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¶ Fage launched their dot brand domain name with a combination of regional 

marketing websites and of domain names redirecting to specific content. 

¶ Over 60 domain names were created. The meaning of these domain names combine 

products, keywords or sub brands from Fage. 

¶ Fage tends to launch new domains as basic waiting pages, progressively configured 

to redirections. 

¶ Fage is originally a Greek brand, but is only using Latin character domain names 

¶ Fage launched a new website look and feel. The new websites are progressively 

deployed on legacy gTLD, and after a few weeks, the URL are shifted to the new 

gTLD. 

 

 
 

 
 
Fage International S.A. (Greek: ʊʱʴʶ) is a Luxembourgish dairy company and one of the 
major dairy brands in the country. It is headquartered in the City of Luxembourg. It 
manufactures dairy products including milk, yogurt and ice cream. The word ˒ ʱʴʶ 
(pronounced "fa-yeh") is both the singular imperative verb meaning 'Eat!' and the initials 
ʊΦɮΦɱΦɳΦκCΦ!ΦDΦ9Φ  όʊʽ˂ʾˉˉˇˎ ɮʵʶ˂˒ˇʾ ɱʰ˂ʰˁˍˇˁˇ˃ʽˁʷˌ ɳˉʽ˔ʶʽˊʺˋʶʽˌκϦCƛƭƛǇǇƻǳ Adelphoi 
Galaktokomikes Epicheiriseis" or "Filippou Bros. Dairy Co."). 
 

In the late-1990s, with its popularity, Fage began marketing its products and began selling in 
Belgium, France, Germany, Italy, the Netherlands, and the United Kingdom. From 2001, its 
immense popularity even outside the worldwide Greek community and diaspora led to its 
introduction in the United States where it has located its headquarters in Johnstown, NY. 
The yogurt was later featured in Saveur magazine. 

In the United States, it is featured in many magazines and books promoting healthy eating. 

In October 2012, the company announced that it would be moving its headquarters out of 
Greece to Luxembourg.  

 

  

https://en.wikipedia.org/wiki/Netherlands
https://en.wikipedia.org/wiki/Johnstown_(city),_New_York
https://en.wikipedia.org/wiki/Saveur


  

 

 
 
Fage dairy products are produced in Greece and the United States, and sold in 29 other 
markets globally, including the United Kingdom and Italy. Fage owns subsidiaries in 5 
countries,  

- USA 
- UK 
- Greece 
- Italy 
- Germany 

 
The distribution in other countries is run by third party companies, such as Fresh Food 
Village in France. 
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FageΩǎ company organization is mirrored in their digital presence. The international website 
includes the corporate information ς investor, financial news. The product catalogue, the 
brand content such as recipes, and local company information are displayed on regional 
websites for the main countries where Fage is distributed. The local presence is also 
supported via local social media profiles. 

- Germany : Facebook, Youtube and google + 
- Italy : Facebook, Youtube 
- Greece : Facebook, Youtube and google +, Pinterest 
- UK : Facebook, Youtube and google +, Pinterest, Instagram, Twitter 
- USA : Facebook, Youtube and google +, Pinterest, Instagram, Twitter 
- Mexico : No dedicated social media profile 

 

 
Figure 1: άFǊŀƴŎŜέ page from markets.fage.eu main page 

 
The other countries are not represented via a website but by a simple page in the section 
άƛƴǘŜǊƴŀǘƛƻƴŀƭ ƳŀǊƪŜǘǎέΣ showing the available products. 
 
  



  

 

 
 

2.4.1 Application 

Question 18 of the application for a new gTLD was about the mission and purpose of the 

new Top Level Domain name 

Fage answer to that question was ς back in 2012 :  

 

To further enhance its reputation and leadership position, Fage International S.A. seeks the 

proposed .FAGE gTLD as a restricted, exclusively-controlled gTLD for the purpose of 

expanding Fage International {Φ!ΦΩǎ ability to: 

ω create a connected digital presence and personalized brand experience for customers and 

other business partners; 

ω deliver product and service ƳŀǊƪŜǘƛƴƎѷŀŘǾŜǊǘising; 

ω enable marketing campaign activation; 

ω facilitate secure interaction and communication with individuals and entities with whom 

Fage International S.A. has a business relationship; 

ω improve business operations; 

ω simplify Internet user navigation to information about Fage International S.A. products and 

services; 

ω demonstrate market leadership in protecting customer privacy and confidential 

information online; and 

ω meet future client expectations and competitive market demands. 

 

2.4.2 Process and dates 

 

Fage was delegated on August 8, 2015 

Spec 13 was successfully requested on 19 August 2014, and contract was signed on 18 

December 2014. 

Afilias is providing the back end. Fage domain names are registered by CSC 

 

Fage registered 65 domain names between June and August 2016. 

 

2.4.3 Nic page 

 

The nic page for fage has a timeout error message.  

 
  



  

 

 
 

Our proprietary multidimensional radar analysis analyses all the .brand TLD across five 

criteria, and presents the results in the following chart: 

 

 
 

Figure 2: Multi -criteria analysis chart for Fage 

 
Content: As of Early October 2016. Google listed 664 pages for Fage, while Bing ranks a total 
of пΩппн. This makes Fage the 38th domains with most pages looking at ƎƻƻƎƭŜΩǎ page. A 
large number of sites are simple blank pages, and there are really only four websites that 
carry actual content. These sites were progressively migrated during the analysis. 
 
Popularity: Fage domains are not hugely popular. The most popular domain was usa.fage, 
and was ranked рфоΩллл most popular website. Even though the popularity of 
Deutschland.fage has increased since early Octobre, it does not enter in the άǘƻǇ 1 Ƴƛƭƭƛƻƴέ 
websites from Alexa. 
 
SEO: The average SEO tech score is 57 out of 100, which is fairly low, and makes Fage rank 
52nd position of good seo tech optimization. This is due to a large number of white pages 
that are progressively are converted into actual sites or redirects. The non-white pages 



  

actually have a good SEO technical score. There is a total of 17 inbound links ς i.e. links from 
other domains pointing to dot fage domains - which is relatively low compared to CERN who 
has мΩулл inbound links. The best ranked site when searching for the brand name is dot fage 
website. 
 
Taxonomy: Fage has developed an organized domain names structure. 
It usually associates singular and plurals (recipe and recipes), translations (ricetta in Italian, 
receta in Spanish, recipe in English and sintagi in greek).  
CŀƎŜΩǎ domain names use a large number of different semantics: Keywords such as recipe, 
or products such as yoghurt, as well as sub brand names such as splitcup or splitpot 
This give a relatively high taxonomy score to Fage. Even though Fage is a greek brand, there 
are no IDN domain names. 
 
Volume: Fage registered 67 domain names, which makes it the 13th largest dot brand. The 
only one that does not resolve is the mandatory nic.fage page. 30 active domain names are 
present in ŦŀƎŜΩǎ domain portfolio, even though most of these sites are actually simple 
white pages.  
 
  



  

 

 
 

 
It is possible to categorise the process that dot brands adopt as they populate their 

registries under three types or framework that are not mutually exclusive and can be used 

in conjunction with each other: 

 

1) Core domain framework: this can come in two forms: a single 

core framework and a multiple core domain framework. It 

appears that Fage is using this framework for their 4 main 

regional sites to date ς USA, Germany, UK and Greece. 

 

2) Added value domain framework: this features the creation of 

SLDs that support existing sites or landing pages. These new 

registrations complement legacy assets and are used in 

particular to generate traffic. Added Value domains can be used for campaigns, to 

promote events or to host marketing content. Sometimes Added Value domains match 

the branding of established mini-sites or microsites. Fage has not created any campaign 

microsite. They do have around 25 pages that are simple blank pages. These pages are 

more parking or waiting pages than actual added value domains 

 
 

3) Cloud of domains framework: this features the registration of SLDs which simply 

redirect to established pages of the primary websites. These domains do not have any 

unique content. Fage is using around 30 domain names to redirect the users to the 

content they were looking for.. 

 

  



  

 

 
 

4.2.1 Redirection within the new dot fage space 

 

As of October 2016, Fage was using 36 domain names to redirect to specific content : 

Some domain names redirect simply to the home page of a local website :  

Unitedkingdom.fage redirects to uk.fage 

 

Some domain names redirect to the precice content within the domain : 

Rezepte.fage redirects to http://deutschland.fage/rezepte 
Trikalino.fage redirects to http://greece.fage/tyrokomika/trikalino 
 

The domain name qualifies the content, via the meaning of the word itself, and the 
language, or the product name itself qualifies the country. In the case of United Kingdom 
and USA, the language is similar, but Yoghurt links to the UK  

 
Fagecrossover.fage redirects to a USA page : http://usa.fage/yogurts/fage-crossovers 
Fagetotalsplitpot.fage redirects to a UK page : http://uk.fage/yoghurts/fage-total-0-

split-pot 
 
All the redirects are 301 redirects ς i.e. permanent redirects. The 301 code, placed in the header of 
the http response of the initial page, tells the search engines that the users of this page / domain are 
transferred on a permanent basis to another page / domain. 

 

4.2.2 Redirection from previous domain names to the new ones 

 
The domain names that previously hosted transferred websites are now redirecting to the new gTLD 
 
Fageusa.com redirects to usa.fage 
Usa.fage.eu redirects to usa.fage- 
 

  



  

 

 
 

 

 
 
As of October 2016, the transition is in progress and Fage is using a combination of άƭŜƎŀŎȅέ 
and new gTLD. 
The domain name of the main international site has not been updated and is: fage.eu, that 
uses a third level domain name : international.fage.eu 
 

The migration to a new dot brand world has enabled Fage to keep the same global website 

architecture, while switching from a third level domain name organization to a second level 

domain split. Fage used to have regional codes on third level domain names - usa.fage.eu ς 

and is now using the same codes and wording at the second level of the domain names 

hierarch: usa.fage. 

 

 

 
 

The nic.fage domain was automatically created upon delegation, in August 2015. 

Fage then registered three domain names end of 2015 : 

- Home 

- Mail 

- Main 

 

62 additional domain names were created in July 2016, and one more in August 2016. 

Early October 2016, there were a total of 67 domain names in Fage registry. 

 

  



  

 

 
5.3.1 New website platform and new gTLD 

 

As these lines are written, in October 2016, Fage is in the process of deploying a new 

website with a new look and feel and also transitioning to the new gTLD dot brand domain 

name structure progressively.  

 

 
Figure 3: The previous Fage website regional design 

 

$ 
Figure 4: New Fage regional website design 

 



  

The transition has been made progressively. Fage migrates websites to the platform a few 
weeks or monthsbefore changing the URL from the legacy environment to a the new dot 
brand gTLD . 
 
The global transition started in August 2016, and two sites migrated in October 2016. 

 

Actual URL Previous URL Approximate URL 

Change date 

Website change 

timing 

International.fage.eu Unchanged   

Markets.fage.eu Unchanged   

Usa.fage Usa.fage August 2016 March 2016 

Uk.fage UK.fage September 2016 April 2016 

Deutschland.fage Deutschland.fage.eu October 2016 June ς Aug 2016 

Greece.fage Greece.fage.eu October 2016 May ς Aug 2016 

Mexico.fage.eu Unchanged   

Italy.fage.eu Unchanged  August 2016 

Figure 5: Main sites in the Fage ecosystem 

 

 
 

 
Figure 6: Usa.fage.eu website in March 2016 

 
 
  



  

 

5.3.2 Progressive redirection of domain names 

 
Fage progressively implements redirects from their new gTLD domain names into  
( excluding nic.brand domain ) 
 

 Before July 2016 August 2016 October 216 

Total domains 3 65 66 

Blank pages  58 26 

Actual websites  2 4 

Redirects 3 5 36 
Figure 7: Evolution of redirects, white pages and actual websites 

 
 

 
 

When launching the new website look and feel, Fage kept the same technical backbone 

technology: 

 

- The webserver is Apache 

- The sites have been developed on php 

- The CMS is Drupal 7. 

- The Analytics tool is Google Analytics, 

 
 

 
While Fage is originally a greek brand, and recipe is written ̀ ˎ˄ˍʰʴʺ and pronounced 

sintagi, Fage does not make use of IDN second level domain names. They rather use the 

greek phonetic transcription. 

 

The country name ς Greece ς is written in English and not ȺɚɚɎŭŬ..  

 
  



  

 

 
 

 
 
There is a huge discrepancy in number of pages identified in the sites by Bing and by Google. 

The main difference comes from a much larger number of recipes registered by Bing than by 

google. 

 

 
 

Figure 8: number of pages lists for usa.fage in bing and google 

 
 

 
 
There are two types of pages in the dot fage portfolio 

¶ A majority of basic white pages, used as a temporary parking solution for their 

domain names, which correspond to a certain SEO score that does not represent the 

level of effort carried out by the brand to optimise their websites. 

 

¶ Four elaborate pages and domains, optimised and content rich. These sites have an 

good SEO technical score, as they rank with a technical SEO value of 79 out of 100 

for uk.fage and 70/100 for usa.fage, which are very good values. 

 

The analysis tool noted some issues such as the absence of h1 headings as well as a loarge 

proportion of images without άŀƭǘέ attribute.  

 
 



  

 
 

 
 

The share of traffic generated by search on uk.fage is of 7.10% according to Alexa 

Keyword generating most traffic are : 

1. fage yogurt 
2. total 0 
3. fage total 
4. total yoghurt 
5. greek yoghurt 

 
The share of traffic generated by search on usa.fage is of 28.80% according to Alexa 

Keyword generating most traffic are : 

1. fage yogurt 
2. fage 
3. fage crossovers 
4. fage yogurt nutrition 
5. fage total 

 
 

 
 

The legacy domain is fage.eu, which is being split into multiple smaller websites ς usa.fage, 

uk.fage etc.. Every small website therefore has a smaller traffic than the global previous 

fage.eu website.  

We see a smooth transfer over the months of September and October, which corresponds 

to the activation of the site usa.fage. 

The less popular websites, such as Greece.fage cannot be represented on the following 

chart due to limited data. 

 



  

 
Figure 9: compared popularity of fage.eu and usa.fage 

 

 
 
Upon launch of usa.fage, there has been a small adwords campaign on Bing. 
We were not able to identify the amount spent by Fage. 
 

 
Figure 10: usa.fage adwords campaign on Bing 

 
 

  



  

 

 
 

 
 

7.1.1 Facebook 

 
Fage was previously using a URL shortener on their social media posts. In July, the following 
post was using bit.ly. The new gTLD enables Fage to use a much more significant and 
meaningful domain name in their social posts: 
 

 
Figure 11: Social media posts by Fage UK using now their new domain name. 

 

 
Figure 12: Social media share of a usa.fage page. 

 
  


















