Asset Logic: InteligénciaArtificial.com as a
Strategic Digital Entry Point

Executive Perspective
Some digital assets describe a product. Others define a position.

InteligénciaArtificial.com belongs to the second category. It is the exact Portuguese expression of
Artificial Intelligence in the global .com namespace — a scarce category address at the intersection
of one of the world’s defining technological transformations and a Portuguese-speaking market of
approximately 263 million speakers worldwide. Brazil alone accounts for more than 214 million
inhabitants and is the economic, digital and technological center of gravity of that language space.
[1-3]

Portuguese Is One of the World’s
Most Widely Spoken Languages

With approximately 263 million speakers worldwide, Portuguese ranks among the world’s 10 most
widely spoken languages, with Brazil as the economic, digital and technological center of gravity
of the Lusophone market.
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@ Portuguese ranks among the world’s major global languages.
For Al and digital positioning, this provides a meaningful linguistic and market-scale foundation.

Source: Ethnologue / widely cited language estimates; values are approximate and reflect total speakers (L1 + L2).

That combination matters because Al will not be built around one model, one interface or one
company. Products will change. Platforms will consolidate. New entrants will appear. What can
remain durable is the category itself — and the position from which an organization chooses to
participate in it.
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The acquisition thesis is therefore not “what can this website earn today?” It is a more strategic
question:

THE CENTRAL QUESTION

What could it mean to secure the exact native-language category position before the market structure
— and the winning operating models — are fully defined?

InteligénciaArtificial.com is not a startup, a finished product or an operating business. It is a position
from which one can be built.

The strategic intersection

Al STRUCTURAL SHIFT PORTUGUESE LANGUAGE

A general-purpose Native category meaning
capability layer and linguistic access
BRAZILIAN SCALE EXACT CATEGORY POSITION
The market’s principal The correct category term
center of gravity in the .com namespace

InteligénciaArtificial.com

Figure 1. The strategic intersection: Al structural growth, Portuguese-language access, Brazilian scale and the exact category
position.

1. The Asset Before the Business Model

In fast-moving technology markets, choosing a business model too early can narrow the
opportunity. A strategic asset works differently: it can be secured first and developed through
different architectures as the market reveals where the greatest value lies.

For InteligénciaArtificial.com, the owner does not need to decide today whether the ultimate
platform should become a media authority, enterprise service, marketplace, education layer, Al
venture, data product or ecosystem. Those are execution choices. The asset sits upstream of them.

This distinction is especially relevant in Al. Models, interfaces, costs and distribution channels are
changing quickly. The category is more durable than any single implementation.

A category name does not prescribe a business model. It preserves the ability to choose
one.

The 2026 environment strengthens that logic. Al companies are raising capital at extraordinary
valuations; global platforms are deepening their presence in Brazil; and dedicated Brazilian Al

© 2026 — All rights reserved - Prepared by Gian Luigi Ruggeri — InteligénciaAtrtificial.com
Confidential — For strategic discussion



capital is forming. The set of organizations capable of building around a category position is
therefore broadening. [4—6]

2. From Premium Domain to Strategic Position

A premium domain can be valuable because it is memorable, brandable or commercially useful. A
strategic category asset goes further: its value is tied to the position it can occupy over time.

InteligénciaArtificial.com combines five characteristics that make that distinction meaningful:

e semantic centrality — it names the category itself;

e neutrality — it is not tied to one vendor, product or technical approach;

e continuity — the meaning survives changes in models and interfaces;

e scarcity — the exact native-language .com position cannot be recreated;

e optionality — multiple operating architectures can be built around the same identity.

SEO, direct navigation and campaign utility may become useful later. They are not the foundation of
the thesis. The asset does not need to be reduced to advertising, courses, a funnel or a single
landing page in order to be strategically relevant.

From naming utility to strategic position

PREMIUM DOMAIN STRATEGIC CATEGORY ASSET
Memorability Semantic centrality

Branding utility Neutrality and category continuity
Marketing applications Scarcity and optionality

Potential to anchor an ecosystem

The strategic thesis starts before a use case is selected.

Figure 2. From naming ultility to strategic position.

3. Semantic Centrality and Category Ownership

“Inteligéncia Atrtificial” is not an invented brand. It is the category name people already use when
they discuss Al in Portuguese.

That gives the asset an unusual starting point: it does not need to explain what field it belongs to.
The meaning exists before the brand is built.
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This becomes more important as Al itself becomes language-mediated. Users increasingly
discover, question, compare and operate Al systems through natural language. The vocabulary
through which a market understands the category therefore becomes part of market access.

Category ownership should be understood in this strategic sense: not legal ownership of the
concept, but the ability to build a strong association between an organization and the category in
the minds of relevant audiences.

CATEGORY OWNERSHIP

The objective is to become one of the places where Artificial Intelligence is understood, explored,
accessed and developed in Portuguese.

Recognition can come from the name. Authority must be earned through execution. But a
semantically central identity gives that execution a coherent place to accumulate.

Brazil is the natural anchor market. The wider Portuguese-speaking world extends the linguistic
horizon. The same category identity can remain consistent even when products, partnerships and
local market approaches differ.

The accented spelling is part of that precision. InteligénciaArtificial.com is the primary identity of the
asset. Its punycode form — xn--intelignciaartificial-35b.com — is simply the technical representation
of the same domain.

4. Scarcity, Neutrality and Irreversibility
Market access can be substituted. The exact position cannot.

A competitor can choose another domain, another extension, a modified phrase, an invented brand
or a different distribution strategy. It can still build a successful business. What it cannot do is
independently recreate this exact native-language category address in the global .com namespace.

That difference is the essence of strategic scarcity.

Modifiers narrow the frame. Invented brands require meaning to be built around them. Alternative
extensions preserve the words but change the address. Each can work — but each occupies a
different position.

Once another party controls the exact asset, obtaining the identical position depends on that
owner’s willingness to transfer, license or partner. More marketing spend cannot manufacture a
second copy.
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Market access can be substituted. The exact position cannot.

InteligénciaArtificial.com

One exact native-language category address in .com

MODIFIED NAMES INVENTED BRANDS OTHER EXTENSIONS
Add a qualifier Build meaning Retain the term
and narrow the frame through explanation in a different address

Alternatives remain available; each occupies a different position.

Figure 3. Strategic scarcity: alternatives remain available, but the exact category position is non-replicable.

5. Strategic Optionality: One Asset, Several Futures

The strongest argument for the asset is not that it has one obvious use. It is that it can support
several credible futures without losing its central identity.

A capable owner could build around it through three broad architectures:

¢ Knowledge & Authority — information, intelligence, research, education and category
leadership;

e Services & Platforms — enterprise solutions, marketplaces, tools, data and commercial
services;

e Companies & Ecosystems — a new Al venture, partner network, institutional initiative or broader
platform.

Direct development, partnership, licensing and eventual transfer are different ways to exercise the

same optionality.

The operating model can change. The position can remain.
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One asset. Several possible operating architectures.

STABLE CATEGORY ANCHOR

InteligénciaArtificial.com

! ! !

KNOWLEDGE & SERVICES & COMPANIES &
AUTHORITY PLATFORMS ECOSYSTEMS
Information, intelligence Enterprise solutions A new venture, partners

and education and marketplaces and institutional initiatives

Development - partnership - licensing - transfer
The operating architecture can evolve around the same asset.

Figure 4. A stable category anchor can support different operating architectures over time.

6. Brand Equity and the Capital Efficiency of Positioning

A strategic category asset can function as a brand equity multiplier when it gives multiple activities a
single, coherent identity.

Content can reinforce expertise. Partnerships can reinforce legitimacy. Distribution can reinforce
recognition. Products can reinforce utility. Instead of building separate positioning around every
initiative, they can all compound around the same category address.

The economic comparison is therefore wider than purchase price versus direct domain revenue.

A buyer can also compare the acquisition cost with the multi-year cost of building comparable
category recognition through advertising, PR, sponsorships, content, partnerships and brand
development.

The asset does not replace those investments. It can make them more coherent.

That is the capital-efficiency argument: not guaranteed savings, but the possibility of deploying
future capital from a stronger starting position.
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Strategic asset as brand equity multiplier

CATEGORY POSITION

}

Execution - content - distribution - partnerships
Continued investment turns a position into a useful destination.

}

Recognition - authority - trust - ecosystem

Potential contribution to brand equity

A stronger starting position for sustained investment.

Figure 5. Category position plus sustained execution can reinforce recognition, authority, trust and ecosystem development.

7. Category-Domain Case Snapshots

The history of major category domains shows that the same underlying asset logic can express
itself through very different operating models. These examples are conceptual precedents, not
direct valuation comparables for InteligénciaArtificial.com.

Hotels.com — Literal category recognition

In March 2026, Hotels.com refreshed its brand platform around “It's All in the Name,” explicitly
making the literal category name part of the proposition. The lesson is simple: a category address
can remain commercially powerful because the meaning is immediate, while brand and service
execution deepen the relationship over time. [7]

Booking.com — Platform flexibility

Booking.com’s expansion beyond accommodation — including its extended Etraveli flight-booking
partnership — shows how a broad category-related identity can support a wider platform without
being trapped by one product format. [8]

Cars.com — Category-led ecosystem

Cars Commerce now spans the Cars.com marketplace, dealer technology, appraisal, media and Al-
enabled shopping tools. The operating ecosystem has expanded while the category identity remains
recognizable. [9]
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Insurance.com — Semantic clarity in a trust-sensitive field

QuinStreet’s filings record the 2010 acquisition of the Insurance.com website business. The historical
transaction included operations, not only a domain, but the name illustrates the enduring advantage
of immediately intelligible category meaning in a field where trust and expertise matter. [10]

VacationRentals.com — Scarcity and defensive control

HomeAway acquired the existing VacationRentals.com business in 2007. Co-founder Brian Sharples
later described keeping the address away from Expedia as an important motive. The case
demonstrates that category positions can have strategic value not only through use, but through who
controls them. [11-12]

Al.com — Category identity before platform maturity

Al.com announced in February 2026 that Kris Marszalek had acquired the domain in 2025; the
Financial Times reported a US$70 million price. At this brief’s cut-off, the site presents an
autonomous-agent initiative in beta. The relevant precedent is the willingness to secure a central Al
identity before the operating platform is mature. Al.com and InteligénciaArtificial.com occupy different
linguistic and market positions, so the reported transaction is not a pricing formula. [13—15]

Across the six cases, the mechanisms differ — recognition, platform flexibility, ecosystem
expansion, semantic clarity, defensive control and early category positioning. The common thread is
that the address can remain strategically relevant while the operating model around it changes.

8. Strategic Acquisition Logic
The natural buyer universe is broader than companies that already have a fixed project for the
domain.

Potential owners include global technology groups, Al companies, scale-ups, venture studios,
technology holdings, strategic and growth investors, capable accelerators and entrepreneurial
groups able to create a new company around the asset.

What they share is not one business model. It is the capacity to build.
A sophisticated buyer can separate two decisions:

e secure the strategic position;

e decide how best to deploy it.

That sequencing creates optionality. The owner can evaluate teams, technologies, partners and
business models from a position that competitors cannot reproduce exactly.

This does not make the asset independent of execution. It makes execution more flexible.

The strategic window exists because the category is already important enough to justify
commitment, while the Portuguese-language Al landscape is still early enough for category
positions to be shaped.
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9. Strategic Takeaways

e The acquisition is of a position from which a business can be built — not of a business already
built.

e The exact Portuguese category term provides semantic centrality before branding is added.

e Brazil supplies the primary market scale; the wider Lusophone world extends the linguistic
horizon.

e Scarcity lies in the exact .com position, not in the absence of alternative routes to market.

e Optionality allows ownership to precede the final operating architecture.

¢ Brand equity and capital efficiency emerge only when the position is developed with sustained
execution.

THE ASSET LOGIC IN ONE LINE

Technology will change. Business models will change. The category will remain — and the exact
category position can remain with it.

For organizations intending to build a long-term position in Portuguese-language Al, the question is
therefore not only what to build — but whether to secure the category position while it is still
available.

Strategic Availability

InteligénciaArtificial.com is available for strategic acquisition.

The asset represents the exact Portuguese expression of Artificial Intelligence in the global .com
namespace, positioned for the Brazilian and wider Portuguese-speaking Al market.

Initial asking price: EUR 6 million, subject to negotiation.
For further information, qualified parties may contact:
Mr. Gian Luigi Ruggeri

Newfin SA, Lugano, Switzerland.
email: gl.ruggeri@newfin.ch

The unaccented domain InteligenciaAtrtificial.com is a separate domain and is not included.

Sources

Sources checked for the underlying research through 8 October 2026. Briefs 1 and 2 provide the wider macro
and market foundation. The references below support the standalone market context and the case facts used
in this brief. Strategic mechanisms are analytical interpretations, not transaction or valuation comparables.

[1] IBGE — 2026 population estimates. Brazilian population estimated at 214.2 million as of 1 July 2026.
[2] Ethnologue / total speakers estimate.

[3] Brazil & the Portuguese-Speaking Digital Market — Strategic Brief 2. Provides the dossier’s supporting market
context: Brazil as the economic and digital center of gravity of the Lusophone market.
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[4] Anthropic — Series H announcement. 28 May 2026. US$65bn funding at a US$965bn post-money valuation;
context for Al capital formation, not asset valuation.

[5] OpenAl — Expanding our presence in Brazil. 27 August 2026. Brazilian commercial operations and local team in
Sé&o Paulo.

[6] Finep — Monashees selected for Al fund. 14 September 2026. Selection for an Al fund expected to mobilize up to
R$500m; structuring and diligence follow selection.

[7] Expedia Group — Hotels.com brand platform. 17 March 2026. Refreshed identity and “It's All in the Name”
platform.

[8] Booking Holdings — Booking.com and Etraveli partnership. 12 June 2025. Extended strategic flight-booking
partnership.

[9] Cars Commerce — Second-quarter 2026 results. Corporate description of marketplace, dealer technology, media
and Al-enabled products.

[10] QuinStreet — Fiscal 2013 Form 10-K. Records acquisition of the Insurance.com website business on 26 July
2010; not a domain-only transaction.

[11] Keesal, Young & Logan — VacationRentals.com acquisition. 14 May 2007. HomeAway acquisition of an
existing business; terms not disclosed in the announcement.

[12] Domaininvesting — HomeAway founder’s recorded account. 13 August 2013. Report with embedded video
attributing a defensive acquisition motive to Brian Sharples.

[13] Al.com — Official launch announcement. 6 February 2026. Confirms Kris Marszalek’s acquisition in 2025 and
describes the proposed autonomous-agent platform.

[14] Financial Times — Reported Al.com acquisition. 6 February 2026. Reports a US$70m transaction value; used
as a reported fact, not a valuation comparable.

[15] Al.com — Public platform presentation. Observed at the 8 October 2026 research cut-off; public site presents an
autonomous-agent initiative marked beta.
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