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NEW gTLDs
WHAT THEY MEAN,  
WHAT YOUR OPTIONS ARE 
AND HOW TO INVEST WISELY



?
I N T R O D U C T I O N  

Over the next few years, .com, .net and the other domains  
business and consumers have come to rely on will be joined  
by thousands of new domain name extensions. What exactly  
do these domain extensions – known as new generic  
top-level domains (gTLDs) — mean for your business?

Your company’s domain name is central to 
your online presence and one of your strongest 
marketing assets. With new gTLDs adding a 
layer of complexity to your domain investment 
decisions, it’s important to know exactly how 
these new options could impact your online 
marketing and your brand. That’s why many 
businesses like yours are concerned about 
making the right decision about their domain 
names.

For most businesses, a website is seen as critical to success. 
In fact, businesses that engage customers online expect to grow  

40 percent faster than those that don’t, according to Boston Consulting Group.

The new naming options are quite broad, ranging 
from .bike and .photography to .services and 
.vegas. The still-evolving environment around new 
gTLDs creates some uncertainty about whether 
and how to use these new extensions. 

To determine what the right approach is for your 
business, you’ll first need to understand what 
questions to ask.
  

When choosing to establish your online presence or complement your existing online 
presence, it is important to understand all of your options and which questions to ask. 

         T H E  B A S I C S 

ASKING THE RIGHT QUESTIONS

1. What 
are new 
gTLDs?

2. How 
many new 
gTLDs will 
there be? 

3. What  
could new 

gTLDs mean 
for my 

business?
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THE
DOMAIN 
NAME 

LEADER

As the global 
leader in domain 
names, Verisign 

powers the 
invisible navigation 
that takes people 

to where they  
want to go on 
 the Internet. 

For more than 
15 years, Verisign 
has operated the 
infrastructure for  

a portfolio of  
top-level domains 
that today includes 
.com, .net, .tv, .edu, 
.gov, .jobs, .name 
and .cc, as well  
as two of the 

world’s 13 Internet 
root servers. 

Verisign’s product 
suite also includes 

Distributed 
Denial of Service 

(DDoS) Protection 
Services, 

iDefense Security 
Intelligence 

Services and 
Managed DNS.

A top-level domain, or “TLD,” is any extension  
seen at the end of a Web address, to the right  
of the dot. A generic top-level domain, or “gTLD,”  
is a TLD category traditionally composed of 
extensions such as .com, net, .info and .name. 

The new options for domain extensions are quite 
broad, ranging from geographic-based extensions 
such as .berlin to whimsical extensions such  

as .cool. There are also domain name extensions available in non-Latin  
scripts such as Arabic and Japanese.

“Distributed” new gTLDs may be most applicable to business owners, since 
these are the domain extensions in which the public may be free to register 
domain names. “Non–distributed” new gTLDs – meaning the companies 
operating these will use the TLD themselves and not open them up for public 
domain name registration – are typically brand oriented domains referred to as 
.brands, such as .volvo or .macys.

It is estimated there may ultimately be more than  
1,300 new gTLDs, and the program may expand 
further in the next few years. The first 150 were rolled 
out by the middle of the first quarter of 2014, and new 
extensions continue to roll out on a near-weekly basis.

For instance, how will my customers react to new 
gTLDs? Will new gTLDs be reliable and secure?  
How might a new gTLD affect the equity I have  
already built  into my current domain name?  
What about search engine optimization (SEO)?  
And ultimately, how do new gTLDs affect my  
overall online presence? 

With potentially more than 1,000 new extensions hitting the market by  
the end of 2014, business owners should consider all of these questions before 
committing to establishing their online presence on any TLD, and especially 
those that remain unproven from various standpoints, including security, stability, 
customer credibility, SEO and return on investment (ROI), to name a few. 

1. What 
are new 
gTLDs?

3. What  
could new 

gTLDs mean 
for my 

business?

2. How 
many new 
gTLDs will 
there be? 

3



As with any major business decision that affects your brand, your sales, or your customers,  
deciding how to best represent your business online often means asking thoughtful questions.  
While the most critical questions around new gTLDs may appear to involve the customer experience, 
in reality, the back-end issues – especially performance, reliability and security – are equally important. 
ROI is never simple to calculate, especially when comparing a known entity – like a .com domain – 
with something that isn’t yet recognized or proven. The best way to reduce risk and maximize benefit  
is to fully understand how to evaluate each aspect of how a gTLD is likely to impact your business.

How will customers respond? 
Any website strategy naturally touches on the customer experience – from how a customer 
will find your Web address to whether they’ll trust it. With regard to new gTLDs, however,  
the early evidence paints an unclear picture.

In 2013, an industry survey found 63% of small to mid-sized business owners were unaware 
that new gTLDs will be available. Not surprisingly, preferences are not yet established. With 
.com being so widely recognized and trusted, the SCORE and Verisign survey shows many 
would prefer to stick to .com domains rather than adopt new gTLDs.

When considering whether your customers will react positively to new gTLDs, your  
answers to two primary questions deserve consideration: Will customers easily find  
and recognize these new domains, and will your customers trust them?

Potential for Customer Confusion
The rapid introduction of hundreds of new gTLDs will 
undoubtedly be confusing for even seasoned users and  
much more so for the less Internet -savvy. 

A 2013 industry survey found that a majority of respondents 
believe new gTLDs will make the Internet more confusing to 
navigate.

The SCORE and Verisign survey had similar findings, with 81 
percent of website owners indicating that new gTLDs will be 
confusing to their customers and Internet users. As the expansion 
of gTLDs brings about a massive range of new – and often similar 
– domain extensions, there is increasing likelihood that consumers 
will be unsure which new gTLD extensions are correct.
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WHAT’S IN A NAME? 
History shows that making changes 
to an online brand can come with 
challenges. Overstock.com famously 
faced this issue with its switch to 
O.co. The company expected it would 
be easier for customers to remember, 
and launched an extensive marketing 
campaign behind the name change. 
Despite this, 8 out of 13 people 
intending to go to O.co went to O.com 
instead - which wasn’t registered by 
Overstock. Six months later, the O.co 
experiment was largely abandoned.
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FOR EXAMPLE: Will a pizza shop in New York choose 
JoesPizza.NYC, JoesNYC.pizza, JoesPizza.Menu, 
JoesPizza.Restaurant or one of the other applicable 
combinations? What happens if the shop’s owner  
registers one and someone else registers the other?  
How will customers know which domain is correct?  

For the customer, the sheer number of potential options to reach Joe’s pizza could be overwhelming,  
and potentially prohibitive to remembering the correct Web address for Joe’s Pizza. As a result, Joe may 
find his business best served by sticking to the .com or .net domain extension to which customers tend  
to default when remembering or typing in Web addresses. 

Of course, Joe may choose to avoid this confusion by simply purchasing all domain names applicable  
to his business. Putting the significant cost of this plan aside, there will still be uncertainty in the mind  
of a consumer among these choices. To reassure customers that they have arrived at the correct site,  
Joe may decide to continue his branding efforts around his current Web address, or simply redirect any 
new domain names he registers to his current Web address.

Potential to Compromise 
Customer Trust 
If you have a great website but it uses an extension 
that consumers do not immediately recognize or deem 
trustworthy, the success of your website will be affected. This 
may not readily apply to .brand TLDs which are well-known 
trademarks used by its company as a domain extension (e.g. 
.Volvo or .Macys).  Almost three quarters of consumers stated 
they would be very or somewhat comfortable navigating to 
URLs with extensions identifying well-known brands based 
on an internal research study commissioned by Verisign.

In the case of gTLDs in general though, recent data 
supports the fact that end users can be particularly cautious 
about visiting a website with an uncommon extension.  
 
A SCORE and Verisign survey found that 94% of Internet 
users feel safe visiting a .com website in contrast to the 33% 
that would feel safe visiting a new gTLD website.
 
Can you afford to lose a good portion of your website visitors 
due to your domain name?  In the face of these challenges 
and potential issues, businesses like yours may decide 
to adopt a “wait and see” approach. This allows them to 
monitor how consumers react to new gTLDs overall, and 
then determine if the risk is worth taking. The trust factor may 
take time to resolve, and it won’t be helped by a surrounding 
sense of confusion, as consumers and businesses try to 
figure out these new naming structures.

THE BOTTOM LINE
When it comes to your website,  
make sure your customers feel 
that they can trust your site, 
aren’t confused about your Web 
address, and won’t wonder if 
they’ve reached the right business. 
The fact that new gTLDs have not 
yet had the opportunity to prove 
they are trustworthy in the minds 
of consumers, combined with the 
sheer numbers of new gTLDs being 
made available all at once, could 
make it challenging for customers  
to recognize and remember yours.  

It continues to be a prudent 
move to watch for these new 
gTLDs to achieve an established 
positive track record of consumer 
recognition and operational 
performance before considering 
any of them good candidates for 
your business’s primary domain. 
If you want to pursue new gTLDs 
now, start by finding a couple that 
are logical for your business and 
register them to complement your 
existing name as redirects to your 
current website.

             JoesPizza.NYC                                      JoesNYC.pizza

            JoesPizza.Menu                              JoesPizza.Restaurant
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How will search results be impacted? 
In the current online environment, everything is about search. If a website does not have a high search 
engine ranking, it can be hard for any company – especially small and medium-sized businesses 
– to conduct business online. Consumers’ reliance on search illustrates how critical search engine 
optimization (SEO) is to online businesses. SEO is a methodology for naturally improving a website’s 
ranking in search engine results. Today, SEO considerations pervade virtually every facet of your online 
presence – from website design and development to content – and yes, your domain name. 

According to a survey by SearchEngineLand.com, over a 12-month period in 2011-2012, 85 percent 
of consumers used the Internet to find local businesses, and one in six consumers use the Internet 
every week to find local businesses. In addition, according to Forrester Research, 54 percent of 
consumers typically turn to search engines like Google or Bing to find websites – far more than  
they turn to social media, website links, email or other options.

These statistics highlight just how much search matters, so if you have a successful domain name, 
be sure to protect your investment. Remember that the search results and traffic you already enjoy 
from your website may not automatically or easily transfer to a new domain, especially a new gTLD. 
Matt Cutts, Google’s search engineer, commented: 

     “I do not expect a new TLD to get any kind of initial preference over  
       .com, and I wouldn’t bet on  that happening in the long term either  

[…] you shouldn’t register a TLD in the mistaken belief that you’ll  
get some sort of boost in the search engine rankings.” 

If you have an established business and search ranking with your current Web address, consider  
the business risks of losing that momentum if you change your name.

THE BOTTOM LINE
The influx of new gTLDs in the market leaves online businesses and consumers uncertain of how 
search engines will handle these new domains and how Internet search may evolve. There’s no 
evidence to suggest that new gTLDs will improve search rankings, and serious concerns remain about 
the potential negative consequences of rebranding. 

Your SEO strategy is an investment, possibly involving several years spent creating content, generating 
backlinks and optimizing your website. Consider the impact and potential pitfalls of rebuilding your 
website on a new domain name, with the understanding that the SEO equity you’ve built may not 
necessarily transfer automatically or easily. If you decide that new gTLDs are a fit for your domain 
strategy, consider keeping your website on at its current Web address, and redirect your new domains 
to your established website to protect your original website’s history and its SEO value.
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Are new gTLDs worth the potential costs? 

Price-wise, not all TLDs are created equal. 
The average consumer can find a .com or .net domain for about $13 and $10 per year, respectively. 
In comparison, new gTLDs have thus far been priced from approximately $14.99 to $69.99 during 
pre-registration. 

Prices increase drastically if you are a trademark holder looking to secure your brand’s gTLD, or 
if you “priority” pre-register a more “popular” domain name. Early evidence indicates that some 
registries plan to charge trademark holders up to $25,000 per registration during the sunrise period 
– during which trademark holders can purchase domain names before they are made available to 
the general public. 

But even with these high prices, there’s no guarantee businesses will be able to register their 
domain name of choice; if two or more entities claim the same domain name during the sunrise 
period, the name may go up for auction – potentially driving the cost even higher. The pre-
registration option that is offered by registrars is often used more to gauge interest in a particular 
gTLD than to reserve it for an interested buyer. With no clear ROI and serious doubts about new 
gTLDs’ overall prospects for long-term competitive success, many businesses may question if the 
added cost is worth the investment.
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THE BOTTOM LINE
At this stage, the costs of  
many new gTLDs appear to 
be inflated and depending 
on the specific domain, could 
cost significantly more than 
established TLDs. For most 
businesses, combining the  
cost with uncertainty around  
the overall viability of new gTLDs 
could make it challenging to 
justify the investment.
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Security and Reliability: New gTLDs, New Risks 
One of the questions a business owner may not think to ask about new gTLDs is their reliability. Most 
take the performance of a TLD for granted because .com and .net have had 100-percent availability 
for the past 15 years. 

However, the new TLD expansion will introduce new 
domains and new domain name operators that are 
unproven in terms of their reliability, and which may be 
more likely to experience downtime or outages due to 
cyber attacks, technical issues or other factors.
The impact of your domain name operator suffering from an outage is that your customers cannot reach 
your business online. If your website cannot be reached for a few days, hours or even minutes, your 
business and your bottom line could be severely affected. For example, during Amazon’s 30-minute-
long outage in 2013, it was estimated the company lost approximately $2 million in sales – that’s 
about $66,240 per minute. While the revenue loss from a website being down differs from business to 
business, small and medium-sized businesses like yours may find it harder to recover from the potential 
loss of productivity, customer trust and revenue than larger companies. 

A proven track record of uninterrupted availability and operational accuracy is the best predictor  
of a reliable TLD partner for your business. For instance Verisign, who has been operating .com and 
.net with 100% reliability for more than15 years, will provide the back-end operational services for some 
of the new gTLDs. Only those new gTLDs operated by Verisign will display “powered by Verisign”.

THE BOTTOM LINE
Businesses need to know the track record of the 
companies behind their TLD and have confidence that 
they are conducting their daily business operations on 
secure and stable infrastructure at all times. No matter 
what domain you choose, make sure it’s backed by a 
reputable operator that values its customers and has 
invested in its infrastructure for future success – and not 
one that is likely to turn a profit and quickly hand over the 
operations to the highest bidder.

$
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C O N C L U S I O N :  B U Y E R  B E W A R E

The emergence of new gTLDs is a major point of discussion for 
marketing strategists, business owners and the Internet community. 
As it stands today, the high degree of uncertainty makes it 
difficult to justify any investment in new gTLDs – especially since 
established TLDs still provide enormous value and abundant 
opportunity to help your business grow.

New gTLDs may present an opportunity for businesses and 
individuals, but just like with any new technology, there will be 
growing pains. Until evidence proves otherwise, established TLDs, 
like those powered by Verisign, are still the most trusted, reliable 
and effective investment for a primary online presence, based on 
all of the most critical criteria: security, cost, ROI and ultimately  
the ability to find and serve customers. 

For more insight on how to choose a great domain name and  
build your online presence with the domains that define the 
Internet, visit VerisignInc.com.
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