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The gap.

Every company that grows fast creates a gap between what it
IS and what it looks like.



BRENO CORTES ROMAO MESSAGE

A MESSAGE FROM BRENO CORTES ROMAO

A brand is not what a company
says about itself. It is what stays
In people's minds after you leave
the room.

That's the impression | build.

| grew up between a writer and a journalist, learned alongside people who helped build
Nubank, XP Investimentos, Mercado Livre and Itau Digital, and sat in the key seats of a
brand: design, marketing leadership, digital marketing and growth. Today | put all of that
to work for companies that are already great at what they do, but still look small in what
they show.

| don't arrive with a ready-made formula, and | don't leave after delivery. | step in as your
company's brand director: | define what it needs to say, create how it will say it, and follow

every piece until the market sees the value you've already built, or the one you want to
build.

BRENO CORTES ROMAO
CREATIVE DIRECTOR

FRACTIONAL BRAND &
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That gap costs sales, talent and pricing Consistency is not aesthetlcs ltis what
power. My job is to close It. makes the market trustyou.

BRAND DIRECTION

BUSINESS

BRAND

WEBSITE
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DIAGNOSIS

DIAGNOSIS

Have you ever said any of these?

01

“We are bigger than we look.”

05

“Every piece of ours looks like
it came from a different
company.”

02

“l don't know what story my
brand tells.”

06

“| have a designer and an
agency. What's missing is
someone deciding.”

03

“Clients don't get what we do
the first time.”

Q7

“Everything goes through me.
Even the posts.”

76 i S o

04

“Our competitors look more
professional than us. And they
aren't.”

08

“We are about to launch
something big, and the brand
isn't ready.”

They are solved with direction.
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Senior brand and creative direction, inside your % \

company, without the weight of an executive I ‘{1L
hire. |
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WHAT FRACTIONAL MEANS A model growing fast around the
world.

Senior brand leadership, e ——T—
sized to where you are

b +313% 97

An experienced brand and creative director is expensive and, for

. . ' . fractional professionals worldwide of fractional roles in
many companies, still doesn't make sense full time. In the .

since 2019 the US come from
fractional model, you get that leadership embedded in your small and mid-
team, taking part in decisions every month, with an agreed el aalie
commitment and without the cost of a permanent executive
hire.

And it's not just for multinationals. It's the model for
companies that are growing and need senior leadership
without growing the team.

I'm not a CMO. | don't run media, channels or acquisition. | take care of

Source: Lightcast, The Rise of Fractional
what makes all of that work: the brand.

Leadership (2026).
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COMPARISON

Agency, executive hire or fractional.

AGENCY BXECU T VE HIRE THE MODEL
FRACTIONAL

VIEW OF THE BUSINESS From the outside, one project at a From the inside, but stuck in the Continuous, with an outside eye and an inside
time routine commitment

WHO DECIDES THE BRAND You, between one delivery and the A fixed position A senior director by your side, every month
next

INVESTMENT Varies with every job Salary, taxes and benefits Monthly and predictable, with no hiring cost

CONTINUITY Ends at delivery Depends on who stays Grows with every month of partnership

SENIORITY Varies with the team Depends on who you can attract Senior from day one

@ETTING STARTED A new brief for every project Months of recruiting Straight away, from the first conversation
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The work.

Strategy without execution becomes a PDF. Execution without
strategy becomes noise. | do both, and that is what turns a
good idea into a real brand.
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WHAT LD

The level of direction of the big brands.
Sized to your company.

01 / 04

Brand strategy

What the company stands for, who
it exists for, what makes it hard to
replace and how to tell that story.

02 / 04

Creative
direction

Concepts, visual language and
campaigns that turn strategy into
something people see and
remember.

WEATE - T DO

03 / 04

Execution

| create the priority pieces and
direct teams and suppliers, from
brief to approval.

s [y SRR o

04 |/ 04

Ongoing
guidance

| review, adjust and reorder priorities
as the business changes. The brand
keeps evolving month after month,
together with the company.
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WHAT CHANGES

The value that already exists, finally visible.

BEFORE AFTER

Fhe beomal Loamd o b b bo ol e o b e s oa ot s A truly built brand, made to help the business grow.

Frhe brand-looks-smatler-than-the-company-is > The brand is finally the size of the business.
rgets-what-vou-do-the first-time > Your offer is understood in one sentence.

Every piece tooks different - A senior identity, recognized before the logo even shows up.

Clients-combare vou-on-price = Clients see the value before they ask the price.

Frhe founder-approveseven-the post: - The founder gets back to running the business.
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HOW—F T WORKS

A method of my own. Made for
those who have no time to
waste.

| developed my own method to take the brand from what it is today to
what it needs to look like, with no waste. You don't need to prepare
anything: | lead every step, and the proposal makes clear what | produce,

e ol S TAE NCLNG

Conversation

You tell me where the company is and where it wants to go. |
listen to what is said and, above all, to what isn't. In the first
conversation we already know whether it makes sense to
move forward together, and I'll tell you honestly if it doesn't.

B4 i /Bl Dbt

Ongoing direction

This is where the brand really starts to change. | take part in
decisions, produce what is essential and direct whoever
produces the rest. Every piece that goes out meets the same
standard, and little by little everything starts speaking the
same language.

what | direct and what stays with your team.

Pttt B ST O =

Diagnosis

| dive into your business as if it were mine. | talk to the
people who sell, look at what competitors are doing and go
through everything the brand has ever said. Almost always
the same thing shows up: a company that is better than the
story it tells.

e A G S

Evolution

A brand is never finished, it matures along with the company.

Every cycle, we look together at what moved forward, what
worked and what comes next. You stop being the bottleneck
for creative decisions and gain someone who knows your
business better and better.

O3 eGSR B

Plan

With the diagnosis on the table, we decide together what
comes first. No endless lists: a few well-chosen priorities,
with a beginning, a middle and an end. You know exactly
what is going to happen and why.

@6 = ROAR A NE RS i TR

The longer we work together,
the stronger your brand.

It's not a project that ends at delivery. It's a partnership that
grows with the company: new products, new markets, new
phases. The longer we work together, the faster and sharper
the work gets, because | already know your business from
the inside.




BRENO CORTES ROMAO WHERE THE WORK SHOWS 5L D6

« Positioning and narrative

- Visual identity

WHERE THE WORK SHOWS

= Sales presentations

Wher_e yOu Wl l.l. See « Websites and landing pages
the difference.

= Campaigns
» Launches

~ Directing designhers and suppliers
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The proof.

Throughout my career, in agencies, studios, companies and
Independent projects.
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WORK

Brands | have worked with.

@ NE0S E 'E‘\;‘\'/(S: Rotary OB?EC';?VO X ORTHOMERICA P Biglink (© Fintalk
# farmtech payface ¥ AudioNova @ nagro M peak [] moscorr A& m.BRASIL
ABSeetl boxs SISVAVE o o Deelenis 1 @) Romdo AcTAGon

=rae sz heads 2% TILT = J 104

Clinica Dr . Gerd Schreen TERRAS ALTAS i
PYRECDIUMCEG IELS o e R AT N TR G S Joe e e R e O T ST | B 'S

AND MANY OTHER COMPANIES AND INDUSTRIES.
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BRENO CORTES ROMAO
FRACTIONAL BRAND & CREATIVE DIRECTOR

ABOUT M2 B R B

ABOUT - |ITHE ONE WHO| WILL fEAKE " CEaiEERsas- YOUR| BRAND .

| grew up surrounded by
words and stories.

I'm the son of one of Brazil's best-known writers and speakers and of a journalist mother. At home, ideas
were dinner conversation, and telling a good story was almost a family rule. Creativity wasn't something |
chose; it was always there. What | chose was to turn it into a craft.

Along the way, | had the chance to learn and work alongside professionals who helped build brands like
Nubank, XP Investimentos, Mercado Livre, ltau Digital and many other giants. That's where | learned that
branding isn't about a pretty logo. It's about making the market see the value a company already has.

I've sat in almost every seat of a brand: | was a designer, design coordinator and marketing director, and l've
led marketing, digital marketing and growth strategies. That's why | see the work as a whole, from concept
to media, from identity to results. I've never separated branding from results, and that's the view | bring to
every company | work with.

Creativity, data and technology, in the same hands.

CAREER
@ ® e @ °
Designer Design coordinator Marketing director Digital marketing & Fractional Brand &

growth Creative Director
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WHAT ABOUT ARTIFICIALYPN | E i

“But today [ can do this with AL”

It can generate. It can't
decide.

Al has never paid a bill at the end of the month.
Never hugged someone after a hard day.
Never felt the silence at the top of a mountain.

Never watched a brand win, or lose, people's trust.

It creates a thousand options in seconds. But it doesn't know what your
company can't say, or which of those thousand options will make
someone choose you. | use Al every day: it researches, explores and
speeds up the work. | learn from it, but | don't outsource judgment.
Decisions come from my experience, my repertoire and everything | have
lived, things no model can learn.

With Al, everyone produces more. That's
why what matters:-now'ts knowing.what
nhot to produce.

ARemee. THE MOST POWERFUL “TOOL THAT HAS ENSERESSS ED . IN
IR GHT HANDS.
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conversation.

Every great brand started with a conversation.
Tell me where your company is and where it
wants to go.
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ON DEMAND

ONE-OF|IF PROJECTS

One-off projects.

@1 BRAND

Branding
+ Visual identity
- Logo
- Rebranding

Naming

+ Positioning
- Brand guidelines
+ Tone of voice

- Key visual

02 COMMUNICATION

- Website
Landing page
Media kit

+ Company
presentations

222

Not every brand needs to start with a partnership. For projects with a clear

beginning, middle and end, | take on work from brand to technology, with

the same level of direction. Many partnerships started exactly this way.

Pitch deck

+ Campaigns

+ Art direction

Social media

- Packaging

03 TE GHN:OE9.GY

Web systems
+ Custom platforms
- Dashboards
+ Automations

- Al agents

- Integrations

Internal tools

- Client portals

E-commerce

- 3D experiences
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EEW AR R T NERSKH TIPS, AT A TIME

| work with only a few
companies at a time.

Real direction requires presence. That's why | keep a limited DD e NN

number of active partnerships. When a spot opens, it is filled
through conversation, not through mass-sent proposals.
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FREQUENTLY ASKED QUESTIONS

Frequently asked guestions.

01
What is a Fractional Brand & Creative Director?

A senior brand and creative director who works inside your company
on an ongoing basis, with an agreed monthly commitment instead of
full time. In practice, you have someone thinking about the brand,
deciding the creative direction and overseeing execution every
month, without the cost and commitment of an executive hire. The
model is already common abroad and is quickly arriving in Brazil.

02

How is it different from an agency or a branding
consultancy?

Agencies and consultancies deliver projects: a rebrand, a campaign,
a website. When the project ends, the brand goes back into the
hands of people who have no time to take care of it. | stay. | take part
in decisions over time and make sure the agency, designers and
suppliers all work in the same direction, so the strategy doesn't die in
a PDF. | can even work alongside the agency you already have.

03
Is it the same as a CMO?

No. A CMO is responsible for marketing as a whole: media, channels,
customer acquisition and budget. | take care of the brand and
everything it communicates: positioning, narrative, identity and
creative quality. If your company has someone in marketing, |
strengthen that person's work instead of replacing it.

04
Do you produce or just direct?

Both. | personally create the priority pieces and direct the rest with
your team or suppliers. The proposal makes clear what | produce,
what | direct and what requires a separate hire, so there are no
surprises along the way.

2216

05
What is included in the monthly partnership?

The partnership covers brand direction: strategy, positioning, creative
direction, oversight of every piece and the priority deliverables
agreed for each month. Larger projects, such as a complete visual
identity, a website, a media kit, campaigns or systems, are quoted
separately, with their own scope and proposal. For existing partners,
they are built on the brand strategy already in place, with no need to
start from scratch, and come with preferential pricing. Everything is
spelled out in the proposal before we begin.

06

Do vou take on one-off projects, without a
monthly partnership?

Yes. Besides the ongoing partnership, | take on projects with a clear
beginning, middle and end, such as branding, rebranding, visual
identity, a website or a media kit, with the same level of direction.
Many partnerships started this way: a well-done project opens the
door to looking after the brand in the long run. One-off projects are
quoted separately, with their own proposal, and partners get
preferential terms.



BRENO CORTES ROMAO
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o7
Do you create visual identities and logos?

Yes. | create complete visual identities: logo, typography, colors,
visual language and brand guidelines. Strategy comes before design,
with positioning, narrative and tone of voice, so the identity
expresses what the company really is, and doesn't just look good. It
is a project with its own scope and proposal, for existing partners
too.

08

Do you make media kits, company presentations
and pitch decks?

Yes. These are the pieces that close deals: the media kit that wins
over an advertiser, the presentation that opens a meeting, the pitch
deck that reaches an investor. | take care of the storyline, the
narrative and the design, so every page reinforces the company's
value. Each piece is quoted as a project, separate from the monthly
partnership.

09

Do you create websites, landing pages and
campaigns?

Yes. | define the message, the structure and the design, and | build
websites, landing pages and interactive experiences, including 3D
ones, like this website. | also create campaigns, key visuals, art
direction and social media content. Websites and campaigns are
projects with their own proposal, outside the monthly fee.

FREQUENTLY ASKED QUESTIONS

10

What about technology projects, like systems and
automations?

Those too. | bring brand and technology together in web systems,
custom platforms, dashboards, automations, integrations and Al
agents. The tool has to work well and, at the same time, live up to
your brand's standard. Like any technology project, it has its own
scope and budget.

aLil
Do | need a design team?

No. If you already have designers or an agency, | give them direction,
criteria and priorities. If you don't, | produce the essentials and bring
in the right specialists when the project calls for it, always under my
direction.

12
How does it start?

It all starts with a 30-minute conversation to understand where the
company is right now. If it makes sense to move forward together,
the first stage of the work is the brand diagnosis: what the brand
communicates today, where the inconsistencies are and what weighs
most on the business. From there, we define the plan, the priorities
and the monthly commitment.

13
How long does a partnership last?

There is no minimum term. A brand is built continuously, so the
partnership runs month to month, with regular priority reviews, and
pays off more the longer we work together.

PSRy SRl S

14
How much does it cost?

The investment is monthly and depends on the agreed scope and
commitment. In general, it is well below the cost of a full-time brand
or creative director with the same seniority. Pricing is presented in
the proposal, after the diagnosis.

15
Where does artificial intelligence come in?

As a tool within the method: research, exploring directions,
prototyping and production, always with human review and
judgment. Al speeds up the process; brand decisions are still mine
and yours.

16
What kind of company is it for?

For companies that already have a product, clients and the ambition
to grow, but whose brand hasn't kept up with the business,
especially B2B startups and service companies. If your company is
bigger than it looks, it's probably for you.

akw
Do vou work with companies in other cities or
outside Brazil?

Yes. The work is designed to run remotely, with online meetings and
in-person meetings when it makes sense.



CONTACT

Shall we close
that gap?

PHONE AND WHATSAPP EMATIL

+55 11 97541-5501 breno@brenocortesromao.com.br
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