHALLENG
social impact to meet the demand. . "_*EW“"WE”--,,:.._.-;_:..-.:,_' TERS

T yarnbeal | e "
x i Ex £ e i v ik r

AT e A N fik: P et X o i H‘Ill:f_ﬂ:i.hm oiign alirg Toakin T A . = i

S, by B0 45 5 il sl - i L i ; :.:- : ..-.-.... [ i ..:. ". ¥

F\'S[llON[STA

CRAFTRRLAN QP

‘Someone Somewhere’:
lasing Poverty by Appreciating

Vexico's Rich Artisanal Traditions

miibh bl Ao Dk A B


https://wwd.com/fashion-news/ready-to-wear/artisan-led-lifestyle-brand-someone-somewhere-launches-in-u-s-1234570530/
https://medium.com/authority-magazine/meet-the-disruptors-how-antonio-nu%C3%B1o-of-someone-somewhere-is-shaking-up-the-artisan-industry-5651a0dd8fa3
https://fashionista.com/2020/10/someone-somewhere-artisans-latin-america
https://www.theepochtimes.com/someone-somewhere-easing-poverty-by-appreciating-mexicos-rich-artisanal-traditions_3540711.html

Launching in the USA opens the
doors to many opportunities, like
generating 100 times the impact
and inspiring thousands of people
to pursue their dreams and
change the world with their work.
We can see that when different
people come together, they can

create something incredible!”
-Nuno, CEO

The launch in the United States
demonstrates that we have in our
hands the ability to cross physical
and imaginary boundaries to
create a more equal world. |
am honored to be able to write
this chapter with all of you anc
happy to be part of this story that
undoubtedly still has lots to tell.”
-Fa, CPO

We have worked many years for
this moment. Our sole objective
IS to continue growing so that
we may increase social impact
In the artisan communities in a
sustainable way. | am eager to
share with the world who we are,
as well as the magic and dreams
that are in each product. Let the
adventure begin!” -Kique, CFO

33



COVID-19

2020 was a notable year
In many respects. The
whole world encountered
a pandemic which
meant we had to adapt
to the changing times.
In response to the
challenges of the Covid
- 19 pandemic, we are
proud to have taken the
following actions:

United Pockets

For every Pocket Tee sold,

we donated a Prevention Kit,
supporting 1009% of the artisans
and factory employees we work
with. It included face masks,
hand sanitizer, food sanitizer, a
prevention measures guide and
the instructions to access the
emergency fund.

34



1+ 1

For every Easy Mask sold, we donated a mask to a
vulnerable community, resulting in over 5000 masks
donated to those who needed it most.

Emergency Fund
We created a fund so that 100% of the artisans we
work with had access to any financial resources they
required for COVID-19 related expenditures.

B2B:

We expanded our sales channels to BZ2B clients,
In order to safeguard our entire workforce and
continue generating consistent work for
our artisans.
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COMMITMENTS

A number of different social and environmental
challenges exist in Mexico. With this in mind,
we focussed on partnering with different
organizations to increase visibility of the
challenges facing our communities and working
with them to expand our impact.



"

+200 HOURS

of mentorship to other entrepeneurs and
stakeholders in the sector

+100 EVENTS

talks, podcasts, conferences, classes, pa-
nels, interviews, courses, etc

65% GROWTH
of the team from 2019 to 2020

+300 TEAM HOURS

for volunteer work
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When | entered the workshop and learned the trade of textile
artisanry, | fell in love with the work. It has given me a
dream for the future, which is to have my own workshop,

not only because | would like to but also because it will
generate income so | can have a better quality of life. It has
allowed me to see myself having my own house and economic
stability, thus having a safe place and being able to support
my parents. | can now see myself teaching my own family this
art of loom textile artisanry. This is why | work so hard and
continue to work hard - so that | can accomplish my dreams,
and | know that | will. | know that it will not be an easy task
but | will not give up because at the end | found something
that | really love and | will continue to do so until | achieve
my goal”.

MELISSA ':':':':'
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Since we launched Someone
Somewhere, we have sought to
validate our model with external
parties and design the best
data-based intervention model.

These are some examples of
research we have conducted:

2016

SOCIAL IMPACT ASSESSMENT AND SOCIAL IMPACT
MANAGEMENT PLAN - IMPACTO AL CUBO

v
CONTEXT OF THE ARTISAN SECTOR AND ITS FISCAL
TAXATION - COMUNIDAD DE IMPULSO ARTESANAL

2018

SOCIAL AND CULTURAL IMPACT ON LIFE
STORIES - BITACOORA SOCIAL

v
INTRODUCTION TO IMPACT MODELING - FRANXA
FOUNDATION

v
2020
IMPACT MONITORING AND EVALUATION,

RECOMMENDATIONS FOR SOMEONE
SOMEWHERE - USC PRICE



https://drive.google.com/file/d/13CdYrRLoN2Gv_lj-ZrIjS3aGQIiiKabh/view?usp=sharing
https://drive.google.com/file/d/1lLEbh4n3hrAs7M2AZ1fqOdncL2i1XnuW/view?usp=sharing
https://drive.google.com/file/d/1WNyS7J9o_07qu5JFR3ASWy1OyldgrPQc/view?usp=sharing
https://drive.google.com/file/d/1zLxvd8pXWXdG5FnKiSzNXvYyE0C-WAea/view?usp=sharing
https://drive.google.com/drive/u/0/folders/1gKAa_KNQADIz7QT-GwNcVvzMKEPLPjxW

STRENGTHENING
ARTISAN
PRODUCTION
CHAINS

GOAL 2

X X XX X
X X X X X
X X X X X
X X X X
XXX XX

X

One of our many objectives Is to consolidate, strengthen and
scale up artisan production chains through the development
of professional, personal and organizational tools. With this
In mind, Fundacién Franxa A.C financed a pilot program in
two of the communities we work with, in the states of Puebla
and Oaxaca. This project, led by our Impact Team, seeks to
lay the foundation of a repeatable and scalable methodology
that acts as a living tool for both the communities and the
companies that wish to collaborate with them. This work will
allow us to ensure a positive impact of our interventions,

as well as strengthening the artisan sector and fighting the
cycle of poverty in which hundreds of families live.

41



During the first trimester of this project,
two diagnostic matrices were generated
that will serve as a guide for the design of
Interventions.

The first one Is related to the level of
entrepreneurship and the second one

to the level of quality of life. With these
matrices we are able to determine the
proper interventions and how to measure
Impact.

As a result of the first diagnosis of the

level of entrepreneurship conducted In
all of the communities we work with,
we obtained the following outcomes:

EXPANSION

STRENGTHENING

DEVELOPING

INCIPIENT

NAUPAN

OAXACA

SANTUARIO

TENANGO

HUEYAPAN

VILLA VICTORIA

CUETZALAN 1

CUETZALAN 2

TALLER PIEL

42
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IMPACT AND
BUSINESS MODEL
ALIGNMENT

In order to be consistent with our purpose and
generate a greater impact on the communities
where we work, we developed an initiative to
better align each functional area of Someone
Somewhere with the three impact goals of the
company:

1. GENERATION OF FAIR AND CONSTANT WORK
2. EMPOWERMENT OF COMMUNITIES
3. RAISING CULTURAL AND SOCIAL AWARENESS

43
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Annually, with the income of
SS, /8 artisans had enough
: ........ |MPACT ............................ inCOme -to escape from poverty
: and 140 crossed the line of

%ﬂj extreme poverty

The average percentage of total
200000000 PRODUCTION / DESIGN -------------- production costs dedicated to
: artisanry by product is 25.57%

This tool ensures us as a company to be aligned

with our values and that the team is evaluated not Created / videos highlighting

only in terms of technical efficiency, but also in : S ﬂ;e I?PSCT_EJ the C(th;:PaHY; 3
. . : ooooooooooooooooooooooooooooooooo O W IC WI more an One

rerms of soctal impact SOME million views, and one with

RESULTS more than 12 million views

In 2020 we had 22,194 visits
to the webpage dedicated to the

-------- ECOMMERCE / CREATIVE ----:vcvcecee Impact of SS, with an average
: time of 2:24 minutes spent on
the website
+ 17 Hours
: 134 messages were sent to
Ofgroup Workshops S RETAIL ittt iieitnnennnss artlsans from happy Customers
with all areas :

35 Final Indicators

Artisanal payments outside an
adequate tax regime: 0%


https://drive.google.com/file/d/1i_CRGDK0IaACyNJ5FlUGSve_E6JaoFhL/view
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| design products with the DNA
of our brand in mind - constantly
looking for information on trends,
materials, crafts and industrial
techniques, being very selective
with our research so that only the
top insights of innovation, design
and functionality are filtered

and used.”

-Dany, Design

Every sale, every conversation we
have with a customer is a new
opportunity for him/her to know
the what and most importantly,
the why of our products. They

are designed to make their lives
easier.”

- Mar, Retail

45

My mission is to create alliances
based on trust and quality with
our manufacturers and suppliers,
generating fair payments the
entire sector, changing the
concept of the textile industry

In Mexico”

- Yaz, Production
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SUSTAINABLE

PRACTISES

The fashion industry is the second most
polluting industry in the world, making up

for about 10% of all carbon emissions in the
world. A big part of that impact is the amount
of clothes that we use, with the average
consumer purchasing 60% more than they
did 15 years ago, and the average lifespan of
our clothes now being half of what it was back
then. As part of our commitment to being a
proactive member of the fashion industry, we
are already planning for big changes in the
coming year:

MAKING OUR PRODUCTS LAST
FOR AS LONG AS POSSIBLE

We want to combat this trend of
wastefulness by ensuring our products
are functional and durable - making
our products last as long as possible,
and that they are in use as long as
possible. To that end, we are constantly
developing our production methods to
make sure that the clothes we make can
endure the wear and tear of all aspects
of life and can serve our customers for
as long as possible.

46

REMOVING UNNECESSARY
WASTE FROM THE PROCESS

In order to decrease the environmental
Impact of our products, in 2020 we
Introduced fully recyclable bags to
replace our plastic bags in stores.

This has allowed us to reduce our
environmental footprint, but it is only
one step towards a more sustainable
production line. We intend to implement
further changes in our operations and
logistics in the coming year.

Certified =~ CARBON NEUTRAL

In 2020, we teamed up with other B Corporations in committing

to having all operations be carbon neutral by the year 2030. This
Involves making big changes in how we operate, but we believe that by
making the necessary changes we can act as a leader in sustainable

Corporation production in Mexico, hopefully influencing other Mexican companies

sustainable.

to follow along in our effort to make the way we produce more
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PARTNERSHIPS
Behind every piece of information KO I.el SFA‘E?ELLDDI Ijﬁ\lgf;‘-I:‘LS Illil- ‘ SOI_\, E \j MlllerCenter

expressed in this report is
Someone, an experience, an
adventure, a story... a life that has
been impacted by each one of you.
Thank you very much for continuing
to be part of this story.

unreasonable
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TOGETHER

Many words can be used to define this year, but for us the word that best describes

It is together. Without each other, the situation might have been more than we could
have been able to hande, but together, we find ourselves closing the year stronger,
with a greater sense of urgency and more motivated than ever in making a difference.

This year we were together with each of you at all times. Every word of encouragement
from the artisans, every advice from our mentors, every purchase from our customers,
every show of support from our investors and every drop of sweat from our team
assured us that Someone Somewhere was always there to support us. Only in this way
could we survive this crucial year together.

Together we designed new products to protect ourselves from the threat of a virus.
Together we devised new sales channels to keep everyone’s jobs by pulling down the
curtains and locking the doors Together we crossed borders and entered the largest
market in the world and together we will face this new year to recover what was lost to
us and honor the lives of those who are no longer here.

We hope to continue adding pages to this story and together we we’ll continue to
cross new challenges and frontiers, both physical and imaginary.

With gratitude and a lot of excitement to take on 2021.

<>

JOSE ANTONIO NUNO, ENRIQUE RODRIGUEZ & FATIMA ALVAREZ
Founders of Someone Somewhere



IN MEMORY OF IRENE

For the first time, we said goodbye to one of the artisans who has
Inspired us the most in the construction of this dream that we
call Someone Somewhere. With Irene, we encountered challenges,
learnings, frustrations, achievements and moments full of
happiness. All this, to achieve a dream that, today we share with
many more artisans than we could ever have imagined.

Irene saw us arrive and now we see her leave, as her name says,
In peace. There is no feeling more intense than having to say
goodbye prematurely to such a wonderful person. We do It with
the firm promise that we will continue working every day to
achieve the dream that we imagined together with her, when we
met, more than ten years ago.

José, his son, who has already learned to embroider, remains as a
witness and a legacy.

Rest in peace

IRENE (1983 - 2020)

G
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