Finexa is a fintech company that finances small
vehicles through digital loans,
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Finexa asked us to define a trust-first brand
system that scales with honest, clear, fintech

communication

SKULPT led Finexa through the Skulpting SNt D
Process, developing a living internal tool to Brand Playbook
contain the deep conversations, semantic Brand Identity
decisions, and founder stories that have Visual Identity
created the founding story. Pitch Deck
POSITIONING BRAND CONSTRUCT CREATIVE IDEA
We"analysed the brand We clarified Finexa'si€ore We developed a

persona, target audience, identity, business pillars, strategy-firstivisual
andrdemographics brand story, audience identity, translating the
alongside key€ompetitors insights, and tome of analysis into clear,

to identify the market gap. voice. usable brand assets:
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i i What started as a practical fix for a single
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who rely on small vehiclesto 04 miodem financial platform expanding
get to work, many of whom across Mexican states without losing sight of

have been excluded by the principle it was built on: honesty.
traditional lenders or pushed  n a sector often driven by fine print and

toward predatory alternatives, mistrust, Finexaproves thatthemost
powerful competitive advantage is defivering

trust through consistent, reliable execution.
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While Finexa had a strong operational foundation and
rapid growth, the company needed shared internal
language and visual competitiveness/professionalism to
support their current growth stage.

Operating in a high-trust, high-distrust industry, it was
essential that everyone—from internal teams to
customers and dealerships—understood not just what
Finexa does, but how and why they do it.

The challenge was creating a trust-first identity
without becoming rigid or corporate.

“We have internal meetings every week, but

we only talk about Finexa operationally. With

the Skulpting Process, we got a dedicated
Carios Guerrero time to tall}< about |mpo'rltant things we
COO and Co-Founder | Finexa normally don't make time for.
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Loans you understand.

Hnnest'_.rénd transparency.

Understandng what theyre
committing to before they sign.

|f‘ ‘-\u
-\k 5 Skuipting F‘rrm’rssj-

BRAND PERSOMNA

Di_e_go,3l

Diego is the kind of person who feeis familiar the moment you meet him
ight have grown up with oF run into around town

that people deserve to understand exactly what theyre committing to,
especialy when it comes to money and long-term decisions

3 2 1 0 1 2 3
Introvert @ Extrowvert
Creative [ ] Anadytical
Messy o Organised
Emotional L] Rational
Active L ] Passive
Play sale [ ] Takes risk

“ Putting a real personality to the brand was

like removing a blindfold for me. It made me
el e reglise that branding is much more than just
CEO and Co-Founder | Finexa singular elements, it's a complete system.
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Operating in a category often defined by opacity and
distrust, Finexa was crafted as a transparent, dignity-
first brand for underbanked borrowers, prioritising
clarity, safety, and fairness over complexity.

Clear steps. Fair terms. Your loan, simply explained.
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“The branding is amazing.

Alejandro Cérdenas The assets are beautiful,

CTO and Co-Founder | Finexa and it's very clear how to use them.”
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The type pairings communicate forward momentum
and modemity while remaining grounded and friendly,
qualities that reflect Finexa's mission to provide honest,
accessible financial services.

A fair yes.

Our job is to make the motorcycle loan
process easy to understand
s0 you can choose what works for you.

Finexa's color palette is designed to support
trust and approachability, so it avoids bright or
typical “fintech” colors.
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, ¥ consistency in how Finexa
is el at every touchpomit

“ | feel lke we have a unified

narrative now. The tone of voice and

how to talk to customers, this will

permeate our copy, marketing,
T e landing page, internal tooling, and
CTO and Co-Founder | Finexa even our app messaging.
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