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Vision & Mission

e Qur Vision

* To create a world where .brands create a safer, more secure and more trusted
internet for companies and consumers alike

 Our Mission

 To help companies identify and implement the significant benefits of .brands

 To educate consumers that .brands offer unprecedented trust when communicating
with the brands they use in their day-to-day life

 To lobby and support ICANN to deliver the next round of TLDs as soon as possible
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The Next Round is Coming: Time to Develop a

Strateqgy

 History of 2012 Round
* 1241 new TLDs Delegated

* Around 500 of those were dotBrands

» dotBrands made up of ~ 40% of all TLDs delegated

« 2012 dotBrand Strategy

» How were they going to use a dotBrand?

* Legal, IT and Marketing
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dotBrand Examples

« c o Secured @ hitpsy/www.es.abbott * & @

- Barclays

Abbott PRODUCTOS  ACERCA DE NOSOTROS

* home.Barclays

* Another 120+ .Barclays domains registered g : Eosfgﬂfﬁ:ﬁemwgo

* Abbot
« es.abbot

» Using second level for country : scansssor

noeom

« Deutsche Vermogensberatung Aktiengesellschaft (DVAG)
» Over 5,500+ .dvag domains registered

» Majority are second level domains for financial advisors eg. annett-weigel.dvag
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http://home.barclays/
es.abbot
annett-weigel.dvag

.FOX Internal Examples

[ ] Inte rnal Usage <« C (0 © secured @ https://www.one.fox/member/category/29 # o @ o =»0O|
8% one Fox svedtems 8 otcatons
- -
« 219 .FOX Registrations
- -
* 113 Active Websites
Fox = ®
. Resums ren FOX Eats @}u g};){(jig;;ﬁ;z W Re;l;};f}lﬁ?hig); ‘Animation Domination
|
* Internal Security Strategy & 9
okta [
T

And then there were two ... The

Search posts

@NASCAR Trucks Series hits
@HomesteadMiami this
weekend with just & races
remaining and @ more chance
for @ drivers to punch their® to

My Content

CATEGORIES L]
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ICANN78 Hamburg

ICANN Timeline for Next Round

New gTLD Program: Next Round Implementation Timeline
2023 2024 2025 2026
Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3
» Aplluﬂ -pu:auu-
Applicant Support ASP ap) ion AsP
Program submission submission
L=l period opens period ends
A A A A
Registry Service RSP Evaluation RSP Evaluation RSP Evaluation
Provider (RSP) application submission  application submission list of providers
Evaluation period opens period ends published
A A A
i Drl_ft Applicant Publication
lemeon ST L

Q4
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Engaging Internal Stakeholders for

Success
Product Introduction Process: From Ideation to Go-To-Market

Peter LaMantia: BRG Board Director. Authentic WebInc. peter@authenticweb.com




How to Develop and execute a Brand TLD Strategy

1. Establish a Shared Vision

2. Sponsor and Champion

3. Product Introduction Process
Gap - Ideation
Strategic Plan
Execution Plan

Go-To-Market
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Shared Vision ¢ From Sponsorship to Team

1 INNOVATION VISION

» STATUS  FUTURE STATE - VISION. ox0
- WHY .BRAND ? BUSINESS CASE: TCO and OPPORTUNITY SPONSOR

2 EDUCATE LEADERS: MARKETERS - BRAND - P&L - TECHNOLOGY
Growth Leaders

* “DOMAINS ARE A PAIN”,“I DON'T GET IT" CHAMPION \
« EDUCATE: TRUSTED « AUTHENTIC « SECURE - USE CASES A

3 IDEATION « STRATEGY * GO-TO-MARKET / Strategy * Plan - Execution

« PROJECT: BRAND REGISTRY INTRODUCTION PATH / CROSS FUNCTIONAL TEAM
« OUTCOME: ALIGNED PLAN
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Why Brand TLD ?

PROPRIETARY - TRUSTED - SECURE - CONTROLLED - SCALABLE
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BRAND TLD STRATEGY

Total Cost of Ownership

Time
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WHY ADOPT BRAND REGISTRY STRATEGY?

1. DEFENSIVE: Strategy, security and cost control

2. OPPORTUNITY: Use cases to support growth and innovation
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Business Case

TOTAL COST OF OWNERSHIP
CONSUMER TRUST

\

I DIFFERENTIATION

2

TOPLINE REVENUE

CONTRIBUTION MARGIN
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Business Case: Do the Math

TCO

Revenue
+ Margin

$1,500,000
$1,300,000
$1,100,000
$900,000
$700,000
$500,000

$300,000

Cummulative TCO: Domains, DNS, TLS and Brand
Protection

$1,272,493
$1,189,304

$1,094,013
$1,004,398
$911,261

$844,092 s777.018
. $738,892

$681,572 $618,497

’ $564,913

Year 0 Year 1 Year 2 Year 3 Year 4 Year 5

—&—Status Quo  —®=—Brand TLD Strategy

$6,000,000
$5,000,000
$4,000,000
$3,000,000
$2,000,000
$1,000,000

S0

Topline Revenue Impact - Over 5 Years

Year 1 Year 2 Year 3 Year 4 Year 5

W Marcom M Channel Social M Branding M Other Programs

$450,000
$400,000
$350,000

Brand TLD Total Cost of Ownership

$404,008  $409375  $413,956  $418,617

$423,359

/—d

$300,000 ¢33 040

$250,000
$200,000
$150,000
$100,000
$50,000
S0

$130,162  §13p,046  $133,968  $135928

Year 0 Year 1 Year 2 Year 3 Year 4

—8—Base Case —0— Aggressive

$137,927

Year 5

$3,500,000
$3,000,000
$2,500,000
$2,000,000
$1,500,000
$1,000,000

$500,000

S0

Contribution Margin/Profit - Over 5 Years

Year 1 Year 2 Year 3 Year 4

® Marcom ®Channel mSocial mBranding M Other Programs

Year 5

Brand &g



Brand Registry Introduction Path ™

A stage gate project methodology to introduce new technologies and products.

A . , » » Registry
\ Authentic A © 2023 Authentic Web Inc., All rights reserved. .  peter@authenticwe b.com ra n roup



Brand Registry Introduction Path ™

People Who is on the bus? Who is driving the bus ?

Story What are the Top 3-5 opportunities ?
Process What are the Top 3-5 challenges ?
Money What is our budget ?

N i — i : Registry
.) Authentic . © 2023 Authentic Web Inc., All rights reserved..  peter@authenticweb.com ra n roup



Brand Registry Introduction Path ™

Py (C ) .
'y © >< I_l
Gap & Ideation Strategic Plan Execution Plan Go-To-Market

People Executive Operating Departments SUEE]
P Sponsorship Entities and Teams Experts
Registry Business Executable
Stor o
y Capabilities Objectives SSECESERO! Plan
e Planning and Project S Measure,
Communication Management y Analyze, Adjust

Operating

Money

Capital

(A

A . Registr
.) Authentic \Veb. 2023 Authentic Web Inc., All rights reserved..  peter@authenticweb.com “B ra nd ﬁUP y



Brand Registry Introduction Path ™

People

Story

Process

Money

GAP and IDEATION

IDEATION EXECUTIVE
TEAM = SPONSOR (s)

BRAINSTORM BUSINESS
TO PERSONA OBJECTIVES
IDEATION ALIGNMENT
TO GTM & APPROVAL
PROJECT
BUDGET $

BRAND, IT,
PRODUCT
MARKETING

PROBLEMS
TODAY

GATES &
TIMELINES

INTERNAL and EXTERNAL

CHAMPION

REGISTRY
CAPABILITIES

VENDORS
& SYSTEMS

STRATEGY
FORMATION

OPERATING
ENTITIES

USE CASES
& ROI

PROJECT
MANAGE

EXECUTION
PLANNING

EXTERNAL

IGNORE
CONSTRAINTS

ADJUST
CYCLE

GOTO
MARKET

AM. Authentic

© 2023 Authentic Web Inc., All rights reserved. .

peter@authenticweb.com
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Brand Registry Introduction Path ™

@) GAP and IDEATION
STRATEGIC PLAN

EXECUTION PLAN

£\ N\ N

GO-TO-MARKET

Registr
C . © 2023 Authentic Web Inc., All rights reserved..  peter@authenticweb.com B ra n d roup y
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Work Back Schedule: Time is Crunching

I Gap & Ideation

Business Case

I

Strategy

Execution Planning: R&D POC

Go To Market

Jan 2024 Jan 2025 Oct 2025 March 2026
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SUMMARY RECOMMENDATIONS

Brand TLD Strategy: Vision and Sponsor

Leadership: “Permission to Innovate”

Business Case. f8 DIFFERENTIATION
Brand Registry Introduction Path

—a Registr
.) Authentic . Brand roup 2

© 2023 Authentic Web Inc., All rights reserved.  peter@authenticweb.com



Sky Group & Sky Zero

« C 0 O secued @ hitps://www.skygroup.sky e @ e w0l
_,'l(y Unternehmen v  Presse v  BiggerPicture v  Karriere DarkMode @ a

C O © Secwed & https:/jwww.skyzero.sky/food

@
%
o0

Unsere Geschichte  Mache Mit Was Duliebst ~  Sport

Dies ist unser Zuhause.

Die Gelegenheitpeszurettenyistjetzt.

Genielde gutes Essen, das die
CO2 Bilanz entlastet

Nahrungsmittel sind eine einfache Moglichkeit, um Deinen CO2 FuRabdruck zu

verbessern. Es ist gar nicht so schwer leckeres Essen zu genief3en, neue

Lieblingsgerichte zu entdecken und einen gestinderen Lebensstil fir Dich und
Aktuel IeS unseren Planeten zu fithren. Méglicherweise sparst Du sogar etwas Geld.
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