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Name

BAUHAUS

Filing date

01/06/2006

Filing number

005145545

Registration date

14/08/2008

Basis

CTM on which IA is based

Expiry date

01/06/2026

Date of receipt

01/06/2006

Designation date

Date of receipt of International Registrat… 01/07/2008

Filing language

German

IR number

0990335

Second language

English

Type

Figurative

Application reference

EU/BAUHAUS/DEMP

Nature

Individual

Trade mark status

Registered

Nice classes

2, 6, 7, 8, 9, 11, 16, 19, 20, 21,
27, 35, 37, 40, 42, 44 ( Nice
Classiﬁcation )

Acquired distinctiveness

No

Vienna Classiﬁcation

07.01.24 ( Vienna
Classiﬁcation )

Goods and services
English (en)

2

Paints, varnishes, lacquers; preservatives against rust and against deterioration of wood;metals in foil and powder form
for painters, printers and artists.

6

Common metals and their alloys; metal building materials; transportable buildings of metal; materials of metal for
railway tracks; non-electric cables and wires of common metal; ironmongery, small items of metal hardware;safes, safety
cashboxes;metal goods, metal conduits;doors, windows, gates, staircases; goods of common metal not included in other
classes; clothes hooks of metal;shower hanging baskets of metal;coat hooks of metal;wall handles of metal.

7

Machines and machine tools; agricultural implements;horticultural implements;construction machines, namely
stationary or mobile machines with combustion engine or electric motor drives, for working, processing and transporting
building materials; compressors.

8
9

Hand tools and implements (hand operated); cutlery; forks and spoons.

Surveying, photographic, cinematographic, optical, weighing, measuring, signalling and checking (supervision)
apparatus and instruments, in particular electro-thermal tools and apparatus, including electric soldering irons, burglar
alarm installations, dimmers (light controllers), electric apparatus for attracting and killing insects, electric couplings,
electrical welding apparatus, electric transformers, electric door closers, capacitors, electromagnetic coils, electric
accumulators, high frequency apparatus, hydrometers, hygrometers, inductors, wire connectors, cable covers (all for electric
cables), push buttons for bells, alarm installations, coaxial cables, electric collectors, electric regulating apparatus, surveying
equipment, materials testing instruments and machines, electric measuring devices, instruments for navigation, levelling
instruments, physical apparatus and instruments, plates for batteries, precision gauges, precision balances, smoke
detectors, satellite navigation equipment, acoustic conduits, acoustic membranes, sound locating instruments, electric
switching apparatus, circuit breaker switches, electric distribution consoles, electric control panels, electric locks, battery
chargers, electric coils, electricity conduits, ammeters, circuit breakers, electric loss indicators, electric converters, electric
buzzers, telephone sets, temperature indicators, thermometers, thermostats, electric door bells, electric door openers,
power surge protection equipment, electric monitoring apparatus;electric instruments and apparatus, namely humidity
measuring apparatus, rotary lasers and self-levelling lasers;cash registers, calculating machines, data processing equipment,
ﬁre extinguishing apparatus;solar installations, namely solar collectors for electricity generation and solar modules,
photovoltaic installations.

11

Apparatus for lighting, heating, steam generating, cooking, refrigerating, drying, ventilating, water supply and sanitary
purposes;lamps and lights, griddles, ovens, ventilating and air conditioning apparatus, ventilators, fountains, irrigation
installations, saunas, sauna rooms, ceramic sanitary installations, ﬁttings, shower screens, bathing accessories, namely
folding shower seats being parts of shower installations, bath tub access aids and bath tub seats being parts for bath tubs,
toilet seats, hairdryer holders;water ﬁlters and parts therefor, installations for water treatment.

16
19

Printed matter; photographs.

Building materials (non-metallic); non-metallic rigid pipes for building, asphalt, pitch and bitumen;transportable
buildings, not of metal, greenhouses;wall and ﬂoor tiles, doors, windows, gates, ﬂoor, wall and ceiling ﬁttings (all these
goods being non-metallic).

20

Furniture, mirrors, picture frames;goods (not included in other classes) of wood, cork, reed, cane, wicker, horn, bone,
ivory, whalebone, shell, amber, mother-of-pearl, meerschaum and substitutes for all these materials, or of plastics; clothes
hooks, not of metal;corner racks for showers;shower hanging baskets, not of metal;coat hooks, not of metal;wall handles of
plastic.

21

Household or kitchen utensils and containers (not of precious metal or coated therewith); combs and sponges; brushes
(except paint brushes); materials for brushes; articles for cleaning purposes, steel wool; unworked or semi-worked glass
(except glass used in building); glassware, porcelain and earthenware not included in other classes;tower holders, toilet
brushes, not included in other classes; toilet roll holders;towel holders, hooks for wash cloths; soap dispensers;mounts for
toothbrush mugs; Towel rings;wall handles of porcelain; brush accessories; tooth mugs; soap holders; toothbrush holders.

27
35

Bath mats.

Wholesale and retail services in relation to chemicals used in industry, construction, agriculture, horticulture and
forestry, manures, ﬁre extinguishing compositions, tempering and soldering preparations, adhesives used in industry,
paints, varnishes, lacquers, preservatives against rust and against deterioration of wood, colorants, mordants, metals in foil
and powder form for painters, decorators, printers and artists, bleaching preparations and other substances for laundry
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use, cleaning, polishing, scouring and abrasive preparations, soaps, lubricants, oil binding agents, fuels, motor spirit and
illuminants, candles and wicks for lighting, material for dressings, disinfectants, preparations for destroying vermin,
fungicides, herbicides, common metals and their alloys, metal building materials, transportable buildings of metal, materials
of metals for railway tracks, cables and wires of metal, ironmongery and small items of metal hardware, metal conduits,
safes, goods of metal, machines and machine tools, motors and engines for land vehicles, machine coupling and
transmission components, machine coupling and transmission components for land vehicles, agricultural implements other
than hand-operated, hand tools and implements (hand-operated), cutlery, hatchets, axes, saws, scientiﬁc, nautical,
surveying, photographic, cinematographic, optical, weighing, measuring, signalling, checking (supervision), life-saving and
teaching apparatus and instruments, apparatus and instruments for conducting, switching, transforming, accumulating,
regulating and controlling electricity, cash registers, calculating machines, data processing equipment and computers,
ﬁre-extinguishing apparatus, apparatus for lighting, heating, steam generating, cooking, refrigerating, drying, ventilating,
water supply and sanitary purposes, vehicles, vehicle ﬁttings, apparatus for locomotion by land, air or water, paper,
cardboard and goods made from these materials, printed matter, bookbinding material, photographs, stationery, adhesives
for stationery or household purposes, artists' materials, paintbrushes, typewriters and oﬃce requisites (except furniture),
instructional and teaching material (except apparatus), plastic materials for packaging, printers' type, printing blocks,
plastics in extruded form for use in manufacture, packing, stopping and insulating materials, ﬂexible pipes, not of metal,
building materials (non-metallic), non-metallic rigid pipes for building, asphalt, pitch and bitumen, non-metallic
transportable buildings, monuments, not of metal, furniture, mirrors, picture frames, goods of wood, cork, reed, cane,
wicker, horn, bone, ivory, whalebone, shell, amber, mother-of-pearl, meerschaum and substitutes for all these materials, or
of plastics, household or kitchen utensils and containers (not of precious metal or coated therewith), combs and sponges,
brushes (except paint brushes), articles for cleaning purposes, steelwool, unworked or semi-worked glass (except glass used
in building), glassware, porcelain and earthenware, ropes, string, nets, tents, awnings, tarpaulins, sails, sacks and bags,
padding and stuﬃng materials (except of rubber or plastics), raw ﬁbrous textile materials, yarns and threads, for textile use,
textiles and textile goods, bed and table covers, clothing, footwear, headgear, lace and embroidery, ribbons and braid,
buttons, hooks and eyes, pins and needles, artiﬁcial ﬂowers, carpets, rugs, mats and matting, linoleum and other materials
for covering existing ﬂoors, wall hangings, decorations for Christmas trees, agricultural, horticultural and forestry products
and grains, seeds, natural plants and ﬂowers, foodstuﬀs for animals.

37

Rental of tools, construction machines and electric equipment for house building, garden and house maintenance,
including rental of construction apparatus and tools, including hammer drills, milling cutters, electric saws, vibratory plates,
vibratory plates for paving, high-pressure cleaners, lawn mowers, ﬂexible apparatus, sanding apparatus, in particular for
parquet ﬂoors, compressors;assembly and installation services, in particular for doors, windows, staircases, tiles, ﬂoor and
wall coverings, wooden ceilings, sanitary installations and prefabricated components, painting;repair of electric equipment
for house building, for garden and house maintenance.

40
42

Treatment of materials, in particular cabinet making, metalworking.

44

Garden planning;landscape planning.

Construction and design planning and consultancy;planning and design planning of baths and bath facilities, sanitary
installations, heating installations, photovoltaic installations, geothermal installations, solar installations, water treatment
installations, namely construction drafting, including technical planning with the emphasis on construction
drafting;construction drafting and architectural consultation.

Description
English (en)
Description
Colour

Red, black and white.

Owners
Demp B.V.
ID

136206

Organisation

Demp B.V.

Legal status

Legal entity

Country

NL Netherlands

State/county

n/a

Town

Vianen

Post code

4131 LX

Address

Hagenweg 1F

Correspondence address

Demp B.V.
Hagenweg 1F
NL-4131 LX Vianen
PAÍSES BAJOS

Can be accessed and
changed by authorised user
via the User Area
Can be accessed and
changed by authorised user
via the User Area
Can be accessed and
changed by authorised user
via the User Area

Representatives
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REBLE & KLOSE
ID

10914

Country

DE - Germany

Correspondence address

Organisation

n/a

State/county

n/a

Legal status

Legal person

Town

Mannheim

Type

Association

Post code

68163

Address

KonradZuse-Ring 32

Rechts- und Patentanwälte
REBLE & KLOSE
Patente + Marken
Postfach 12 15 19
DE-68066 Mannheim
ALEMANIA

00 49-6214197750
00 49-6214197788
info@rebleklose.de

Correspondence
From

Procedure

Filing number

Subject

Date

Recordal

010236571

L607 \: Notiﬁcation of the total renewal of the EUTM

17/05/2016

Recordal

010236571

Application form and attachment

09/05/2016

Recordal

010236571

L601A \: Notiﬁcation of the need to renew an EUTM registration

11/11/2015

EUTM

005145545

Surveillance letter

05/12/2014

EUTM

005145545

Surveillance letter

23/10/2014

EUTM

005145545

Surveillance letter

05/09/2014

EUTM

005145545

Surveillance letter

15/05/2014

EUTM

005145545

Surveillance letter

31/07/2012

EUTM

005145545

Surveillance letter

21/06/2012

EUTM

005145545

Surveillance letter for EUTMs

18/11/2011

Showing 1 to 10 of 46 entries

IR transformation
No entry

Seniority
No entry

Exhibition priority
No entry

Priority
No entry

Publications
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Bulletin number

Date

Section

Description

2008/005

04/02/2008

A.1

Applications published under article 40 EUTMR

2008/034

25/08/2008

B.1

Registrations with no amendments since the application was published

2009/019

25/05/2009

C.3.6

International trade marks

2010/029

15/02/2010

C.2.1

Representative - Change of name and professional address

Actions

Bulletin number

Date

Section

Description

2016/092

20/05/2016

D.1

Renewals

Showing 1 to 5 of 5 entries

Cancellation
No entry

Recordals
Bulletin number

Date

Section

Filing number

Title

Subtitle

2009/019

25/05/2009

C.3.6

003867796

Trade mark

International trade mark

2010/029

15/02/2010

C.2.1

004535715

Representative

Change of name and professional address

2016/092

20/05/2016

D.1

010236571

Renewal

Total Renewal

Showing 1 to 3 of 3 entries

Oppositions
No entry

Appeals
No entry

Decisions
No entry

Renewals
Title

Filing number

Status

Status date

Renewal

010236571

Trade mark renewed

20/05/2016

Showing 1 to 1 of 1 entries

Trade mark relations
No entry
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1. Q18 - Mission/Purpose

1.1 The Original: pioneering spirit leads to success.
You have to take risks if you want to shape the future. WERKHAUS GmbH as a
part of the BAUHAUS Group has always known this. That's why our corporate
values include a willingness to take risks and pioneering spirit. More than 50
years ago, it was us that brought the do-it-yourself idea to Germany. Anyone
looking for tools or construction materials at that time would have to traipse
from one specialist shop to another. With an innovative concept, BAUHAUS introduced relaxed shopping under a single roof. Eventually, this pioneering spirit asserted itself throughout Europe and has since found many imitators. As
the "Original" BAUHAUS is still one of the best in Europe. That means that private customers, craftsmen and small businesses not only in Germany but also in Austria, Bulgaria, Croatia, the Czech Republic, Denmark, Estland, Finland,
Hungary, Iceland, Norway, Slowenia, Spain, Sweden, Switzerland and Turkey
find a broad range of quality products. And BAUHAUS is still on the look out for
new locations.

1.2 The concept: best selection, top quality, reasonable prices
and close at hand.
The basis for a good business idea is a well thought through concept. With
its customer-centric specialist range and clearly presented goods BAUHAUS
laid the foundation for success. In more than 220 branches in Europe our
customers find everything they need for workshop, house and garden in our
bright, friendly and easy-to-reach branches. More than 120,000 products in 15
specialist departments and comprehensive services speak a clear language.
For us, it is particularly important that the product range is up to date. At
BAUHAUS our customers not only find the tried-and-tested BAUHAUS quality
products as well as brand products of leading manufacturers, they also find the
latest trends.

1.3 The philosophy: with team spirit for more customer
proximity.
A good philosophy needs to be implemented with team spirit, creativity and
consistency. But above all it needs employees that understand this and bring
it to life. That's why at BAUHAUS the customers and employees are at the center of everything we do. From the selection of locations, the range of goods
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and value for money to quality assurance, advice and service offering we always put our customers first. For us, professionally trained staff and satisfied customers are important. And to make sure things stay that way in future,
BAUHAUS favors lean management and a high level of employee qualification.
All this makes shopping at BAUHAUS to a retail experience away from mass
consumption.

1.4 Responsibility.
To ensure that only environmentally-friendly wooden products are sold,
BAUHAUS has for many years voluntarily undertaken to sell neither uncertified tropical woods nor wooden products from illegal tree-felling areas and instead to only sell wooden products from sustainable forests. BAUHAUS suppliers have made the same undertaking. BAUHAUS was and is thus constantly endeavored to do justice to its entrepreneurial responsibility, also in the sense of
an environmentally-compatible timber industry.

1.5 Common future: attractive, ﬂexible and on the cutting edge.
Flexible, open concepts and a rigorous focus on quality are the future.
BAUHAUS has clearly recognized this and successfully put it into practice. The
more than 250 branches throughout Europe stand for targeted growth that
makes both economic and structural sense. The employees in the expansion
department are therefore constantly on the look out for suitable locations. Not
only in Germany, but with the continuing enlargement of the EU in Europe too.
We have our eye not only on land and commercial property, but also on possible takeovers. To the benefit of job seekers, craftsmen and small businesses
across Europe.

1.6 Our mission in the operation of the .bauhaus gTLD
With a nTLD .bauhaus we intend to strengthen our brand and to increase our
customer's and the Internet Community's loyalty and trust. It is our goal to protect our trademark as well as the reputation of our company. Our own TLD will
tie together various elements of our brand architecture and will place us as
innovation leaders within our sector. With an own TLD our customers and Internet users will receive a seal of quality that a website with our TLD is secure.
Plus Internet users seeking reliable first-hand information about our products
or our company will benefit largely from the possibility to restrict the search
space to the contents of .bauhaus domains. A great advantage of an own nTLD
is that it will allow us to create short and easily memorable domain names.
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We are expecting an ease of access, for example when people use their mobile phones to connect to the Internet, accessing content online will be much
easier thanks to the new domain names. Online marketing will gain many new
opportunities, as for example new online marketing campaigns can be created with customized URLS with the .bauhaus brand extension, offering a wide
range of eye-catching slogans. Moreover the own TLD will give us the opportunity to have full control over our Internet presence which is very important
to us. "BAUHAUS" will enable the WERKHAUS GmbH to choose whether to restrict the use of the TLD to departments within the company or whether to allow our partners or resellers to use the brand TLD for company-approved purposes. Therefore we will be able to establish our own requirements and policies that ensure the seal of quality is met at any time. In addition to that, operating a new TLD of our own will give us an important competitive advantage.
Customers, resellers, and partner companies that are awarded .bauhaus domains are clearly visible for their customers, potential customers, and the Internet Community as a whole as selected and competent enterprises.
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2. Q18b - Mission/Purpose

2.1 Q 18 (b) How do you expect that your proposed gTLD will
beneﬁt registrants, Internet users, and others?
We expect that our proposed gTLD will benefit Internet users in so far
as it will help us protect our trademark and our company’s reputation in
order to offer Internet users a seal of quality. Our customers and
Internet users in general will be able to rest assured that a website
with our brand’s TLD is authentic and secure. This will help strengthen
our brand while increasing our customers’ and the Internet Community's
loyalty and trust.

Internet users seeking reliable first-hand information about our
products or our company will benefit largely from the possibility to
restrict the search space to the contents of .bauhaus domains.
Companies, reseller or other institution with whom we partner and to
whom we want to give domain space under the .bauhaus TLD will benefit
from this reputation as well.

2.2 Q 18 (b) i.) What is the goal of your proposed gTLD in terms
of areas of specialty, service levels, or reputation?
The .bauhaus TLD is a single registrant gTLD with its focus on our
company, our customers, suppliers, partners, contractors, and especially
on our products and services. This implicates a high degree of
specialty. The Internet Community can expect to find more accurate,
reliable, relevant and up-to-date information on us and our products and
services than elsewhere in the domain name space.
The goal of our operation of the .bauhaus gTLD is, among others, to
improve the brand communication and to strengthen the customer and
partner relationship. As such, it lies in our own interest to achieve
service levels that guarantee for a satisfying user experience. The same
holds for reputation.
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2.3 Q 18 (b) ii.) What do you anticipate your proposed gTLD
will add to the current space, in terms of competition,
diﬀerentiation, or innovation?
We are planning to enable Internet users to find more specialised and
in-depth information on BAUHAUS products and services on .bauhaus
domains than anywhere else in the Internet.

While for most domains within our brand gTLD the focus will be on the
content rather than on innovative Web technologies, some marketing
campaigns and project sites will probably stand out with bleeding-edge
technologies and concepts.

2.4 Q 18 (b) iii.) What goals does your proposed gTLD have in
terms of user experience?
A delightful user experience is likely to improve brand perception in
the same way that a bad one is likely to damage it. As such, it is
BAUHAUS' intention to provide Internet users with the best possible user
experience. To achieve that, BAUHAUS is planning to implement monitoring
and quality assurance measures.

2.5 Q 18 (b) iv.) Provide a complete description of the
applicant’s intended registration policies in support of the goals
listed above.
We are not intending to sell domains to third parties. We will be
deciding to offer the second level domains based on our business
requirements and priorities. Requesters do not have a right to a
particular domain.
Additionally, BAUHAUS will have its own registration policies to assign
second level domains. We will also have policies to maintain content
integrity that will not proliferate to domains that are not relevant.

2.6 Q 18 (b) v.) Will your proposed gTLD impose any measures
for protecting the privacy or conﬁdential information
of registrants or users? If so, please describe any such
Speciﬁcation 13 Exhibit B for .bauhaus
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measures. Describe whether and in what ways outreach and
communications will help to achieve your projected beneﬁts.
BAUHAUS will monitor and safeguard compliance with all applicable data
protection and privacy laws.

As for outreach and communications, BAUHAUS will use its marketing and
communications channels to socialise the fact that it has obtained this
gTLD and its uses, benefits and protections to target audiences.

2.7 Envisioned Purpose of the .bauhaus gTLD
2.7.1 Product Presentation
It is BAUHAUS' strategy to align product offerings under a unique
umbrella. The conjunct offering under the .bauhaus extension will create
a focused brand perception and ensure a strong
product-brand-relationship. The addressed target audience are customers
(existing ones as well as potentially new customers), and BAUHAUS partners.

Imaginable contents of .bauhaus domains in this category range from the
mere presentation of product offerings, along with a clear message
defining the relationship between the BAUHAUS brand and the product, to
the envisioning of future products and services. An potential products
related URL could be probau.bauhaus, for example.

2.7.2 Marketing
Another important use case of the BAUHAUS brand gTLD is to serve as a
platform for marketing campaigns and other brand building projects. We
will create a unique space in the DNS to celebrate the customer benefits
of BAUHAUS, with domain names and contents tightly coupled to campaigns
or slogans. The addressed target audience is analysts and BAUHAUS
customers (existing ones as well as potentially new customers).

Possible contents are customer success stories and other user-submitted
content, as well as forums to initiate user dialogues. A potential
marketing campaign URL could be the.new.bauhaus. Possible contents are
customer success stories and other user-submitted content, as well as fo-
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rums to initiate user dialogues. A potential marketing campaign URL could be
the.new.bauhaus.

2.7.3 Human Resources
The BAUHAUS gTLD is further planned to serve as a fascinating
information board for people considering a career at BAUHAUS. The
strategy is to position BAUHAUS as a leading employer and to raise the
user's awareness of the company in general and open positions in
particular. Main target audience is recruiters and potential hires.

Among the contents of the planned recruiting domains are videos and
employee testimonials giving insights into the interesting work at
BAUHAUS as well as easy-to-access development opportunities. A potential
domain name would be joinus.bauhaus.

2.7.4 Portfolio Extensions
In addition to the field of product related domains described above, the
strategy of BAUHAUS also comprises the use of the BAUHAUS brand TLD to
prepare and support the company's moves into new offer areas. Dedicated
.bauhaus domains can serve as a showroom to introduce products and
services in the new area while sustaining a clear connection to the
brand. Target group in this case are analysts and BAUHAUS customers
(existing ones as well as potentially new customers).

To give an example, potential contents in this category would be
information on the new products or services, alongside with a clear
message of the relationship to existing BAUHAUS offers. An imaginable
domain name could be mobile.bauhaus, for example.

2.7.5 Events and Sponsorship
Another envisioned application of .bauhaus domains is to announce and
present events and related activities. The goal is to increase the
interest in BAUHAUS' offers, to strengthen the customer binding, and
eventually to maintain the position of BAUHAUS as a market leader.
Audience for this type of BAUHAUS domains are media representatives of
all kinds as well as customers (existing BAUHAUS customers as well as
potentially new ones).
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Conceivable contents are event-specific information like presentations
or highlights, product news (where applicable), and forums for
discussion (for attendees, virtual participants, or other interested
parties). A possible domain name would be event.bauhaus.

2.7.6 End-Customers
In this field of the BAUHAUS brand gTLD usage we address end-customers,
no matter whether they belong to the group of actual BAUHAUS customers
or not. Projected contents are presentations or trials of existing and
future products in order to gather feedback and ideas from the
Community. The intention is to improve the products based on the user's
needs, to increase the awareness level, and to evaluate and seize market
opportunities. An illustrative URL would be poweredby.bauhaus.

2.7.7 Corporate Social Responsibility
It is also BAUHAUS' strategy to gather the information on all social,
environmental and related efforts at a central place to clearly
communicate the company's position in this field to customers,
investors, analysts, and media in general. An illustrative URL would be
betterworld.bauhaus.

2.7.8 Partnerships
In an additional sphere of activity, BAUHAUS' strategy is to build a
platform that bundles all partner related communication and information
channels. This will leverage access to product related information and
support for our partners on the one hand and strengthen the relationship
on the other hand. Target audience for this platform are current and
potential partners. A thinkable domain name would be partners.bauhaus,
for example.

2.7.9 Custom Market Sites
A further vision is the use of BAUHAUS gTLDs to present custom-tailored
information adapted to the special needs of certain countries or
markets. The addressed audience are analysts, BAUHAUS customers
(existing ones as well as potentially new customers), and partners
(again, existing and new ones). The domain emea.bauhaus is a possible
example for contents targeted at the the region Europe, the Middle East
and Africa.
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2.8 Usage of second and third level domains
It is BAUHAUS' intention to deploy multiple levels of sub domains for
all the use cases described in the Envisioned Purpose section above.
I.e., potential domain names are technical.partners.bauhaus,
the.new.bauhaus, etc. This allows for well structured information
offerings and will leverage a deep level of association with the target
audience.
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3. Q18c - Mission/Purpose

3.1 Q 18 (c) What operating rules will you adopt to eliminate or
minimize social costs (e.g., time or ﬁnancial resource costs, as
well as various types of consumer vulnerabilities)? What other
steps will you take to minimize negative consequences/costs
imposed upon consumers?
It is important to note that BAUHAUS does not intend to sell domains to a third
party at any time. Therefore social costs (e.g., time for financial resource costs,
as well as various types of consumer vulnerabilities) will not occur. Neither will
there be any negative consequences/costs imposed upon consumers.

3.2 Q 18 (c) i.) How will multiple applications for a particular
domain name be resolved, for example, by auction or on a ﬁrstcome/ﬁrst-serve basis?
As mentioned above we are not intending to sell domains to third party. We
will be deciding to offer the second level domains based on our business requirements and priorities. Requesters do not have a right to a particular domain. If they are offered a domain it will be without valuable consideration.

3.3 Q 18 (c) ii.) Explain any cost beneﬁts for registrants you
intend to implement (e.g., advantageous pricing, introductory
discounts, bulk registration discounts).
Due to the reasons stated above there won't be any costs or cost benefits for
registrants (e.g., advantageous pricing, introductory discounts, bulk registration discounts).

3.4 Q 18 (c) iii.) Note that the Registry Agreement requires that
registrars be oﬀered the option to obtain initial domain name
registrations for periods of one to ten years at the discretion of
the registrar, but no greater than ten years. Additionally, the
Registry Agreement requires advance written notice of price
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increases. Do you intend to make contractual commitments to
registrants regarding the magnitude of price escalation? If so,
please describe your plans.
As we do not intend to sell domains there will be no contractual commitments
to registrants regarding the magnitude of price escalation.
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4. Registration Policies
The .bauhaus TLD is a single registrant gTLD with its focus on our company,
our customers, suppliers, partners, contractors, and especially on our products and services. This implicates a high degree of speciality. The Internet Community can expect to find more accurate, reliable, relevant and up-to-date information on us and our products and services than elsewhere in the domain
name space.
The goal of our operation of the .bauhaus gTLD is, among others, to improve
the brand communication and to strengthen the customer and partner relationship. As such, it lies in our own interest to achieve service levels that guarantee for a satisfying user experience. The same holds for reputation.
We are not intending to sell domains to third parties. We will be deciding to offer the second level domains based on our business requirements and priorities. Requesters do not have a right to a particular domain.
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5. Section 2.8 of the Registry Agreement
(Protection of Legal Rights of Third Parties)

3.
As a brand gTLD, registration of second level domains is based on our business
requirements and priorities. Only our company and designated third parties
(e.g. other companies with whom we partner, specific customers, affiliates and
trademark licensees, etc.) will be allowed to register or operate second level
domains under .bauhaus domain space and solely with our permission.
We commit ourselves to protect intellectual property, legal rights and trademarks (TMs) under .bauhaus domain space. This includes, but is not limited to,
full compliance with all respective specifications, agreements and ICANN policies. In case of complaints put forward by rights holders with regard to domain
names registered under .bauhaus, the Werkhaus GmbH will fully comply with
all resolution procedures endorsed or mandated by ICANN. In particular, this
includes supporting the Uniform Rapid Suspension (URS) procedures and the
Trademark Post-Delegation Dispute Resolution Procedure (Trademark PDDRP)
to suspend the domain.
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Exhibit C
SMD file ID number

