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1. Brand Strategy

Target Audience

Founders, freelancers, small companies, designers, copywriters

Positioning

Bright My Brand is the only Al copywriting tool that combines brand analysis with over 15 years of
agency expertise — that's why founders and small companies trust us with their crucial messaging

needs.

Value Proposition

Bright My Brand offers tailored brand analysis and copywriting backed by years of industry
expertise, which helps small businesses create impactful messaging that resonates with their target
audience. This combination of strategy and execution increases client confidence and effectiveness

in their marketing efforts.



SWOT Analysis

Strengths Weaknesses

e Expertise ¢ Limited Recognition

e Comprehensive Service o Scalability Issues

e User-Friendly Interface ¢ Niche Audience
Opportunities Threats

e Growing Demand for SaaS Solutions ¢ Intense Competition

¢ Partnership Potential e Market Saturation

e Content Marketing Trends ¢ Rapid Technology Changes

Strengths

Expertise: Bright My Brand is backed by over 15 years of agency experience, giving clients confidence in

high-quality, on-brand copy.

Comprehensive Service: The tool not only analyzes brands but also creates strategic copy, providing a

complete solution.

User-Friendly Interface: Clients can quickly generate copy without extensive training or knowledge of

marketing principles.

Weaknesses

Limited Recognition: Compared to established competitors, Bright My Brand lacks brand awareness in a

crowded market.

Scalability Issues: As a relatively new tool, it might struggle to handle a high volume of users

simultaneously without performance dips.

Niche Audience: The focus on small companies and freelancers may limit growth opportunities compared

to broader market segments.

Opportunities
Growing Demand for SaaS Solutions: Increasing interest in Al and automated tools presents a strong

market for Bright My Brand to capture.

Partnership Potential: Collaborations with design and marketing agencies can expand reach and enhance

service offerings.



¢ Content Marketing Trends: The rising importance of high-quality content gives Bright My Brand relevance

in the current market landscape.

Threats

¢ Intense Competition: Established players like copy.ai are well-known, making it challenging to

differentiate effectively.

¢ Market Saturation: The abundance of Al copywriting tools can dilute unique selling points, making it

harder to attract and retain clients.

¢ Rapid Technology Changes: The fast pace of Al developments could lead to outdated features if the tool

does not continuously evolve.

Benchmark
¢ *#1 Local/National Leader: copy.ai — they excel in user interface and accessibility, but Bright My Brand

can offer deeper brand analysis.

e *#1 Global Leader: Jasper — they showcase Al's versatility in multiple content forms, allowing Bright My

Brand to concentrate on more narrow yet intensive brand-specific services.

Market Positioning
There is a need for brands to not only generate content but also ensure it aligns with their unique identity.

Many current tools fail to combine analysis with actionable writing.

Immediate Recommendations
¢ Increase brand visibility through targeted content marketing campaigns that showcase client success
stories, leading to greater trust and engagement.
e Establish partnerships with marketing agencies to tap into existing client bases, driving new customer

acquisitions.

¢ Focus on user feedback to enhance the tool's scalability and functionality, ensuring it meets user

demands without performance issues.

Positioning Statement

Bright My Brand is the only Al copywriting tool that combines brand analysis with over 15 years of agency

expertise — that’s why founders and small companies trust us with their crucial messaging needs.

Strategic Value Proposition
Bright My Brand offers tailored brand analysis and copywriting backed by years of industry expertise, which
helps small businesses create impactful messaging that resonates with their target audience. This
combination of strategy and execution increases client confidence and effectiveness in their marketing

efforts.



2. Brand Voice

Verbal Guide

Bright My Brand Brand Voice

Sharp, Grounded and Direct

When Bright My Brand speaks, B2B marketers and Saa$S operators feel like someone finally named
the thing they've been circling for months. The fog lifts. The pressure of proving pipeline ROI, of
managing bloated stacks, of briefing teams that speak in abstractions — Bright My Brand doesn't
commiserate with that weight. It cuts through it. Readers lean in because the copy respects their

intelligence and earns their time.

Recommended Typography

Manrope / Inter — Manrope's geometric confidence carries the headline authority of a brand that
knows its market cold, while Inter's legibility at small sizes handles the data-dense body copy SaaS

buyers actually finish reading.

DM Sans / Source Serif 4 — DM Sans brings approachable modernity to headlines without
sacrificing seriousness, while Source Serif 4 adds editorial weight to long-form content, signaling

that Bright My Brand has something worth saying — and the evidence to back it.

Do's — How Bright My Brand communicates

1. Lead with the problem your audience already knows they have — then reframe it.

Generic B2B copy describes the problem in the brand's language. Bright My Brand names it in the
customer's. This isn't empathy performance — it's precision. The reader should feel diagnosed, not

pitched.



"You've got a marketing stack with nine tools and a reporting deck nobody trusts.
Here's why that's not a data problem — it's a messaging problem. And it's costing you

pipeline you can't see."

This opens the conversation where the reader already is: frustrated, skeptical of complexity, and
running out of patience for tools that require a consultant to explain. It signals that Bright My

Brand has been paying attention before the reader even clicked.

2. Back every claim with a specific mechanism — not a category promise.

Saa$ buyers are professionally trained to ignore vague superiority claims. "Better," "smarter," and
"more powerful" are words that stopped working in 2018. Specificity is the only currency that

earns attention in this market.

"Bright My Brand maps your messaging against the three highest-converting
narrative structures in your category — and tells you exactly where you're leaving

pipeline on the table, before your next board review."
Note the difference between that and "Bright My Brand helps you communicate better." One
creates desire by making the mechanism visible. The other creates nothing.
3. Address the decision-maker — not the department.

B2B SaaS copy habitually talks to "companies"” and "teams." But it lands on a person. One person,
usually tired, usually holding a budget conversation before Friday, usually the one who has to

explain last quarter in a slide deck they didn't want to build.

"If you're the one who has to explain why last quarter's campaign underperformed,

Bright My Brand is built for your next briefing — not your competitor's."

Write to the individual carrying the weight of the decision. Bright My Brand earns trust by
acknowledging that weight directly — without turning it into therapy.

Don'ts — What Bright My Brand never does

1. Don't explain the product before establishing the problem.



In B2B Saa$ copy, the reflex is to lead with features — dashboards, integrations, Al-powered
something. This forces the reader to do the translation work themselves: "What does this mean for
me?" Most won't bother. Bright My Brand never hands the reader a spec sheet and calls it a value

proposition.

x "Bright My Brand is an Al-powered brand intelligence platform with real-time messaging

analytics, competitive benchmarking, and automated content scoring across 14 channel types."

That sentence tells the reader what exists. It doesn't tell them why any of it matters before their

next board review. Feature inventory is not a story. It's a reason to close the tab.

2. Don't manufacture urgency through scarcity theater.

"Limited spots." "Offer ends Friday." "Only 3 seats left at this price." These tactics erode exactly the
trust Bright My Brand is built to earn. B2B buyers making five-figure software decisions aren't
moved by countdown timers — they're moved by evidence, peer confidence, and a clear read on

what changes if they act.

x "Book your demo before December 31st to lock in 2024 pricing — only 12 spots remaining at
this tier."

If a constraint is genuine, state it plainly and explain why. Otherwise, let the product argument

carry the urgency. Bright My Brand doesn't need a clock to be compelling.

3. Don't hedge strategic claims with corporate softeners.

"Can help," "may enable,"” and "designed to potentially support" are the vocabulary of a brand that
doesn't believe its own story. In a category crowded with tools that overpromise and under-deliver,
Bright My Brand earns authority by speaking plainly — and standing behind it. Hedged language

reads as fear. Fear reads as a reason not to buy.

x "Bright My Brand may be able to help marketing teams potentially identify opportunities to

improve their brand's messaging performance across various digital channels."

That sentence says nothing. Worse, it sounds afraid to say something. Bright My Brand doesn't

hedge. It commits — then delivers the evidence that makes commitment credible.



6 Model Phrases
1. Client greeting / first contact

"You reached out for a reason — and it's probably not because your current setup is
working perfectly. That's fine. Most B2B marketing stacks look confident on paper and
underperform in the pipeline. Let's figure out exactly what's slipping through the gap,

and whether Bright My Brand is the right fit to close it."

2. Introduction of the main product or service

"Bright My Brand is brand intelligence built for B2B marketing teams who need to
close the gap between what they're saying and what's actually moving buyers. It
shows you where your messaging is sharp, where it's generic, and what to fix first —

before the next campaign brief goes out the door."

3. Conversion CTA (low pressure, high confidence)

"See what Bright My Brand finds in your current messaging. No pitch deck. No

obligation. Just a clear read on where you stand — and a specific view of where you

could."

4. Response to a complaint or difficult situation

"That's not the experience we built this for, and you're right to call it out. Here's what
happens next: [specific action]. You'll hear back from us by [specific time]. We'd rather

fix the problem than explain why it happened — so that's where we're starting."

5. Social media value post (educational or insight)

"Most B2B brands aren't losing deals on price. They're losing them in the 48 hours

after a prospect reads their website for the first time.
The message that should create confidence is creating friction instead.

Three places to look first: your hero statement, your comparison page, and the subject

lines in your nurture sequence.



If those three aren't aligned with what your best buyers actually care about,

everything else in your stack is just amplifying the wrong signal."

6. Memorable sign-off

"Bright My Brand. Because the best product in the room shouldn't lose to better
copy."



3. Brand Story

Tagline

Because the best product in the room shouldn't lose to better copy.



Brand Story — Long

The tool wasn't supposed to leave the building.

Inside Tinta Amarela, we kept running the same diagnosis. Founders with products that actually
worked. Freelancers with real expertise, real traction, real results — and messaging so diffuse that
buyers couldn't find a reason to choose them. Hero statements that tried to say everything and
landed on nothing. Positioning so broad it gave competitors free passage through deals they had

no business winning.

We'd been doing this for over fifteen years. Hands in the work. Briefs, positioning decks, brand
architectures — the kind that get built in rooms where the stakes are real and the margin for vague
is zero. And over time, the diagnosis started to repeat with enough consistency that we stopped
doing it manually and started building it into something that could run faster than a retainer

allows.
That internal tool became Bright My Brand. Launched in April 2026.

Not because the market needed another platform. Because a very specific problem kept going
unsolved: the founders and freelancers making every positioning call themselves — at speed,
under pressure, without a strategist in the room — had no reliable way to see where their

messaging was working and where it was actively costing them deals.

Generic scores don't help. Category-level feedback doesn't help. What helps is a read sharp enough
to tell you that your hero statement is losing buyers in the first eight seconds, that your nurture

sequence is amplifying the wrong signal, and that the fix is specific — not philosophical.
The SaaS market doesn't punish weak products. It punishes unclear ones.

You already know your product works. The market just needs to hear it the way you mean it — and

right now, something in the translation is breaking down.

We built Bright My Brand to find exactly where.



Brand Story — Short

Most founders don't lose on product. They lose in the forty-eight hours after a prospect reads their

website for the first time and leaves without a reason to stay.

Bright My Brand started as an internal diagnostic inside Tinta Amarela — fifteen-plus years of
brand strategy and copywriting, compressed into a tool precise enough to tell you not that your
messaging needs work, but exactly where it breaks, and what to fix before your next campaign

goes out the door.

We launched it in April 2026 because the founders and freelancers building serious products
deserved access to the same diagnostic clarity that enterprise teams buy through six-month
retainers. Not a score. Not a category average. A specific read on the specific gap between what

you're saying and what's actually moving buyers.

The SaaS market has no patience for ambiguity. Neither do your buyers. They're reading your
positioning, your hero copy, your subject lines — and making a call about whether you sound like

the obvious choice or like everyone else in the category.
Right now, something in your messaging is answering that question wrong.

We built Bright My Brand to show you exactly which part — and what to do about it.

Main CTA

See exactly where your messaging is losing buyers — before your next campaign does.

Core Keywords

B2B SaaS brand messaging, SaaS positioning audit tool, brand
messaging tool for founders,how to fix SaaS brand positioning for
freelancers,brand intelligence platform for B2B startups
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