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disclaimer

this presentation and all information contained herein (collectively, this “presentation”) is solely for information purposes to provide recipients information about emomo, inc. (“emomo”). this presentation is provided “as is”,
does not purport to be all-inclusive and none of emomo, its affiliates, or any of their respective directors, officers, managers, members, employees, agents, or other representatives, makes any representation, warranty,
declaration, guarantee, certification, or promise, in each case whether express, implied, or otherwise, as to the accuracy, completeness, or reliability, of this presentation.

this presentation does not constitute any offer to sell, a solicitation of an offer to buy, or a recommendation to purchase or offer to purchase any security of emomo. you are not permitted to construe this presentation,
including the contents herein, as legal, tax, accounting, or investment analysis, recommendations, or advice. you should consult your own counsel and tax and financial advisors as to all matters concerning emomo.

by accepting this presentation, each recipient represents and warrants to emomo that it is not relying upon the information contained herein to make any decision, including any investment decision.

this presentation is the property of emomo and no right in or license to any contents of this presentation is granted to any recipient. this presentation constitutes confidential information of emomo and is provided to each
recipient on the condition it each such recipient agrees that it will hold this presentation herein in strict confidence, and shall not directly or indirectly reproduce, disclose, forward, disseminate, or distribute this presentation in
whole or in part without the prior written consent of emomo, which may be withheld, conditioned or delayed in its sole discretion. recipients who do not desire further information agree to return this presentation promptly

to emomo.

forward looking statements

certain statements in this presentation may be considered forward-looking statements. forward-looking statements generally relate to future events, including but not limited to, emomo’s future financial or operating
performance. solely by way of example, projections of future revenue, expenses and other metrics are forward-looking statements. in some cases, forward-looking statements may be identified by terminology such as “may”,
“should”, “expect”, “intend”, “will”, “estimate”, “anticipate”, “believe”, “predict”, “potential”, “project”, “continue”, or the negatives of these terms or variations of them, or similar terminology. such forward-looking statements are
subject to numerous known, unknown, and unknowable risks, uncertainties, and other factors, any or all of which that could cause actual results to differ materially from those expressed or implied by such forward-looking
statements. all forward-looking statements in this presentation, whether expressly or implicitly, are based upon estimates, assumptions, analysis, and interpretations that, while considered reasonable by emomo and its
management, are inherently uncertain. this presentation is not, and shall not be relied upon as, a representation, warrant, declaration, guarantee, certification, or promise, as to the past or the future performance of emomo.
this presentation contains preliminary information that is subject to change, and which may be superseded, in whole or in part, by information contained in materials that may be distributed at a later date; provided, emomo
does not have any obligation to update this presentation.
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market
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China's IP licensing industry is growing rapidly. In 2023, the overall market size of the cultural and
entertainment content industry in China reached approximately 200 billion RMB. Over the next few
years, as consumer demand for genuine, high-quality content increases and awareness of copyright
protection improves, the IP market is expected to continue expanding.

Bt =Y ak (S0
M2001ZIPFEIMIEBEEZ EIKIPRIZ IO ELEE /7

IP monetization value exceeds one trillion US dollars!
From the average value of 20 billion IPs to see the core monetization capabilities of global IPs!
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china blind box and trendy toy market research report

QLD

market overview

BEENBGMERERLET B, =
ZEHBE N IRIS R E 5T B AEE N
ROERD, 2023%F, MIHHRIAZR] T4

30012t AR, FiKEN30%,
X—ig K FERE TR, 52toys
Ftop toyFmIER B = RIT,

the blind box and trendy toy market in china has rapidly expanded,
mainly driven by increasing consumer interest in unique and
limited-edition toys. in 2023, the market size reached approximately 30
billion rmb, with an annual growth rate of 30%. this growth is primarily
attributed to the rising popularity of brands such as pop mart, 52toys,
and top toy.
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market size (cny billion)
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the blind box and hipster market in china is expected to continue to grow,

driven by consumer demand for unique and limited edition products.
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major areas & players
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Animation, Games, Comics (ACG), and Light Novels: These types of
content are very popular among young people, and their related
peripheral products have a large market.

Cultural Products: In recent years, cultural products from museums have
become very popular. Through IP licensing, these culturally rich products
have garnered widespread attention.

Games and Films: More and more games are using well-known IPs for
adaptations, and many popular TV shows attract viewers through strong
original IPs.

bk E=®
hil ByteDance g r* &
Tencent B <o
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ERUE, REETSME, BIREIAIEN, B
#HEEmE. SEWANIPER,

FRMIUFEASBEFBIRN, &
BIEHFREIIRITIP,

—‘”‘ﬂiﬁwﬁiﬂ’] AERFHENN, BEAMIBEERNFET
’EHE’]*TE’JE‘JFF&:.?&E‘""Eﬂﬁ%

o BIFR S R EF,

Large Internet Companies: Companies such as Tencent, Bilibili, and ByteDance
play crucial roles in this field, leveraging their platform advantages to
continuously launch high-quality, high-impact IP works through investment
or internal entrepreneurship.

Independent Production Companies: Numerous independent production
companies are emerging, creating new popular IPs through innovation and
cross-sector cooperation.

Sensitive Capital: Some perceptive capital entities have started to intervene,
with the capital market focusing on the ACG sector when traditional
circulation markets lack good targets.
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emotional resonance:

emomo narrative, association with young people in china, and emotional entanglements
the emomo concept art series tells a story deeply connected to the human experience, with each piece born from the artist's interactions with people from various walks of life.
this series, through its unique artistic style and narrative, reveals the complexities and richness of human emotions, including loneliness, despair, resilience, and hope.

T R R AR R R -

emomo NERMWBEERH.
INIPETE ENERE, FHE
BEOMERER—K., XEFERE
FREAHEEFEN—, BY
XLEE T, emomo BETS M E K
BRIEMAENS,

HRER LN EAITIE, hE
BN T — P FFIENMEX, ik
FRADZMNBRENER.

influence of social media:
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focus on mental health:
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where emomo differentiate itself:
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artistic style and narrative: emomo may offer a different artistic style or
narrative approach that resonates uniquely with its audience. this could
include themes, storytelling techniques, or visual aesthetics.

target audience: emomo's deliberate focus on a specific audience segment
may provide a more tailored and potentially deeper connection with its
intended demographics.

innovation and creative ventures: emomo's strategy of integrating short
films, collaborative brand initiatives,

and merchandise could offer a, more
immersive and engaging experience for

its fans, potentially fostering stronger
brand loyalty and community engagement
compared to others who primarily
art-focused approach.

brand and cultural context: depending on
cultural context and regional preferences,
emormo's approach might resonate more strongly
with certain markets or emerging trends,
offering a fresh perspective or addressing
specific cultural nuances that other may i 3, ,.‘ 0

not directly engage with.
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emormo's primary target audience comprises
gen z and millennials, aged 18-38. this
demographic is characterized by their
tech-savviness, active presence on social media,
trend-consciousness, and value-driven nature.
within this broad group, we specifically aim to
connect with:

emotionally introspective individuals: those who are reflective and
seek deeper emotional connections and understanding.

art enthusiasts: people who appreciate and engage with various
forms of art, including visual and conceptual art.

creative professionals: artists, designers, and creatives who
resonate with the innovative and expressive nature of emomo.
urban dwellers: young adults living in metropolitan areas who are
exposed to diverse cultures and experiences.

cultural explorers: those who seek to understand and appreciate
different cultures and perspectives.

individualistic thinkers: people who value their unique identity
and expression.

fans of dark aesthetics: individuals attracted to darker, more
introspective artistic styles.

story seekers: those who are drawn to compelling narratives and
storytelling.

subculture fans: individuals who identify with alternative lifestyles
and subcultures.



ELTREIAN

ztt X #100/3

(18-35%)

R AR, ERIRT R
K. %R, ANEM.

fmiF: S| ABBHISHIAE.
i‘)”uiéﬂ&%)&lﬁ’] IRt HRAE

target audience
gen z and millennials
(ages 18-35)

characteristics: tech-savvy, social
media active, trend-conscious,
value-driven.

preferences: engaging and relatable
content, visually appealing designs,
eco-friendly and socially
responsible brands.

fr & N1a%EFE emomo

IERAEE emotionally introspective
ZAREHE /' | art enthusiasts
DOIBfEEES / mental health advocates
FERA young adults
BIEEZ WAL creative professionals
IWHER urban dwellers
NHIREE cultural explorers
emy g mdividuslistic
RAiEES dark aesthetics
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secretive dark side
alternative lifestyle
digital natives
story seekers
emotional resonance
identity seekers
socially conscious
Innovative
subculture fans
global citizens

visual storytellers
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market size
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E’\] 1 E'I‘I‘ : the global gen z and millennial market is substantial and
growing. as of recent estimates:

gen z: approximately 2.47 billion people globally.
millennials: approximately 1.8 billion people globally.

in china:

1Z A gen z:

population: approximately 260 million people.
characteristics: born between 1997 and 2012, they are
digital natives, heavily influenced by social media, and
hawve a strong preference for online shopping and digital
interactions.

millennials:

population: approximately 400 million people.

characteristics: born between 1981 and 1996, they are
1Z A tech-savvy, value-driven, and prioritize experiences over

material possessions. they are also a significant driving

force behind the adoption of new technologies and

HHE: HET 1997 FE 2012 YHE: HET 1981 & Z 1996 trends.
FzE, RRFRER, R FzE, MIHARWRA. SEEMN
SRR, R _ERYFN &, HRsERRsamIEmT together, these groups represent a considerable portion
BFEEEIURIT. . It 2 ATEE XA of the consumer market in china, with significant
HE A, purchasing power.

XEREHARNR T REIEBEMIZNRA—ED, ARERENWEA,
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the emomo concept art series stands as a testament to the artist's profound connection with the
human experience, rooted in personal connections forged over a lifetime. with a collection of
1000 emomo drawings, each representing years of encounters with individuals from all walks of
life, the artist has created a rich tapestry of human emotion and complexity.

every emomo drawing is born from a unique interaction, a fleeting moment of connection that
leaves an indelible mark on the artist's soul. whether it's a brief encounter on the street or a
deeper relationship cultivated over time, each person becomes the inspiration for a new
character in the emomo universe.

what sets emomo apart is its ability to humanize the often abstract and intangible aspects of
mental health. through the creation of these characters, the artist shines a light on the univer-
sal struggles we all face, from loneliness and despair to resilience and hope.

81 emomo EfsERLENEBHNRIIERN, ?ETT‘*&E@T?%I]W/U"‘LE’J
B tIREE IR KAETHE S, BIZAEREEXLRSS, VR
EXTEEWIUE’JJ%BE HIEMALIBEREIIL,

A, RE emomo RIIFHLTRIGAFEERENEE, HPiEEL—THE
MESR. SEEBHENALBHNEE, WALRREERFEHNLIE

%%, emomo MUNEB—AHERES — ERHZN—HRT, HMNERAENK
B, MERZRaBNELRNNE. ERER], EMEEREEONZ, Mk, &
MISERRYE D thIn &7

the symbolism of the devil outline and black color in each emomo speaks to the darkness that
lurks within us all, while also serving as a reminder of the potential for growth and
transformation. by confronting these shadows through art, viewers are invited to confront their
own inner demons and embrace the full spectrum of human emotion.

and yet, despite the raw and often painful truths depicted in the emomo series, there is a sense
of beauty and authenticity that shines through. each drawing is a celebration of the human
spirit, a testament to the resilience of the human soul in the face of adversity.

in the end, emomo is more than just a collection of drawings—it's a mirror held up to society, a
reflection of our shared humanity and the power of art to heal and inspire. it's a reminder that
even in our darkest moments, there is always the potential for growth, connection, and
redemption.
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ermomo is an intellectual property exploring big ideas in storytelling,

merchandising, and digital engagement to create immersive and
interactive experiences for audiences worldwide.
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potential returns
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utility was the key

each emomo owner got access to the club.
on day 1 this meant a members-only
accessible digital experience the first to
publish a roadmap creating hype around
what was to come. * *

emomo is the premier blue chip ip
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HEIRA, **

ownership empowered the

community by granting commercial )
ownership rights to our members, we not g"

only changed the game but we empowered

them to push the brand even further.

collectively we make make a marketing

team of thousands. * *

**year 2 _ 3
-
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potential returns
revenue streams:

merchandise sales:
high margins on clothing, figurines, and
collectibles.

content monetization: ad revenue, stream-
ing deals, and sponsorships from short
films and the feature movie.

experiential locations: ticket sales,
merchandise, and
exclusive event revenue.

brand collaborations: licensing fees and
co-branded product sales.

market potential:

china: with a significant portion of the 660
million gen z and millennial consumers,
the market potential is immense.

global: leveraging international partner-
ships to reach over 4 billion potential
consumers worldwide.
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xpez;r tial Locations

Content Monefization

o-Branding Merchandise Experiential Locations
Initial Investment: 75 million Initial Investment: ¥62 million ~Initial )Zhvestment ¥85 millio: \  Initial Investment: ¥85 million
Expected Revenue: ¥854 million Expected Revenue: ¥220 million Z Expec ed Revenue: ¥780 million - Expected Revenue: ¥780 million
(assuming st.rongh(and doptlon ehd high demand) (through streaming deals, ad revenue, a.nd/ ugh ticket sales and merchand.lse) - (through ticket sales and merchandise)
% sponsorships) 5% 3 3
5 1 Total Initial Investment: ROI=(282/1297)%100 ﬁ
year plan 60+75+62+85=282 million ROI= 4.6x100 l‘li)\ . { =
ROI ToslmpeetTenme L oasoh. ALY I /LT
+, +, + )= on . .
Total Expected Revenue: ¥1297 million
The ROI percentage is 460%. Xp
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we are building something that is bigger then emomo

emomo & &It Xl

intellectual property emomo future
and roadmap
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we're bridging the gap between culture and
digital engagement
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emomo is just the beginning. we are building the
next frontier...

TRNATGh+We), EAME,
FmiAk, REFR, REMNEFINE(ES
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expanding ip (new + acquired) new utility new product

development breaking boundaries new verticals
(cross branding, gaming, streetwear, events, and more)
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we want created a community that that lives to play, learn, work, and
just be together. and their engagement will prove it.
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emomo labs, the nerve center of the entire emomo ecosystem, is where creativity and
innovation flourish. as the strategic hub, emomo labs is responsible for the conceptualization
and execution of all emomo-related initiatives. it serves as the think tank for planning
exhibitions, devising marketing strategies, driving audience engagements, and generating new

emormo characters and ideas.

emomofiZL\EREE B $E
BREMR: emomoRIEXMEIANBNRE, BR

emomof4FHIHAR, XEEKWEEWSIVAR, Femomo
NFHEBREEFR,

EHRE: ASFEARTEZENEHEEN, UNESHTF
8 L# emomo, MARFEMREEL &, emomoffifk
SEMERCHNBSAT LM,

MARSE5: ERAXNEEME, emomodlEEIN, SWR
Egﬁ%@ﬁ@ﬂ*%o XEEEMERN. ERXERE N
Z> 5.

gl emomo A emomoMiZ BiFE OIS
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e RABEXE, EHEITNLR.

core functions of emomo labs:

exhibition planning: emomo labs curates immersive and engaging
exhibitions that showcase the unique world of emomo. these
exhibitions are designed to captivate audiences and bring the
emomo universe to life.

marketing strategies: the company develops and implements
comprehensive marketing campaigns to promote emomo across various
platforms. from social media to traditional advertising, emomo labs
ensures maximum reach and visibility.

audience engagement: understanding the importance of community,
emomo labs crafts initiatives to foster deep connections with the
audience. this includes interactive events, social media interactions,
and fan engagement activities.

creation of new emomos: at the heart of emomo labs is the continuous
creation of new emomo characters. this creative process involves
brainstorming sessions, character design, and storytelling, ensuring
that the emomo universe remains dynamic and ever-expanding.

innovative ideas: emomo labs is a hotbed for innovative ideas. the team
constantly explores new concepts and strategies to keep the brand
fresh and relevant, pushing the boundaries of creativity.
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brand merchandise development

R ITF 4= BAemomoXy
FENE®.
designing and producing

emomo-themed merchandise,
including clothing and figurines.
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collaborative brand initiatives
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this department focuses on
partnerships with other brands to

expas amomos reach "N'Xlous’
ERITNEREX R

matrix relationships of the six departments
‘ emomoEE &6 F W EBITAIAREE, LS ERI
- #B 9 emomol B 1 B = M Fa ik .

EEI HE ;E r— *i § y% fZ|S emomo labs coordinates and integrates the efforts of six specialized departments, ‘X
Tt T each contributing to the overarching vision of emomo. {4( Eﬁ Et iﬁ ﬁﬁ H.l! %
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]

B E R HI{E

feature film development
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oversees the expansion of emomo into
international markets, ensuring a
global presence.
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develops unique physical locations
where fans can experience the
dedicated to creating engaging emomo universe firsthand.
short films and content for
platforms like tiktok, douyin,
and red book.

%, BRABHREZI
AEARREBL.

focuses on the creation of
full-length emomo movies,
bringing the characters and stories
to the big screen.
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collaborative brand initiatives
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to establish and maintain strategic partnerships with
other brands to enhance emomo's reach, brand equity,
and market presence through co-branding and
collaborative projects.

POP MART
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key activities

RABERNRESEREFFREITIE,
FRMAITEREmEEHED.
'5AﬂEnnHi"E,\HﬁJLBR%H&F%%Dﬂ%%?Uo
BFABRKSENHIEEHERN, UMESmEMBREN

identify potential brand partners and initiate discussions.

develop and execute co-branded marketing campaigns.

create limited edition products and exclusive collections in collaboration with
partner brands.

organize joint events and promotional activities to boost visibility and engagement.

25K,

Bt

goals

REmhENZENTIZBEER,
BE ST @A EHE
1858 mm k(5 2 A0 /E%%EEO

increase brand awareness and market penetration.
drive sales through collaborative products and campaigns.
strengthen brand credibility and consumer trust.
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social content lab
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social content lab
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to produce engaging and high-quality short videos for
social media platforms such as tiktok, douyin, and red
book, thereby driving brand engagement and awareness.
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key activities

FRAIEMSMEMMNEIFTT,
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DIRMRNSEEMRE, UANEASTRKE.
SMIANRBLEESE, ¥ AW,

develop creative concepts and storylines for short videos.

produce and edit high-quality video content tailored to each social media platform.
analyze audience engagement and feedback to refine content strategies.
collaborate with influencers and content creators to amplify reach.

H i

goals

RAA RN FERMM LB,

B INAF X emomoA B NS 5 M AR,
1R m SR BREN NS MR IBREIKR,
boost social media presence and follower growth.

increase user engagement and interaction with emomo content.
enhance brand storytelling and emotional connection with the audience.
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brand merchandise development
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to design, develop, and market a wide range of
emomo-branded merchandise, including clothing,
accessories, and collectible figurines, creating additional
revenue streams and brand touchpoints.

+ E AT

key activities

BitHAET RBemomom N SR =R M.
S5HEFMoHEBEISEXRR.

LR IERTFRASMRANEEANE RES R
WHEEHEEAE FEMm.

design and produce high-quality merchandise that reflects the emomo brand.
develop partnerships with manufacturers and distributors.

implement merchandising strategies, including e-commerce and pop-up stores.
launch marketing campaigns to promote new merchandise.

B tn

goals

BEEmEETERTMAKA,
BEAFHEMNKERT BRmhERI0.
T 22 AN E P18 IF i B B A X R

generate substantial revenue from merchandise sales.
expand brand presence through wearable and collectible items.
foster brand loyalty and community among fans and customers.
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global ventures markets
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to explore and establish international business opportuni-
ties, expanding emomo's presence and influence in global

markets.
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key activities
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conduct research to identify potential international markets.
develop strategic plans for entering new markets.

establish partnerships with local businesses and distributors.
adapt products and marketing strategies.

H i

goals

o BINHANFEXEREFRTIZFEK,
s BAEZMKMBAMBZENTIZME,

- BUEMHEESHLBAKIR.

¢ successfully enter and grow in key international markets.

¢ increase global brand recognition and market share.
e diversify revenue streams through international sales.



emomoE Ik BlIF ™17 :

AHREIFS BEXE

emomo global ventures markets:
pioneering innovation and authenticity
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collaboration with ¢98: expanding into the metaverse

c98, the largest cryptocurrency exchange, has partnered with emomo labs to develop a robust metaverse
presence. this collaboration aims to create a virtual world where emomo characters and stories come to life,
offering users immersive experiences through blockchain technology. the metaverse initiative will include:

virtual galleries and exhibitions: showcasing emomo artworks and interactive experiences within

the metaverse.

ar applications: enhancing user interaction with emomo through augmented reality, blending the digital and
physical worlds.

partnership with adzuki beans of singapore: ensuring provenance and authenticity

in collaboration with adzuki beans of singapore, emomo labs is committed to ensuring the provenance and
authenticity of every emomo creation. this partnership leverages blockchain technology to provide transpar-
ent and immutable records of ownership and origin, enhancing the value and trust in emomo artworks. key
aspects of this initiative include:

blockchain integration: utilizing blockchain for secure and verifiable provenance tracking.
digital certificates: issuing digital certificates of authenticity for each emomo, accessible through blockchain
verification.

pelt e

ATH—BFEMHANMBE, emomoXRESHBALMAOENRFZAREMHE. X
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engaging collaborations with influencers and digital artists

to further expand its reach and influence, emomo labs collaborates with renowned influencers and digital
artists. these partnerships aim to create unique and engaging content that resonates with diverse audiences.
collaborative efforts include:

interactive art experiences: developing ar applications that allow users to engage with emomo art in
innovative ways.

social media campaigns: leveraging influencer reach to promote emomo across various platforms.
co-created content: working with digital artists to produce exclusive emomo artworks and stories.

online sales and marketing: a robust digital presence emomo labs ensures a strong online
presence through dedicated online stores and major digital art platforms. the marketing
strategy includes targeted advertising and seo to maximize visibility and reach. this
comprehensive approach allows emomo to connect with a global audience and provide
seamless access to its diverse offerings.
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experiential locations ventures

i, AANEEGETESEEN 8T
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TRF R . o FRIEL S BEIGHIE IR,
o RiFELNES| AN E AR,
HEFIBIMARENRE,
develop concepts & plans for themed retail stores and attractions.
secure locations and manage the construction and design process.

create engaging and interactive experiences for visitors.
implement strategies to attract visitors and drive foot traffic.

B i

goals

s EHBAUBEI—ZRITTSEENE,
e ITIE—TBERSI REFErIemomols .
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* establish a network of themed retail stores in strategic locations.
* develop a emomo location that attracts large numbers of visitors.
* enhance brand loyalty and create memorable experiences.

to design, develop, and manage physical locations, o I E’_ U& %
including themed shops and potentially a theme park, =il
providing immersive experiences that bring the emomo
brand to life.
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feature film development
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to produce a full-length feature film that expands the
emomo narrative and reaches a broader audience through
cinematic storytelling.

FEED)

key activities
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develop a compelling storyline and script for the feature film.
assemble filmmakers, actors, and production crew.

manage from pre-production to post-production.
develop marketing and distribution plans for the film's release.

B i

goals

e HIE—HLEWRTTEHISHWSHRENER.
o SRR INFIZREITFEICIAT,
o ¥ RBemomolFEHHINAMNMKRNS S B,

¢ produce a high-quality feature film that resonates with audiences.
* achieve commercial success and critical acclaim.
* expand the emomo universe and deepen audience engagement.






teaser one

[int. dimly lit room — night]

[a solitary figure, me, sits on the edge of a bed, facing a wall
illuminated by the faint glow of a streetlight filtering through a
window. me's shadow is prominently cast on the wall, almost
as if it has a life of its own.]

me: (in a low, gravelly voice) there’s only you that i trust.
there’s only you and me. we've crawled through hell together,
haven't we?

[the shadow flickers slightly, an eerie semblance of life.]

me: (harsh tone) our life is hell. it's been hell. it’s going to be
hell again. stop feeling sorry for yourself. no one’s watching,
no one cares. a hellish life is better than no life at all. but
from now on, we can't keep running away. that doesn't mean
we forget the nightmares we've endured.

[the shadow seems to darken, absorbing me's words.]

me: (harsh tone) as long as we walk this cursed earth, i'll
never taste the fine. you understand me? we’re going to find
others just like us. and if it ain't here, because life is shit, or i
screw it up again, or you screw it up, we'll move to the next
damn place. we can't be the only damned souls out there.

[me pauses, the air thick with a heavy, oppressive silence.]

me: (softer, but still dark) with you, it will be enough, my
shadow. you and me. me and you.

[the shadow seems to shift, almost as if acknowledging the
words in a dark, silent pact.]

me: (softer, yet ominous) no matter how deep the abyss, as
long as you'’re with me, we’ll wade through the darkness.
together, we'll find others, or we'll roam these shadows
alone. and if not here, then the next place. we're not the only
ones, we can't be.

[the shadow flickers, their bond sealed in the darkness.]

me: (whispering, darkly) you and me. me and you. until the
end.

[me stands up, the shadow mimicking the movement with an
uncanny precision, both ready to face whatever nightmarish
reality awaits. they move towards the door, a united front
against a world that has forsaken them.]

[fade out]
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teaser two

[a solitary figure, me, sits on the edge of a bed, facing a wall
illuminated by the faint glow of a streetlight filtering through a window.
me's shadow is prominently cast on the wall, almost as if it has a life
of its own.]

me: (in a low, gravelly voice) there’s only you that i trust. there’s only
you and me. we've crawled through hell together, haven't we?

[the shadow flickers slightly, an eerie semblance of life. suddenly, it
begins to move independently, shifting and growing darker.]

shadow: (voice echoing, dark and ominous) yes, we have. and it will
never change. there is no future, only more suffering. things will not
get better.

me: (taken aback) what are you saying? we've always pushed
through. we've always survived.

shadow: (coldly) survived? is that what you call this wretched
existence? our life is hell. it's been hell. it will continue to be hell. why
drag it out any longer?

me: (desperately) but we can find others like us. we can keep
moving, keep searching. there has to be something more.

shadow: (mockingly) more? there is nothing more. no one’s watching,
no one cares. a hellish life is better than no life at all, you say? but
what kind of life is this? we are trapped in an endless cycle of
torment.

[me stands up, trying to assert control, but the shadow looms larger,
more imposing.]

me: (angrily) stop it! we can’t give up now. we’ve come too far.
shadow: (menacingly) give up? this is the end of the line. we are
fooling ourselves if we think anything will change. the pain, the
despair—it will never end. end it all right now and find peace in the
void.

me: (shaken) i... i can't...

shadow: (softer, yet still dark) yes, you can. just let go. no more
suffering, no more endless nights. embrace the darkness, and it will
all be over.

[me looks down, torn between the shadow’s words and the flicker of
hope within.]

me: (whispering) you and me. me and you. until the end...

shadow: (whispering back) yes, until the end. embrace it.

[the room grows colder, the shadow enveloping me as they stand
frozen in the dim light. the weight of the decision hangs heavily in the

air, a grim silence settling over the scene.]

[fade out]
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our founders

chung

Blia A

founder and
imagination overlord

master x

Blia A

founder and
innovation ninja

m. sosoon

Blig A

founder and
grandmaster of
giggles

s.sienna

BlIa A

founder and head
of fun & whimsy
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journey

as a seasoned creative designer and artist, my
professional journey spans over 25 years of dedicated
work in design and artistic expression. as the founder
and creative director of ahfc, my creative agency, i have
led diverse projects globally, with a significant presence
in shanghai. i place great importance on forging personal
connections with clients worldwide, recognizing their
invaluable role in fostering collaboration and
understanding.

key highlight: singapore's national day parade 2009

a pivotal highlight in my career was my role as the
overall in-charge of all the creative aspects for
singapore's national day parade 2009 (ndp09). the
government of singapore entrusted me with this
prestigious responsibility due to my vision and expertise.
iled the branding direction and orchestrated a
compelling advertising campaign, seamlessly merging
creativity with strategic vision on a national stage. for
my contributions, i was awarded a medal, a testament to
the success and impact of the event.

diverse ventures

beyond this, i have held the role of group brand director
at a shanghai-based below-the-line agency, specializing in
pioneering retail marketing initiatives. i am also the chief
designer for a prestigious hotel group, where i infuse
innovative management solutions into boutique
hospitality experiences. my passion for fashion and
commercial photography enriches my professional
repertoire, allowing me to weave captivating narratives
through imagery.

intellectual property and exhibitions

one of the most defining aspects of my journey is my
ability to craft and exhibit my intellectual property.
through the creation and exhibition of emomo ip, i have
ventured into storytelling and visual communication,
reaching audiences worldwide. my photography
exhibitions have been showcased in galleries across
shanghai, singapore, indonesia, korea, japan, and china,
highlighting the diverse tapestry of human experience.

as i continue my journey as a seasoned creative director
and artist, my dedication to excellence and innovation
remains unwavering. with each project, i strive to push
the boundaries of creativity, crafting exceptional brand
experiences that resonate deeply with audiences
worldwide.
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BHENITE, DHEKA,
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TReEAEERINER.
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2558% . facebook, B
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chief executive officer, minority
partner track record in scaling
brands from seed through major
growth. 10+ years in industry
and category agnostic consumer
marketing. worked with google,

facebook, oscar, nike, hbo, and
spotify to name a few.

patd
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chief operating officer

15+ yrs in tech using strategic
analysis and laser insight to
build, enhance, and scale
operations at startups and
companies like apple &
facebook. empathetic leader,
with an impressive history of
eliminating threats to platforms

marilyn m

HREAURE, PHENA
ERMEMNEITEFABFI5F U
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chief creative officer, minority
partner 15+ years in brand
storytelling, from pushing the
boundaries of interactive
experiences in early web to
grand visions for today’s
consumer technology. worked
with brands such as electronic
arts, kanye west, google, square,
and hbo
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chief 3d visionary, minority
partner renowned for pushing
the limits of 3d artistry, has
collaborated with industry
giants such as pixar, ubisoft,
oculus, and marvel, consistently
delivering awe-inspiring visual
experiences that captivate and
engage audiences.
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artist's copyright statement
copyright © 2023 by a huge fiery comet. all rights reserved.

the artist, a huge fiery comet, asserts full ownership and copyright of all 3d works associated with the character emomo and
the exhibition titled "emomo: dimensions unleashed". this includes, but is not limited to, all sculptures, models, digital
renderings, promotional materials, and derivative works.

unauthorized reproduction, distribution, or modification of any 3d works associated with emomo without the explicit written
consent of the artist is strictly prohibited. this includes, but is not limited to, copying, printing, scanning, uploading, or any
other form of reproduction, whether in part or in whole.

any unauthorized use or infringement upon the artist's copyright will result in legal action in accordance with applicable
copyright laws. the artist reserves the right to seek damages, injunctive relief, and any other remedies available under the
law for any violation of their intellectual property rights.

by entering into this exhibition, the viewer acknowledges and agrees to respect the artist's copyright and refrain from any
unauthorized use, reproduction, or ion of the 3d works with emomo.

for inquiries regarding licensing, reproduction, or other usage rights of the artist's 3d works, please contact
howchung@qq.com.

thank you for your understanding and cooperation in protecting the artist's creative rights and intellectual property.



