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Brandon Nogueira | Brand Designer

| design scalable brand systems that translate corporate strategy into impactful physical and
digital realities. With over 10 years of experience, | craft comprehensive brand identities
that drive revenue and seamlessly clear strict regulatory hurdles. From initial brand
positioning to full-scale market rollouts, | ensure that every asset is technically perfect and
visually persuasive. My design work has directly driven multi-million dollar Year 1 revenues

and successful product launches throughout North America.
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Technical Utility

- Brand Architecture

« Regqulatory Alignment
 Strategic Positioning

« Omnichannel Consistency
« Brand Stewardship

« Compliant Art Direction

« Scalable Asset Deployment
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01. The Challenge

Transitioning a successful "legacy” brand into a
federally Licensed Producer (LP) within the
Canadian market. This required a complete visual
overhaul to meet strict Health Canada requlations
without losing the brand's core identity or its

appeal to connoisseur consumers.

Tech Stack:

Ai Ps Ae @g@
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02. The Strategy & Process

Lf Eri f‘fti;gﬁ' \
T US HERE...

- Market Positioning: Shifted the aesthetic to a mix of street culture and ~ OUR (1Y) wiLL
: — : R AKE U
luxury visual language to target a sophisticated demographic. e 2

- Regulatory Design: Navigated complex packaging requirements including

il ware a logeey marhel

warning labels and THC symbols without compromising brand integrity. L) kRONIC RELIES o R N - b o Yot

high-gualiiy cennable. With &
calleclion of unigue legacy
cullklvare, ws are comnm|iisd to
i livering & Logecy mear kol
pmxperipncs io sl iypes of
Eamfnbis Cofdumers”

WOWW. KRONICRELIEF.COM

FOLLoW LS

Li Wi I I LR 2 oy
:||_|||__. i = 1 |
Ia

(e

el 1! ol F ol
(Ll = L=

warekronicrelief. com
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03. Execution & Technical Details

« Visual Identity: Rebranding included logo refinement and a typography
system optimized for high end print finishes.
Packaging Design: Engineered compliant packaging for multiple product
lines including flower and pre-rolls.
Investor Relations: Designed comprehensive pitch decks and executive

summaries to communicate market potential.

SUPER SILVER HAZ

é@ KRONIC
Ee3

E|32.5g

Genetics: Skunk + Morthem Lights + Haze

THC
(8D
Total THC/ THC tatal
Total CBD / CBD total
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WARNIMG: Frequent prnlulmd
use of cannahis

THC can
mﬂd:&mﬂm sy
mlmhﬁkﬁd@gﬂaﬂ
nwh'lr'.gunulmm

Lo ety and depression.

MISE EN GARDE : La consomimation
etﬂmgkhmﬂis

Ermdemﬁmmmﬁdﬁ
Lulilisation qmlm'-r-ew

mnﬁwﬂ!

mm
WM s a lamasis el 3

Health Canada / Santé Canad

NEEP OUT OF REACHOF CHILDREN
TENAR: HORS DE LA PORTEE DES ENFANTS
ﬁﬂthﬁ‘fh‘qﬂmﬂ]ﬁ

Fesbosrkronicrdie oo | kronidielaom

Dried Cannabks / (annabis Sadhe
Storeinadry place. Entreposer dans un endmitsac
MetWeaight 3.5/ Peidinet 359

Intendid une; inhalation /| Rilization: privues:inhal dion.
Mo expiry clsin Furs boen determined

dascvires dlate depimtion i éi éablie.

Lk messmiens pogdcagad on, Emballé e 1Y MM DD

EBmeder/ Beveur Eronic Refieflnc

iy Wethod Technigue de cuttivasion: Bndewoal

Harvest Dt ate de rémie: 1YY MM DD

Packaged by  Embalki:Kronic e | 416 2441336

eboakmonicredief rom | kronicrefief com
HORHERADIATED, NOK-HRRADIE

[barcode placehalder]

WEIGHT: 28g

D W ER © CAMMABIS SECHE

CHILDBREM / TEMIH HiCHH
T — ! B S COMTIEMT DL CARS

sy T 0% | CED 4 mgsg 1045
| THC total - 7580 mg
HEB0 totad - 112 mg

uuplrﬂl!'l-q
& Can Cause drow .L :
I ard rmase quich ks

T




04. Investment Deck

Investor Relations: Designed
comprehensive pitch decks and
executive summaries to

communicate market potential.

© 2026 - Brandon Nogueira | adbrandon.com | Brand Designer
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INVESTMENT DECK

ALHUARY 2028

FOET @ BT ELIET b0 D 058 | BEYVETE & OO PO MTILL BECFEREE 18, 3033 . BPd & FHEE & MR LD s, Do 3 £ O R | FERATE & COMPGEMTIA L

PEE @ WO 8L EDT W DG © R | BETWATE § M ST

KR ADVISORY BOARD KROMIC RELIEF KR 202372024 CASH FLOW PROJECTIOMNS KROMIC RELIEF KR 2023 - BUILDING AMD DIVERSIFYING KROMNIC RELIE
I d I O
]
L e YT S E——— [T Ty —
B rdms i prmbad el .a--lr..i
ALFRED AFPS DR. DOMINIC ROSS0 e § ik
e Sarirers - Hiller Thersas WP hiraret miad sl e Do P oo Bpeoaks]
1 LR
| Bamamn o "
e O)F
FAT MCCUTCHEGH MARSHAWMLYMCH . T aleunineat, i gl
LR A e b 8 p i . A T LRy Arpap e | A By | dmrnd sy o n g e tm, v e R S e ] i Im Loy b i
e R b VL preenrier rnm
o E— e B S R e s armmaemeA P v iy - My par s

o Wy e g par ww

I0ES © KEOHK BELIEF HOLDNG CORE. | FREYATE kB COHFDEHI L ACEII T KRDMSCBELIEF SCLDNH D TOM. | FREIVATE B COHMDENTIAL FEITI € FROWIC BILIY SOLHD CONP. | FEIVATE L COHA DEHTEAL

KEY KRONIC ASSETS KRONIC RELIEF KR COMPETITIVE ADVANTAGE KROMIC RELIEF KR PERPETUAL WEEKLY HARVEST SYSTEM KRONIC RELIE

J0E © KEOMNT BELIET W4 G TS | FREVATE & COMPRENTILL IE W KACRST BELIDE WL 00 G CORS, | HEVATE & CONPDINTIAL FEE @ WA SELIET SOLINHG £O8S, | FEVATE & CO MR DERTIL

KR GEMETIC ADVAMNTAGE KROMNIC RELIEF BUILDING LAYOUT & FIXTURE PLAN KROMIC RELEEF KR EDIBLES & TOPICALS KROMWIC RELIE



05. Style Guide

Main Typeface: Raleway

Headings (h1-h3)

Subheadings (h4-h6)

Body:
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890!@#$% & () _-=+{1[1\]~"

;:iunv<>’l/?

Secondary Typeface: Skylight Graffiti
ABCOSIEHINKIMNOPQRITUVNWYXYS
abedehqhijk[mhapqrsTuvwxysg
Q3456700 @#F %" & () _~=+{}[I\[~ "< /7

r o # P Vs ® o oy
O‘e@?/,a —_— = — c- * _ — Y e Lt o~ —_—
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Main Colour:

Pantone: 5793 C

HEX : ABC296

RGB: R171 G194 B150
CMYK: C35M12 Y48 KO

Material Colour:
Pantone: Black 6C
HEX: 000000

RGB: RO GO BO

CMYK: COMO YO K100

Material Colour:
Pantone: N/A

HEX : FOF8F8

RGB: R249 G248 B248

CMYK: C2 M1 YTKO
7
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06. Iconography & Social Media

- Terpenes: Sophisticated consumers demand information and terpenes were
the big buzz word other than THC. Custom icons were created to showcase
the brands knowledge and consumer understanding.

« Social Media: This is where the brand had an outlet to share their love and
knowledge for cannabis while also leveraging it for collaborations with local

cannabis enthusiasts.

© 2026 - Brandon Nogueira|adbrandon.com | Brand Designer
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07. Brand Ambassador T-Shirts

o
|'-;f,"}_.li'_: KRONIC RELIEF KRONIC RELIEF
L -]
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BUDGETING IN-STORE MARKETING

WAVE I - DISPENSARY POP-UPS » BUDTENDER EYINTS « PRODUCT EDUCATION

— ] o, e
C‘?'TL"INE A -:'L:Ii» . .n:ln;'n.'- SMOKE HMY m: éupfﬁm

A
norae [oReg| Chgemy wolsems

CdfkE

dumhm @ !PlﬂfLi.ﬂ.F ﬁl&mﬁm{ﬁﬁ ..E—l::ll-l-ll::”qlI

08. Marketing Strategy

Brand Stewardship: Managed the visual identity and
marketing strategy through the critical post launch years to

ensure consistency across multiple provincial markets.

© 2026 - Brandon Nogueira|adbrandon.com | Brand Designer 10



09. In-store Marketing

KRONIC RELIEF

KRONIC RELIEF MIXTAPES

AR RELIEF MIXTA

C]D

REGAAE | DANCEHALL | HTP HOP

SCAN THIS QR
TO LISTEN
‘ NOW! &

?—

e kronicrelief.com./kronic_relief_mixtapes

5x7" Promotional Flyer (Side 1)

© 2026 - Brandon Nogueira|adbrandon.com | Brand Designer

KRONIC RELIEF

CANYOU
FIND THEM IN OUR WORD SEARCH?

o
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O>» - ZPDTI
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dm @kronicreliefTO on Instagram

www.kronicrelief.com #LEGACYFAME

5x7" Promotional Flyer (Side 2)

KRONIC RELIEF

“We were a legacy market
producer with over seven
years of experience growing
efficient, high-quality
cannabis. With a “Perpetual
Growth System™ that
produces a crop each week,
and possession of a wide
variety of unique cultivars,
we are committed to
delivering a legacy market
experience to all types of
cannabis consumers.”

FOLLOW US

www.kronicrelief.com

18x24" Promotional Poster

17
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10. Website Design & Information Architecture

Responsive WordPress design and development using a custom page builder. Search

Engine Optimized and full integration with Google Analytics and Search Console.

C%lj KRONIC RELIEF

AVAILABLE NOW @ WWW.OCS.COM e ey wom®

KRONIC RELIEF KOSHER KUSH

21-27% THC | 0-1% CBD | 1.5 - 4% TERPENES

\‘\ DI ‘,‘;
RN

AVAILABLE AT THE OCS AND LOCAL DISPENSARIES WHILE QUANTITIES LAST.

GET NOTIFIED WHEN WE LAUNCH!

Sign up now to be the first to know.

We won't share your email with anyone, promise!

© 2026 - Brandon Nogueira|adbrandon.com | Brand Designer 13
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11. The Impact

- Capital Secured: Branding and strategy materials were
instrumental in securing 14 million dollars in financing.

« Commercial Success: Generated 3 million dollars in revenue
within the first year of operation.

« Scale: Successfully launched and maintained the brand

presence across three provincial markets.




Krazy Waia

list Beverage'Brand

ing

inima

M

Brand Designér& Creat

Sector: CPG

L ead

Ive

: 2023

My Role
Years

il
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01. The Challenge

The goal was to disrupt the premium bottled water category by moving away
from traditional blue and white tropes. The brand needed to translate a client
brief centered on raw energy and fluid motion into a sophisticated, modern

identity that could compete in a high end lifestyle market.

HYDRATE 2

Tech Stack:

Ai Ps Ae () ° G

© 2026 - Brandon Nogueira|adbrandon.com | Brand Designer
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02. The Strategy & Process

- Transparency as Design: The core concept centered on "invisible

branding." By utilizing a transparent bottle and label, the product's

5.9

clarity became a primary design element.
« High-Contrast Minimalism: Developed a monochrome,

high-contrast visual language that allowed the brand name and

——
==
-
e
et
[
=
e
o
=

logo to pop against the liquid.

- Tactile Quality: Focused on the physical interaction with the

LALIN

product, selecting label materials and bottle shapes that reinforced

the premium price point.

e T g 8
A [ L™ u = =,
g ) b T - . o, 2
R iy e+ O
i il e T l&"l.? :
= o Lol "o R .
e ‘:'H o T
e
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03. Execution & Technical Details

- Label Engineering: Designed clear substrate labels with opaque white ink
layers to ensure legibility and contrast against the water.

 Visual Identity: Created a custom logotype and brand mark designed for
high-impact visibility on shelf.

« Production Management: Sourced and vetted bottle manufacturers and

label printers to ensure the final physical product matched the digital vision.

© 2026 - Brandon Nogueira|adbrandon.com | Brand Designer
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WWW.KRAZYWATA.CA

Hey there! Our goal is to
help you live a healthy and
happy life by providing you

with high-quality alkaline
water. We work hard to
ensure that our water is ultra
pure and pH-balanced, and
we back up our claims with
scientific research.

SCAN ME!

35
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Nutritional Facts/Valeur Nutritive
Per container (500ml) / Par contenant (500ml)

Calories 0 %DV*/VQ*
Fats/Lipides 0.1g 1%
Saturated / saturés 0.1g
+Trans/+trans0g 1%
(arbohydrate / Glucides 5 g
Fibre /FibresO g 0%
Sugars/Sucres 5 ¢ 5%
Protein / Proteines O g
(holesterol / Cholestérol 0 mg
Sodium 0 mg 0%
Potassium 0.1mg 0%
Caldum0mg 0%
Iron/FerOmg 0%

*DV - Daily value
*VIQ - % valeur quotidienne
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04. Website Design & Development

Responsive WordPress design and development using a custom page builder. Search
Engine Optimized and full integration with Google Analytics and Search Console.

Built to include WooCommerce shopping cart functionality.

© 2026 - Brandon Nogueira|adbrandon.com | Brand Designer
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Mood Board

KRAZY WATA

ALKALINE WATER | PH 8.3

KRAZY WATA KRAZY WATA

ALKALINE WATER | PH 8.3 ALRALINE WATER
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INTRODUCTION KRAZY WATA EXPANSION GOALS
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ALEALINE WATER | PH B3
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05. The Impact

BT AT U P A R T U LT T Lt el Al 7 Pl el e i o P e R B el W T W | R Y R PR T I

- Capital Secured: The brand identity and prototype designs
were instrumental in supporting a 150,000 dollar seed : PRODUCT DESCRIPTION 25 krazy wara MARKET ANALYSIS
funding round.

- Market Positioning: Successfully established a unique

"lifestyle” brand positioning that moved away from - — - | RS R e e '
traditional commodity water marketing. o 2o - s e s s 7t annann

ALIPN [1-62 MUETRAL [TH ALKALINE (B-F)

« Scalability: Created a design system that allowed for easy

extension into future flavored or carbonated product lines.

COMPETITOR ANALYSIS %.nlﬂ'ﬂl_ﬂ LOW PRODUCTION COST sz KRAZY WATA MARKETING STRATEGY

Alaline

88 flow

ICELANDIC  @SKa @ meessentia

BT T aal o T OO0 T Ly e e e DA e T L DO T

MARKETING STRATEGY CONCLUSION AND FORWARD OUTLOOK
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Goen I shoppers will pay 56% more
for a sustainably product,




KRAZY WATA

ALKALINE WATER | PH 8.3

06. Logo Design

Inspired by the client’s brief for a high energy, refreshing mark, | developed an identity
that balances dynamic motion with premium hydration. The result is a bold departure
from the commodity water market. It offers a modern look that is distinctly different

from the competition while maintaining a strong shelf presence.
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07. Style Guide

Primary Font (H1-H6)

LUCKIEST GUY

Download: https://fonts.google.com/specimen/Luckiest+Guy

Secondary Font (Labels, Paragraph Type)

RALEWAY

Download: https://fonts.google.com/specimen/Raleway
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08. In-store Marketing

KRAZY WATA

% KRAZY WATA
ALEALIME WATER | PH 8.3

ALKALINE WATER | PH 8.2
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[.ocomobi: | ~

Scaling the Smart City Ecosystem

My Role: Brand Designer & Art Director
Sector: Al Infrastructure
Years: 2015~ 20718
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01. The Challenge

LocoMobi required a visual identity that could unify a diverse range of
hardware and software solutions: including parking, tolling, and transit. The
challenge was to move the brand away from a "hardware manufacturer” feel
and toward a "Connected Smart City" narrative that would resonate with high

level municipal stakeholders and global investors.

MOVING THE WORLD!

Tech Stack:

Ai Ps Ae ()
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02. The Strategy & Process

| focused on creating a visual language that emphasized
synergy and connectivity. The strategy involved
streamlining complex technical information into
digestible, high-impact investor collateral and

large-format environmental graphics for trade shows.
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03. Web Design & Development

Updated the digital presence to reflect a high-tech

ecosystem capable of infinite customization.
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MOVING THE WORLD!

04. Execution & Technical Details

Refined the core identity to feel more modern and tech-forward. By
updating the logo and expanding the brand assets, we positioned

LocoMobi as a sustainable, smart city tech leader.
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=LOCOMOBI =LOCOMOBI

=LOCOMOBI

Variants
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05. Style Guide

PRIMARY COLOUR
PMS 7687 C|C100 M86 Y13 K3
#2A398D | R26 GB6 B168

ALTERNATE COLOUR
PMS 7688 C|C/70 M28 Y4 KO
#4197CB |R63 G131 B203

ALTERNATE COLOUR
PMS 11- 0601 C|CO MO YO KO
#FDFEFE | R253 G234 B254

© 2026 - Brandon Nogueira | adbrandon.com | Brand Designer

Main Typeface: Eurostile

Headings (h1-h3)

Subheadings (h4-hG)

Body:
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopgrstuvwxyz

1234567890!'@#5%"&*()_-=+{}[I1\|

~~_::“u:<>,./?
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LOCOMOBI

WE'RE LOCOMOBI &
WE'RE MOVING THE WORLD!

Il yii need to manege, measure and monetize the movamar

06. Environmental Design

Created large-format banners and signage for North

: : : THREAT MANAGEMENT
American trade shows, ensuring brand consistency

across massive physical spaces.

LOCOMOBI

Our com prehensive threat
WETE LOCOMOB & B _ : management solutions are designed
gtk : _— to secure airport facilitias right
from their entrances. With machine
learnming and artificial intelligence
technology we offer real-time threat
prevention and analysis.

LOCOMOEBI

WAL DT b S0
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- =LOCOMOBI

MOV!NG THE WORLD!

.-

07. Investor Collateral

Designed comprehensive pitch decks and informational
flyers that translated complex patent-pending software

into clear value propositions.

WAV LOCOMOBILCOM | PRIVATE & COMFIDENTIAL

© 2026 - Brandon Nogueira|adbrandon.com | Brand Designer 33



08. The Impact

« Investment Success: The redesigned brand assets and
investor collateral were instrumental in securing 10 million
dollars USD in funding.

« Market Expansion: Supported the brand's growth into over
200 locations across North America.

« Brand Authority: Successfully established LocoMobi as a
primary competitor in the Smart City and threat

management sectors.

© 2026 - Brandon Nogueira | adbrandon.com | Brand Designer
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01. The Challenge

The goal was to launch a comprehensive brand and digital identity for a

5 I E?E'u {4
i xds f Fy ol s e F
T
| q T2 %5 ‘
L

multi-generational concrete contracting business. The challenge lay in
capturing the grit, deep industry legacy, and trust of decades of experience,
while executing a premium, modern visual system capable of securing high

value residential and commercial contracts.

50 YEARS OF SOLID GRO!

*. .

Tech Stack: B . : 4
Ai Ps Ae ) °* G L
_ n-sa'
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02. The Strategy & Process

| developed a "blue-collar luxury" aesthetic that positions the company
far ahead of traditional local competitors. The strategy required a dual
approach: building a high performance digital infrastructure alongside
a rugged, high-visibility physical brand asset system. By maintaining
strict design consistency across both digital screens and physical
jobsite apparel, the company establishes immediate authority the

moment they step onto a property.

© 2026 - Brandon Nogueira|adbrandon.com | Brand Designer

e \ SERVICES OQUR STORY PORTFOLID GEO
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"Proudly Serving Grey and Bruce Counties”
'ﬁ

bS]
Sons

& il Concrete
. 50 YEARS OF

SOLID GROUND.

Family-owned and built on 50 years of unr.umprnmisinﬁ workmanship.
foundations to finish, we treat your property like our own.

‘ ~:.'-m..=|-5.ru=.-u;r-:.-ﬁ_r..usm.-.- [ 3 \ . all or Text for a Free Estimate | \\ View Our Services ‘ B! . ] e
WA
Z C%?][(l;ﬂte Trusted By
50 YEARS OF apcaon  TRIDEL

SOLID GROUND.

Family-owned and built on 50 years of
uncompromising workmanship. From
foundations to finish, we treat your property
like our own.

ns
‘oncrete

50 YEARS
OF SOLID
GROUND.

Family-cwred and built on 50
years af uicofnpdamiting
workmanship. From foundations

o Fimish, we Weal pour property
lik Ur G

Trusted By

@ aecov TRDEL pEjisDon7s D

Services
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Mood Board

v

#7S0ns Concrete 0 o1
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I

I
03. The Impact | AXA
I
I

I
established a premium market position \

I
I
I
I
I
« Market Domination: Successfully b - - - - - — — — M
I
|
that shifts the business away from
I

<
commodity bidding and toward —2
g
ﬁ

@ Sons Concrete

I

I

high-value project acquisition.
« Jobsite Authority: Achieved 100% brand |
I

alignment across all physical and digital

Stationery

into a premium marketing billboard.

|

|

I I

I I

touchpoints, turning every active jobsite | |
| |

| |

I I

I
I
| 4XA
I

- Scalable Marketing: Delivered a fully

independent marketing plan and scalable

S\
style guide, allowing the business to $%\U 500X = Q 100DX
expand its service lines seamlessly. 2@80“8 C()ncrete P Z CO?I%?’Cte P
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04. Visual Identity & Style Guide:

Designed a heavy-duty, modern logo system and brand

architecture built for maximum legibility on physical

environments and apparel.
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05. Digital Infrastructure & SEO:

Implemented a comprehensive marketing plan that included
alocalized SEQO, Social Media, and Google Business strategy

to capture organic regional market share.
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DG

06. Merchandise & Environmental Design:

Engineered a full suite of physical touchpoints

including business cards, high-visibility yard

signs, and large-format banners.
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07. Apparel Graphics

Designed a cohesive uniform system consisting of branded jobsite

t-shirts, safety hard hats, and baseball caps.

© 2026 - Brandon Nogueira | adbrandon.com | Brand Designer L4



\
>

=lwy/Sons
=~ Conecrete

© 2026 - Brandon Nogueira|adbrandon.com | Brand Designer 45



Brands I've Worked With:

SblIA CLAT

25} Knazy wara
HILITE

QUTDOOR

=LOCOMOBI

MOVING THE WORLDY
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Thank you!

Email

N brandon@adbrandon.com

Portfolio

B adbrandon.com

Telephone

B 437-314-1955

Behance

Be behance.net/brandon_nogueira

Location

@ Toronto, ON

Linkedin

in linkedin.com/in/brandonnogueira
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