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70s. He has been a domainer since 1996. 

He has taught classes in Business Law at California Polytechnic State 
University, San Luis Obispo, California, and Law School classes at the 
Santa Barbara College of Law. 

Through his careers and thousands of clients, Phil has learned what 
works and does not work in the world of business and real estate 
speculation and investment. He took the effective and profitable 
methods used for his clients and put them in place for himself.  

This allowed him to take an extended sabbatical from his practice that 
continues to this day.  Although Phil no longer takes on individual clients nor does he offer 
specific legal advice, he has had the good fortune of working with many high net worth 
individuals, including many successful names in the Internet World. 

When he is not traveling, writing or researching, or 
involved in one of his business or real estate ventures, 
he enjoys practicing yoga and the sport of surfing. 

He lives on the Central Coast of California with his 
wife, 3 dogs and a cat. 
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Introduction 
 
In August, 2007, I was sitting in the audience at Frank Schilling’s keynote address to the 
domainers attending the Domain Name Roundtable and Auction. Frank is one of the more 
successful and well known domainers in the world. 
 
He was talking about the “good old days.” No, not the boom times we all heard about before 
the “.com” crash of 2000. That’s old news. 
 
He was talking about the boom times we as domainers had experienced as a result of the 
crash.  
That’s right, the “good old times” after the boom. When the whole world was fed up with 
the internet, “.coms,” and domain names. The market had crashed. The “easy money” was 
over (or was it?).  
 
Names were expiring left and right and weren’t being renewed. By the hundreds of 
thousands. Great names. Profitable names. 
  
Those were the “good old days” he was talking about. As he described it “It was raining 
gold…” 
And what did we do as domainers? 
 
We catered to the black-hat, bad boy, hacker type image the main stream attached to 
domaining and to domainers. 
 
“When it’s raining gold,” he continued, “you don’t shout that it’s raining.” No, “you just stick 
out more buckets.” 
 
He was asking if it really was the end of the good old days. Why? Because of the spotlight 
that’s been thrown on the industry. 
 
I’m sure you’ve seen the headlines: 

 
Or this one: 
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All the opportunity is gone. Right? Or is it? 
 
You be the judge… 
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Check out some of the 2007 (year to date) top 10 sales reported at dnjournal.com (a 
favorite site of many domainers). 
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Or these: 

 
 
Is it possible for you to locate and sell names like that?  
 
For those prices? 
 
Who buys those names?  
 
Why are they paying those prices? 
 
We’ll get to that. Read on…

pg. 7 
 



DomainsIntoDollars 
Copyright © 2007, Phil Craig All Rights Reserved.  
 
 
Chapter 2: Being a Domainer 
 
I started this report by telling you I was in a group of domainers up in Washington State. 
Yep, I’m a domainer too. 
 
Just what is a “domainer” anyway? (Good luck trying to explain it to non-internet types, it’s 
hard enough explaining it to the internet savvy). 
 
My definition of a domainer is a person who makes money from the investment in and the 
monetization of domain names.  
 
I’ve been a domainer for over 11 years and I’ve been an attorney and real estate broker for 
about 30. I’ve approached domaining using the same approach I took to real estate. After 
all, isn’t a real estate investor someone who invests in and monetizes real estate? I think 
so.  
 
OK, so a domainer is a person who makes money from the investment in and the 
monetization of domain names.  
 
That’s still a little fuzzy for most. Most people know how real estate is monetized (at least 
they’ve heard).  
 
How the heck do you monetize domain names?  
 
Well, it depends. Do you like chocolate or vanilla?  
 
Different domainers make their money in different ways.  
 
Whatever suits their personality.  
 
So how do you make money as a domainer?  
 
First, you need to decide if you’re going to “go deep” or “go wide.”  
 
Next, are you a holder or are you a seller?  
 
Are you going to buy fresh or buy used?  
 
Let’s explore your options.
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Chapter 3: The Profit Models 
 
There are three broad profit models used by domainers: 
  
The “parking” model, the “resale” model and the “development” model.  
 
Let’s take a look at each one of them. 

A. Parking model of Domaining. 
 
You’ve probably heard of domain name parking. No doubt at some time you’ve visited a 
parked site. Here, take a look at one of mine: 
 

 
The profit model with parking is to acquire a domain name that receives traffic (we’ll take 
about traffic in a second) and have the traffic go to (resolve to) a page that contains 
relevant ads (relevant to the domain name). 
  
The goal is to present ads that interest the visitor and that the visitor will click.  
 
The domain name holder gets paid a portion of the revenue generated from the advertiser 
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paying for the click. This is the tried and true “pay per click” advertising model made 
famous by Google AdSense.  
 
If the Parking model of domaining appeals to you, there are a few key points you should 
know. 
 
First: 

All parking services are not created equal.  
 
There are a lot of new players in the industry offering different interfaces, templates, 
reporting, and advertisers.   
 
Let’s talk a little about each. 
 
Let’s begin with talking about the ads. Since that is what generates the revenue.  
 
Not all parking services payout at the same rates.  
 
Why? 
 
Well, first off, what company provides the ads? Is it a Yahoo ad network, a Google ad 
network, or a 3rd party ad network? 
 
Next, does the parking service have a direct relationship with the ad network or are they 
relying on feeds? If they are relying on feeds, then a portion of the ad revenue is being 
shared with the feed provider, which results in less revenue available down the line to the 
most important player, the domain holder.  
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What templates does the parking service offer and how easy it to customize the 
template? 
 
Does this generate more: 

 
 

Or does this: 
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To generate the most revenue, you need to customize the parking page to make it visitor 
friendly.  
 
More important it has to be quick and easy to do (with a minimum of clicks). 
 
I’ve used a variety of parking services and the interfaces and templates are all different. 

What reporting does the service provide? 
 
Check this out: 

 
You’ve got to make sure that the parking service provides you with reports that will help 
you optimize the page. 
 
In addition to the standard “metrics” data: 

 

Promoting your domain names through your “organization.”  
 
Once you hold a domain name that is a proven performer, consider “promoting” them to a 
“personal parking page.” 
 
What is a “personal parking page” It’s a simple, easy to create website (maybe as simple as 
a page). 
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If you plan on developing a portfolio, you want to make this as easy as possible. In my 
course, Domains Into Dollars™, I provide you with a template and show you how this is 
done. 
 
It could be that you decide to go with a service such as Whyparking. For a one-time fee of 
$99.95 they allow you to park 100 domain names with them. The beauty of their service is 
that it creates a website automatically for you with your Google AdSense publisher ID 
contained in the ads. 
 
Here’s what one of mine looks like: 
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Or, how about an easy to create site? 
 
What if I told you could create as site like this just by filling in a few fields and pressing a 
button using an inexpensive web application at InstantVideoWebsite: 

 
 
 
Easy to create and easy to customize. Not much harder than a parking service. Done in 5 

inutes. 

n see that Parking has grown a long ways from simply parking a page at 

 

 

m
 
So, you ca
sedo.com 
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B. Resale Model of Domaining 
 
“Flipping” domain names has gotten a lot of buzz lately.  
 
No question about the reason when you see reports like these: 
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If flipping is your cup of tea, you’ll need to ask yourself who you intend to sell to.  
 
Are you planning to sell to a wholesale buyer or a retail buyer? 
 
Why?  
 
Because each buyer is looking for something different. You’ll locate names and develop the 
data most important to the buyer you are trying to attract. 
 
Also, you’ll use different sales channels depending on the buyer you intend to attract. 
 
Let’s talk about it… 

Wholesale Buyers 
 
Wholesale buyers will typically be in the domaining business just like you. You’ll offer your 
names to them at domainer forums or portfolio buying companies. 
 
Realize when you are selling to the wholesale buyer that they are typically buying the 
domain name based on the metrics of the name. The number of impressions generated, the 
click-through rates, and the revenue. 
 
You’ll be offered a dollar amount that is based on a multiple of annual earnings. The 
multiple is based on the anticipated likelihood of the longevity of the traffic and the quality 
of the domain name.  
 
For example, typo based domain names will be bought at a 1x annual revenue (if the typo 
feeds off a trademark, you’ll be hard pressed to find a buyer. If the trademark owner 
contacts you, you’ll wish you could make the name disappear).  
 
A quality generic word based domain name will generate up to 8x annual revenue. 
 
The key point here is that when selling to a wholesale buyer, you’re selling in volume to 
generate revenue. 
 
If you are planning to pursue this route, you should consider categorizing your domain 
names to make them attractive to a wholesale buyer interested in traffic from a category 
(such as wedding based names, for example). 

Retail Buyers 
 
Most people are drawn to the domaining world by the dream of selling to the end user 
(retail) buyer for the types of numbers we’ve seen in the news. 
 
They run off to buy a bunch of domain names without understanding the market and quickly 
realize that not only can’t they sell the name, they end up having doubts as to whether 
they’ll even renew them. 
 
Quality is the key when it comes to the retail marketplace. It’s like location is in real estate. 
 
Let’s talk a little about the different channels that are used to offer names to the retail 
marketplace. 
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Primarily, there are two.  
 
One is through private party sales.  
 
The second is through the professional sales/auction services. 

Private Sales 

 
If you hang around domainers long enough you’ll discover that the big money has occurred 
in the private sale marketplace. 
 
At the domainer conference in Seattle, Frank Schilling mentioned that he had been visiting 
Gary Chernoff (another well known domainer). While Frank was visiting, Gary was 
negotiating a $500,000 sale of a domain name. A sale that will never be made public due to 
the non-disclosure terms contained in the sales contracts. 
 
The biggest dollar sales I’ve made and that I’ve handled for clients have been done 
privately. Again, non-disclosures were required by the buyers. 
 
The key take-away is that you’ve got to make it easy for the interested purchaser to contact 
you. There are ways to do this. 

Auction Sales 
 
The retail sales that receive the publicity are the ones being handled by the professional 
sales/auction organizations. Each auction involves the submission of names by the holders 
to the auction service for consideration.  
 
In my course Domains Into Dollars™ I take you through several submission processes to 
make sure you are comfortable with the process… 
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C. The Development Model 
 
The area that many Domainers believe contains the most potential is in the area of 
development.  
 
This is where a domain name that is proven to have potential is turned into a full-fledged 
business.  
 
It could be something as simple as my site: 
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Or the site WiFi.com owned by fellow domainer, Stuart Wood: 

 
Like the decision of whether to sell to a wholesale versus a retail buyer, the domainer also 
needs to decide if he or she is going to buy “new” or “used” domain names. 
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Chapter 4: Finding Names 
 
New names are names that have not been registered before. We use keyword based tools 
(Domains Into Dollars™ shows you how to use a free tool) to locate names that have 
potential. 
 
However, just because a name shows potential doesn’t mean we make a full commitment. 
 
Instead, as domainers we take advantage of the same tools the pros use in their 
operations: 

“Tasting” 
 
Tasting is the ability to register a domain name for a 5 day period. Test it. If it performs to 
your liking, you keep it. If not, you return it for a credit. 
 
Yep, this can be done. It’s being done by my students. And I can show you how to do it too. 
 
Not only can you taste and test new names, you can also taste and test dropped names. 
 
Dropped names are domain names that had been registered and the not renewed by the 
holder. A dropped name is free for immediate registration by you (for your tasting and 
testing). 
 
Domains Into Dollars™ provides you with a free source for locating dropped names, using a 
variety of search criteria. 
 
An expiring name is a name that is approaching the drop date. There are services that 
monitor the names that are close to expiration and you are provided with an opportunity to 
bid on the right to register the name once it is dropped. 

Traffic Sources 
 
In deciding whether to buy new or used, you are typically making a decision whether to 
depend on natural type-in traffic or search engine traffic.  
 
Type in traffic comes from visitors typing the domain name directly into their browser bar.  
 
Dropped name traffic comes from the search engine listings of the dropped domain name 
that still send traffic to the domain name even though the prior owner never renewed the 
name or site. 
 
The advantage of dropped name traffic s is that it is immediate. The disadvantage is that 
the longevity of the traffic is dependent upon the length of time the listings continue to 
appear in the search engines. 
 
The beauty of organic type in traffic is that it is not dependent upon the search engines at 
all. The visitor comes because they are typing the name directly into the web browser 
window. 
 
The key in locating a winning fresh name is to understand the visitor and what they will 
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type into their browser bar. 
 
For example, here’s one of mine that does quite well: 

 
 
In Domains Into Dollars™ I show you how to use free keyword tools coupled with the 
process of domain tasting to increase your likelihood of success. 

A word on typos and trademarks 
 
I’m not a fan of typo based names.  
 
We’ve all done it. Typed a mistyped a name into the browser bar and been taken to a 
parked page. 
 
The problems are that first off the visitor is typically pissed. They know that they are on the 
wrong site and often will leave as quickly as possible. 
 
Second, if you basing your typo ff a trademarked name, you could be opening yourself up to 
trademark infringement claims. 
 
My thoughts are to stay away. Unless, of course, you are using typos of generic words such 
as this example: 
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Conclusion 
 
It’s an exciting time to become involved in the world of domaining.  
 

• Imagine if you had invested in real estate in Southern California a couple decades 
back 

 
• Imagine if you had purchased prime property in the Phoenix, AZ suburbs in the late 

90’s 
 

• Imagine if you had invested in property in Chicago or New York before they blew up 
 
Your investments would be worth INCREDIBLE sums of money today. 
 
How many times have you thought to yourself, “I wish I had put money into real estate 
before it was booming”? 
 
Or… “I wish I could have gotten in on ‘that’ investment early.” 
 
Well guess what? 
 
You have EXACTLY that opportunity right now - today. 
 
Sure domaining is already a billion dollar industry.  But it’s going to become a multi-billion 
dollar industry in just a few short years. 
 
This is your chance to get in while the getting is good.  This is your chance to put money in 
virtual real estate before it completely explodes. 
 
This is your chance to be on the ground floor and finally be the person that everyone says, 
“Wow, I wish I had invested when you did!” 
 
But you need to know the ground rules.  You need to understand the buying and selling 
processes.  And you need to know the quickest ways to turn a profit, step by every single 
step. 
 
If you’re ready to get in on the most exciting opportunity that you might see in your 
lifetime, then you need to grab Domains Into Dollars™ today. 
 
Best of luck to you in your virtual real estate endeavors. 
 
Regards, 
Phil Craig 

 

http://www.yenommarketinginc.com/Domains-Into-Dollars.php/

	Introduction
	Chapter 2: Being a Domainer
	Chapter 3: The Profit Models
	A. Parking model of Domaining.
	All parking services are not created equal. 
	What templates does the parking service offer and how easy it to customize the template?
	What reporting does the service provide?
	Promoting your domain names through your “organization.” 

	B. Resale Model of Domaining
	Wholesale Buyers
	Retail Buyers
	Private Sales
	Auction Sales


	C. The Development Model

	Chapter 4: Finding Names
	“Tasting”
	Traffic Sources
	A word on typos and trademarks

	Conclusion

