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e Why organisations like their dotBrand
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Why do organisations like their

dotBrand? Brands:

o " it is exclusive to my brand, only we can use it”
o "...provides control end-to-end”

o " . .security”

o " ..it's a new space, a chance to rebuild”

¢ "...helps me to optimise my domain portfolio”
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GET STARTED AT FOX

Welcome to the FOX family! On your first day, let's get you set up with our company's
core tools. These apps allow for better communication and seamless collaboration
across our teams.

Click on eachicon below to get started and activate your accounts.

okta Outlook zoom slack box
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mazon & AWS
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amazon

Amazon is excited to present AMAZON

Amazon strives to have a positive impact on customers, employees, small businesses, the economy,
and communities. We are guided by four principles: customer obsession rather than competitor
focus, passion for invention, commitment to operational excellence, and long-term thinking.

Stay connected and keep in touch by visiting The Day One blog.

The registration and use of AMAZON domain names is exclusive to Amazon and its Affiliates, except in limited instances
specified in the . AMAZON Registry Agreement.

Abuse Contact Policies
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Amazon WorkDocs
Easy-to-use storage and sharing in the AWS
cloud

SIGN IN WITH AMAZON
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. dotSKY Reg{stry
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Bill & Ted Face The Music
sky store

Dawn Shackleton
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dotSKY Registry — What we like best about our TLD

ﬁ“

* No one else can use the
dotSKY TLD

* Always on point regards
the brand

e Customers & Clients
know they can trust the
domain string

* |t's dope

www.skygroup.sky - Sky Group - Europe’s leading direct-to-consumer media and entertainment company

02021 Sky

TLD part of overarching

internet namespace strategy

3 letter generic word brand:

— Helps to reduce defensive
domains

— Cost savings

Shortens urls e.g. platform

set ups reduced by at least 1

sub level

* |tis quick to set up a new
domain

* Easy to delete a domain
when redundant

* Reduces split brain DNS
within org (legacy organic
DNS growth)

* Embedded in to internet
namespace strategy

sky
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Application for a TLD - recommendations from a dotBrand that has the t-shirt

* Research Brands
currently using their
dotBRAND
— Starting point is the

Brand Registry Group
(BRG)

* Start the chat with
your main Legal,
Marketing, Corporate
& Technology
stakeholders

* Find a Sponsor

* Make people aware of
the Application &
what a Brand TLD is

©2021 Sky

Discovery

Run a feasibility study
Use a corporate
registrar to project
manage the study
Agree the business
case & budget for
Application/TLD
delegation processes
NDA everyone
involved in the study
Agree who will decide
to go ahead

Keep talking to the
main stakeholders
about the Application

Decision

Showcase the study
findings to the decision
makers

Make the decision &
obtain agreement from
all main stakeholders
Affirm continued
sponsorship

Agree which team will
have responsibility for
the overall management
of the TLD in the long
term

Continually promote
awareness of the
Application project

Application

Use a corporate
registrar to manage the
Application &
contracting with ICANN
Contract with backend,
frontend, escrow
suppliers & registrar
ICANN community
memberships

Budget — travel
expenses, contracts,
membership fees,
registrations, legal fees
Continually promote
awareness of the
Application project

10 Years

Regularly review

— your domain strategy

— TLD operations with
suppliers

— supplier contracts

— budgets

Diarise regular

compliance & ICANN

event dates

Backend & frontend

suppliers talk to each

other & you

Plan any migrations

over to your new TLD

Continually promote

awareness of the TLD

sky
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Establish a domain strategy & business case for applying for a dotBrand TLD
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Application for a TLD - recommendations from a dotBrand that has the t-shirt

Establish a domain strategy & business case for applying for a dotBrand TLD

* Research Brands
currently using their

dotBRAND
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Brand Registry Group

(BRG)
¢ Start the chat with
your main Legal,
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Discovery

Run a feasibility study
Use a corporate
registrar to project
manage the study
Agree the business
case & budget for
Application/TLD
delegation processes
NDA everyone
involved in the study
Agree who will decide
to go ahead

Keep talking to the
main stakeholders
about the Application

Decision

Showcase the study
findings to the decision
makers

Make the decision &
obtain agreement from
all main stakeholders
Affirm continued
sponsorship

Agree which team will
have responsibility for
the overall management
of the TLD in the long
term

Continually promote
awareness of the
Application project

Application

Use a corporate
registrar to manage the
Application &
contracting with ICANN
Contract with backend,
frontend, escrow
suppliers & registrar
ICANN community
memberships

Budget — travel
expenses, contracts,
membership fees,
registrations, legal fees
Continually promote
awareness of the
Application project

10 Years

Regularly review

— your domain strategy

— TLD operations with
suppliers

— supplier contracts

— budgets

Diarise regular

compliance & ICANN

event dates

Backend & frontend

suppliers talk to each

other & you

Plan any migrations

over to your new TLD

Continually promote

awareness of the TLD

Incorporate your TLD within your company's overall domain name strategy

©2021 Sky



Why organisations like their

dotBrand Brandzes
Choice & Brand
- availabilit ran
Security g authenticity
Flexibil Ity Control Differentiate
Consistency Reduce
g,aeea’ ZO reliance of
”ZM@Z secondary
Brand market
Portfolio recognition _
J Innovation

streamlining



DotBrands in Action
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Alexa rankings provide an indication of popularity of websites based
on traffic levels estimated over a 90- day period.
Examples (Alexa rank, March 2021): ‘

LA s s ek o 2ok o st et arlk virs g esme Yo savice £ 108 Agences reser euverts doas e e pnde
A o s Contaan oe IRt SO NGOV, B
e Madurgun

e about.google (ss7)
e express.dhl (1062) w.. —

m:';:‘* VOoNno ©SBI
* mabanque.bnpparibas (1o15) I
' 6 bradesco BAATecE
wmem 0 Os Miifios !
emmems @ 0S S€US dias %

e yonobusiness.sbi (4sss) L

Vejo w i 08 NOSSOS
nos € apro

e banco.bradesco (4929)

@@0 @@ﬁ



http://about.google
http://express.dhl
http://mabanque.bnpparibas
http://yonobusiness.sbi
http://banco.bradesco

DotBrands in Action
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Alexa rankings provide an indication of popularity of websites based
on traffic levels estimated over a 90-day period.
Examples (Alexa rank, March 2021):

= yono osBI

e sbiyono.sbi (7s3s)

e home.kpmg (7664)

e oui.sncf (790s)

o chime.aws (s34s)

DotBrand domains are registered for a purpose —

and engender trust with Internet users.



http://sbiyono.sbi
http://home.kpmg
http://oui.sncf
http://oui.sncf

DotBrands in Action
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The status of services and mobile applications is becoming a common
online feature for many brands, particularly those offering B2C services.

DVAG and Barclays illustrate the use of clear and memorable dotBrand
domains to cover this:

www.status.dvag www.status.uk.barclays

Our service status

b
V Deutsche See how well our services are working
Vermogensberatung
k below for service status updates, If our services aren’t working
)( he Bardla; Onln



http://www.status.dvag
http://www.status.uk.barclays

DotBrands in Action
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A pOpL”ar use Of www.joinus.barclays
dotBrand domains is v, careers.teva
for graduate and B

www.recrutement.leclerc

recruitment sites

www.jobs.lid|




DotBrands in Action
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Helping users find content and specific information is a practical and helpful
way to use a dotBrand, as shown by Audi and Canon:

www.find.content.audi WWW.0ip.manual.canon

audi

~
3

imageRUNNER ADVANCE DX

et Colour
© mogePRESS Ly
Welcome to oc
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content.audi é d oz
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s ©Cs760i
\ s ©c7780i /
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° .
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@ LASER CLA
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http://www.find.content.audi
http://www.oip.manual.canon

DotBrands in Action

Brand &

Sky QCCC‘SS‘\IDM:‘/ Home What'sonTV TV Highlights Low Vision Features News

www.skyaccessibility.sky

Promoting the ways Sky Sky Accessibility

h e I ps its C u Sto m e rs W | t h services are fully inclusive and easy for everyone to use. So, if

you or someone you know has a disability, or might just
benefit from some additional support or custom features,

disabilities enjoy access
to their services.



http://www.skyaccessibility.sky

The next round - time to move

forward Brand&g

Subsequent Procedures PDP Working Group

e Open membership model: 250 members and
observers

o 37 staff policy support and staff observers

e 245 meetings, over 5 years to address multiple
topics

e Community input from 6 Public Comment
periods and outreach to ICANN community



The next round - time to move

forward Brand&;”

Final Report

s with all but
or consensus

e Package dellvere
one achlevm
(16)

o Approved o a%’%

,,z" Py

 lIssue ' Issue - Council ,‘. s {
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y the GNSO Council.




The next round - time to move

fo r'w a rd Brand &g

Implementing the Recommendations
e Changes include:

o Registry Service Provider Pre-Evaluation
o Predictability Model
o More robust Applicant Support Program

o String Similarity Review: Singular/plural versions of a
word

o Improvements to Community Priority Evaluation



The next round - time to move

forward Brandsg

Implementing the Recommendations

e Basic foundation of New gTLD Program similar

to 2012
2\
 Juki] ®

e Adapting and improving
Pre-2012 Rd2012 Rd2022 Rd2025 Rd2028




The next round - time to move

fo rwa rd Brand s

Implementing the Recommendations

e Challenges ahead not just for the next round
but ongoing

e Continuous improvement approach



The next round - time to move

forward Brandés

DNS Abuse - an ongoing issue

e An important area for ICANN to be involved

ICANN community needs to play their part in
addressing/managing DNS abuse

e This should not be a barrier for new entrants

nased of prior incumbents track record

Recognise different registry models - one size
fits all approach is not appropriate



The next round - time to move

forward Brandsg

e DNS Abuse and different registry models

e Open access
e Commercial
« highly distributed channel

Abuse

e Limited access
e low/non commercial
e focused distribution channel

Restrictions



The next round - time to move
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Moving forward

e Board approval - support the multi-stakeholder
consensus recommendations

e Use the experience and knowledge of the last
round to expedite implementation

e Provide predictability - commit to new
application window timeframe



BRG CONNECT
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Edition 2 March 2021

Community BRG CO/\/NECT

b ri ef i n g Brand Registry Group - ICANN Community Update

Time to move forward with the
next application round

BRG Connect

BRG Connect is your industry
brief focused on dotBrands
and this unique registry model.

For more information, got to
www.brandregistrygroup.org.

BRG @ ICANN7o

Come and join our BRG
Community Session at
ICANN70 on Monday 15
March, 14:00 UTC. Register to
attend via the ICANN's
meeting page - https://

70.schedule.icann.org
With over five years of work behind it, the Subsequent Procedures
. PDP WG was rewarded with the GNSO's unanimous approval of
User AdOpthﬂ - their Final Report, steering the course for new application rounds.
dotBrand domains This collective work of the community has not only helped refine
are p()pular and the approach to the next rounds but also witnessed the multi-
trusted stakcholder process in action. Typically, this means that parts of the
................................................ community are equally displeased with the set of outcomes, which is
Alexa rankings provide an safe to assume has happened in this important policy work process.
indication of popularity of Recognising the efforts of this group, the BRG is thankful for the

websites based on traffic levels work completed and the dedication of all those involved.



About the BRG
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Insight. Collaboration. Representation.

Whether you already have a .brand registry or plan to apply at the next opportunity, the Brand Registry Group is a
natural home for you. Engaging with like-minded peers and leading global brands, you can get the most value from
your .brand investment.

Insight

e Exclusive .brand case studies, implementation guides and research papers to share with your organisation.

¢ Instant access to a range of industry experts and advice for any questions you may have.

¢ Member newsletters covering .brand news from around the world.

o Invitations to exclusive webinars and events hosted by guest experts covering a range of relevant topics for
your .brand.

Collaboration

Access to our private mailing list to ensure timely access to all new information.

Our network includes the largest brands in the world.

Monthly member meetings to provide you with updates and an opportunity to raise any queries.

Ability to join our sub-committees that cover specific topics in greater detail for the benefit of all members.

Representation and Advocacy

e Representation within the ICANN community on a range of technical and policy matters, including access to the
ICANN Board.

¢ Continued monitoring of the landscape to ensure your needs are being met.

e Advocacy of the benefits of .brand within the global technical community.

e Access to participate in ICANN'’s Registry Stakeholder Group (via the BRGs Associate Membership).



Questions
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Brand Registry Group
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1€ ASSOCIAL

brandregistrygroup.org

info@brandregistrygroup.org <:><:>
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