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Foreword   
 
Brand Finance Middle East produced the first-ever Business Brand Values 
table in the UAE in February 2007; this is now followed by the first-ever 
Business Brand Values table in the Gulf region, covering a select set of Ғ 
200 companies across industry sectors. 
 
BraƴŘ CƛƴŀƴŎŜΩǎ [ŜŀƎǳŜ ¢ables take into consideration a sector approach in 
which brands are compared against their peers and provide an aggregate 
finding of the value generated by these businesses and their brand 
strategies. We use quantitative market data, detailed financial information 
and expert judgement to provide reliable Brand Ratings and Brand Values. 
We use methods that are technically advanced and well recognised by our 
peers, by various technical authorities and by academic institutions. 
 
.ǊŀƴŘ ±ŀƭǳŜǎ ƘŀǾŜ ōŜŜƴ ŎŀƭŎǳƭŀǘŜŘ ǳǎƛƴƎ ǘƘŜ Ψwƻȅŀƭǘȅ wŜƭƛŜŦΩ ŀǇǇǊƻŀŎƘ ς a 
methodology recognised by technical authorities worldwide that ties back 
to the commercial reality of brands: their ability to command a premium in 
ŀƴ ŀǊƳΩǎ ƭŜƴƎǘƘ ǘǊŀƴǎŀŎǘƛƻƴΦ  
 
Our methods and reports are highly actionable for accounting, tax, 
litigation and commercial purposes. They also produce diagnostics and 
analytics that can be used to manage brand strategy better. This is how we 
add value to ƻǳǊ ŎƭƛŜƴǘǎΩ ōǊŀƴŘǎΦ  
 
This report serves to provide an opinion as to point-in-time valuations of 
the most valuable brands in the Gulf Region, and also illustrates how the 
methodology and findings can be used to determine the impact of brand 
equity on business performance. 

 

 
David Haigh 
Chief Executive 
Brand Finance Plc 
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Introduction  
 

The importance of brand value to shareholder value 
 

The Gulf has been in the international press, increasingly so in the past few years, with 
its iconic developments, high profile acquisitions and investments in overseas markets. 
It is time that companies here began to look at how shareholders are benefiting from 
ǘƘŜ ΨōǊŀƴŘ ǾŀƭǳŜΩ ǘƘŀǘ ǘƘŜƛǊ ōǳǎƛƴŜǎǎŜǎ ƘŀǾŜ ōǳƛƭǘ ǳǇ ƻǾŜǊ ǘƛƳŜΣ ŀǎ ǘƘŜ ŜŎƻƴƻƳƛŜǎ ǊŀŎŜ 
ahead to take their rightful place amongst the exciting economies of the world.  

 
Corporate growth rates are high, the pursuit of sustainable excellence is accelerating, 
innovation and strong marketing lead the way in an increasingly competitive 
environment. While domestic growth continues, for the first time companies have 
begun to take Gulf brands to overseas markets, followed by the international press. 

 
As a result of all this commercial activity, branding is clearly becoming more and more 
important. In this context, knowing ǘƘŜ ΨǾŀƭǳŜΩ ƻŦ ǘƘŜ ōǊŀƴŘ - an intangible business 
asset - becomes increasingly important. Marketing directors often struggle to explain 
the value of the brands under their control in terms the CEO and investors want to 
hear. While measures of brand awareness, preference and market share are useful up 
to a point, they are really only indicators along a path that should lead logically to the 
impact the brand has on shareholder value.  

 
Purpose of the Study  
 

A brand is much more than the name above the door. It is now acknowledged to be 
responsible for driving customer acquisition, reducing customer churn rates and staff 
ǘǳǊƴƻǾŜǊΣ ǘƘŜǊŜōȅ ƛƴŎǊŜŀǎƛƴƎ ǇǊƻŦƛǘŀōƛƭƛǘȅ ŀƴŘ ƘŜƭǇƛƴƎ ǘƻ ƛƴŦƭǳŜƴŎŜ ŀƴŀƭȅǎǘǎΩ ŀƴŘ 
ƛƴǾŜǎǘƻǊǎΩ ǇŜǊŎŜǇǘƛƻƴǎΦ ¢ƘŜ ŎƘŀƭƭŜƴƎŜ ƛǎ ǘƘŀǘ ƛŦ ǘŀƴƎƛōƭŜ ŀssets like plant and machinery 
can be assessed, valued and the impact on business value fixed with some accuracy, it 
must be possible to try and do the same for a company's intangible assets. Doing so 
enables brands to be managed in a more financially robust manner through traditional 
cost: benefit analyses, for example; this approach makes long-term investment 
decisions on future promotional expenditure, and the host of other activities that 
combine to build brand value, much more likely to succeed.  
 
Dubai-based Brand Finance Middle East (BFME), part of the UK-based Brand Finance 
plc group, attempts to kindle awareness for this type of approach through this report, 
using publicly available information to value a select set of the GulfΩǎ ŎƻǊǇƻǊŀǘŜ 
brands. The following table quantifies the contribution that the brand asset makes to 
shareholder value in each of these companies.  
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The Role of Brands in Driving Enterprise Value 
 

One of the greatest challenges in marketing is that there is no uniform definition of 
brand. Therefore, it is essential to define exactly what we mean when we value a 
ΨōǊŀƴŘΩ ς is it the trademark, trademark and other marketing intangibles or the entire 
branded business? For the purpose of this brand league table we have defined brand 
ŀǎ ΨǘƘŜ ǘǊŀŘŜƳŀǊƪ ŀƴŘ ŀƭƭ ŀǎǎƻŎƛŀǘŜŘ ƳŀǊƪŜǘƛƴƎ ƛƴǘŀƴƎƛōƭŜǎΦΩ ¢Ƙƛǎ ƛǎ ǘƘŜ ǇŀŎƪŀƎŜ ƻŦ ƭŜƎŀƭ 
rights that is most commonly licensed in brand licensing deals which is the most 
appropriate choice ƻŦ ŘŜŦƛƴƛǘƛƻƴ ŦƻǊ ǘƘŜ Ψwƻȅŀƭǘȅ wŜƭƛŜŦΩ ƳŜǘƘƻŘ ǿŜ ǳǎŜŘ ƛƴ ǘƘƛǎ ǎtudy.  
   

  Brands are a major contributor to the Gulf wŜƎƛƻƴΩǎ large pool of intangible value ς in 
many sectors they are the dominant asset category. ¢ƘŜ ōǊŀƴŘǎ ƛƴ ǘƘƛǎ ȅŜŀǊΩǎ ƭŜŀƎǳŜ 
table contribute to a total brand value of over US$56 billion, which is a substantial 
figure that decision makers cannot ignore.    
 
An understanding of brand value is important to a range of decision makers: 

 

 Brand managers need to understand how brands influence consumer perceptions 
and behaviour in order to develop strategies that optimise market performance and 
brand value.  

 Finance decision makers are faced with impairment risks as well as transfer pricing 
considerations that require an understanding of intangible asset values. They also 
play a role in protecting brand value by maintaining adequate levels of brand 
investment ς in bad times as well as good. 

 Deal makers increasingly need to gauge the value potential of brands in assessing 
the merits of a transaction. 
 

Brand Finance aƛŘŘƭŜ 9ŀǎǘ DǳƭŦ wŜƎƛƻƴΩǎ Top Brands 2008  
  

  This report provides an in-depth analysis into some of the top brands within the Gulf 
Region; namely, United Arab Emirates, Kuwait, Bahrain, Qatar, Oman and Saudi 
Arabia. In addition it provides a sector analysis of the Gulf region and throughout the 
report it includes valuable insights into the potential of maximizing shareholder value 
through intangible assets such as brands.    

 
  Our selection of brands for inclusion in the league table was constrained by the need 
for financial information which is only publicly available for quoted entities; it was 
ensured, nevertheless, that there is representation across a number of industry 
sectors.  Thus, there are other Gulf brands which are excluded from the table because 
they are privately held and financial data is unavailable. 

 
I hope that this report helps Gulf companies acknowledge the value of their brands 
and encourages them to leverage this value within not only the local marketplace but 
most importantly the global arena.  
 

             
 
Gautam Sen-Gupta 
Managing Director 
Brand Finance Middle East  
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Key Findings  
 

 The global importance of intangible assets increased steadily between 2001 and 2007 
with 63% of overall enterprise value being attributed to intangibles 
 

 The value of ǘƘŜ Ғнлл Gulf companies in the league table represent a total brand value 
of over US$ 54 billion. 
   

 ¦!9Ωǎ Ƴƻǎǘ ǾŀƭǳŀōƭŜ ōǊŀƴŘ ƛǎ 9ƳƛǊates Airlines with a brand value of AED 26.1 billion 
(US$ 7.1 billion) and a brand strength rating of AA+. 
  

 .ŀƘǊŀƛƴΩǎ Ƴƻǎt valuable brand is Batelco with a brand value of BD 190 million (US$ 503 
million) and a brand strength rating of A.    

 
 YǳǿŀƛǘΩǎ Ƴƻǎǘ ǾŀƭǳŀōƭŜ ōǊŀƴŘ ƛǎ Zain with a brand value of KD 950 million (US$ 3.6 

billion) and a brand strength rating of A+. 
  

 hƳŀƴΩǎ most valuable brand is Omantel with a brand value of OR 144 million (US$ 374 
million) and a brand strength rating of A-.  

 
 vŀǘŀǊΩǎ Ƴƻǎǘ ǾŀƭǳŀōƭŜ ōǊŀƴŘ ƛǎ v-Tel with a brand value of QAR 6.3 billion (US$ 1.7 

billion) and a brand strength rating of A+. 
 

 SauŘƛ !ǊŀōƛŀΩǎ Ƴƻǎǘ ǾŀƭǳŀōƭŜ ōǊŀƴŘ ƛǎ Saudi Telecom with a brand value of SAR 10.2 
billion (US$ 2.7 billion) and a brand strength rating of A. 
 

 Despite the economic downturn, banks remain the most valuable sector amongst the 
Gulf Regions with a total brand value of US$ 16.5 billion. The banking sector is followed 
by the booming Telecommunication sector which has a total brand value of US$ 11.9 
billion. 
 

 With only a few valuable brands predominantly in the banking, telecommunication and 
airline industry, the Gulf regionΩǎ ǎŜŎǘƻǊǎ are generally not generating as much value as 
international leaders. Greater emphasis needs to be placed on determining the value 
drivers behind the brand and developing brand strategies that leverage this value 
amongst all the stakeholder groups. This is especially relevant in tightening economic 
conditions. Short sighted reductions in brand investment can destroy long term value.  
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Brand Finance is an international leader in quantifying and leveraging the value of intangible 
assets. We advise organisations across a wide range of sectors on how to maximise shareholder 
value through effective management of their intangible assets. Brand Finance was founded in 
1996, and now has offices in sixteen countries. Our Middle East subsidiary was established in 
February 2007.  
 
Our services compliment and support each other, resulting in an in-depth understanding of 
intangible assets from financial, consumer and commercial perspectives: 
 
 

 
 

 

 

 
 

  
 
Our clients include international brand owners such as Vodafone, Shell, Groupe Danone and 
SABMiller. We have worked in a variety of sectors over the past 12 years especially in the 
telecommunication, financial services, and beverage and retail sectors.   
 
Brand Finance is headquartered in London and has a network of international offices in 
Amsterdam, Athens, Bangalore, Barcelona, Berlin, Cape Town, Colombo, Dubai, Geneva, 
Helsinki, Hong Kong, Istanbul, Lisbon, Madrid, Moscow, New York, Paris, São Paulo, Sydney, 
Singapore, Toronto and Zagreb. 
 

About Brand Finance  
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1. UAEós Most Valuable Brands  

The total value of the brands reported within the UAE amounted to AED 74 billion. The most 
valuable brand in the UAE is Emirates Airlines, followed by Etisalat and Emaar Properties. These 
are highly respected companies, not just in the UAE but globally in their respective industry 
sectors.  

Airlines are the most valuable sector with a total brand value of AED 26.6 billion with AED 22.1 
billion of this value being attributable entirely to the Emirates Airlines brand. The second most 
valuable sector in the UAE is the banking sector with a total brand value of AED 18.3 billion.  

Emirates 
 
Brand Value: AED 26.1 billion  
Brand Rating: AA+  
Rank: 1 
 
Despite rising jet fuel prices, Emirates managed 
to generate a net income increase of 62% in 
fiscal 2007/2008 over the previous year. This is 
demonstrative of their outstanding expansion 
strategy to become a truly global airline as well 
as its highly innovative service culture.  
 
This innovative service culture can be 
exemplified in their recent launch in March this 
year as the first airline in the world to enable 
passengers to make authorised onboard mobile 
phone calls a mile in the sky - providing a valued 
service to its customers. Based on the success of 
the Emirates Airlines Brand it is not surprising 
that amongst all the Gulf Regions, it is in fact the 
most valuable brand. 
 

Etisalat 
 
Brand Value: AED 10.8 Billion  
Brand Rating: A+  
Rank: 2 
 
Etisalat continues to increase its mobile, fixed 
line and internet subscribers within not only the 
UAE but the global marketplace as it expands 
into many new markets, searches for potential 
acquisition opportunities and increases its value 
through licensing. 
 

 

 

 ̀
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2.  Kuwaitós Most Valuable Brands  

The total value of the brands reported within Kuwait amounted to KD 2.8 billion. The most 
valuable brand in the Kuwait is Zain, followed by Kuwait Finance House. KǳǿŀƛǘΩǎ 
telecommunication sector is the most valuable in terms of brand value with a total of KD 950 
million, which is entirely attributable to the Zain brand. The second most valuable sector is the 
banking sector with a value of KD 541 million, which is driven by five banks represented in the 
index. There is clearly a significant amount of untapped brand value across all sectors within 
Kuwait that brand managers need to address into the future.    

Zain  
 
Brand Value: KD 950 million  
Brand Rating: A+  
Rank: 1 
 
Kuwait's Mobile Telecommunications Company 
(MTC) rebranded to create the 'Zain' brand in 
September 2007. The reason behind the new 
brand name is that it forms part of Kuwait's 
telecom giant MTC GroupsΩ bid to climb into the 
top 10  global telecom operators. Ψ½ŀƛƴΩǎΩ brand 
strength score of A+ in comparison to its 
regional stewards such as Etilsalat at A+ and 
Saudi Telecom at A put it in a relatively strong 
position for future growth.  
 

 

Kuwait Finance House  
 

Brand Value: KD 404 million  
Brand Rating: AA-  
Rank: 2 
 
Kuwait Finance House is the countries biggest 
bank by market value and is the second largest 
Islamic Bank in the Gulf region. It continues to 
expand globally with offices recently opening up 
in Singapore and Australia and future plans of 
tapping into the Turkish and Hong Kong 
markets. As a result of its global expansion, 
Kuwait Finance House continues to grow in 
profits with a near 29% rise reported in its 
second-quarter profits this year.   
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3.  Qatarós Most Valuable Brands 

The total value of the brands reported within Qatar amounted to QAR 16.7 billion. The most 
valuable brand in the Kuwait is Qtel, followed by the Qatar National Bank. vŀǘŀǊΩǎ banking 
sector is the most valuable in terms of brand value with a total of QAR 8 billion. This is followed 
by the telecommunication sector with a brand value of QAR 6.3 billion, which is entirely 
attributable to the Qtel brand.    

Qatar Telecom (QTel)  
 

Brand Value: QAR 6.3 billion  
Brand Rating: A+  
Rank: 1 
 
Qatar Telecom (Qtel) is the telecommunications 
service provider licensed by the Supreme 
Council of Information and Communication 
Technology (ictQATAR) to provide both fixed 
and mobile telecommunications services in the 
state of Qatar. vǘŜƭΩǎ Ǿƛǎƛƻƴ ǘƻ ōŜŎƻƳŜ ŀƳƻƴƎ 
the top 20 telecommunication companies in the 
world by 2020 looks promising as the brand 
looks to expand both in the MENA region and 
South East Asia. However, the prevalent fierce 
competition in the global telecom industry may 
prove to be a tough test for Qtel.   
 
 

Qatar National Bank 
 
Brand Value: QAR 3.4 billion  
Brand Rating: A+ 
Rank: 2 
 
Qatar National Bank (QNB) was established in 
мфсп ŀǎ ǘƘŜ ŎƻǳƴǘǊȅΩǎ ŦƛǊǎǘ vŀǘŀǊƛ-owned 
commercial bank, with an ownership structure 
split between Qatar Investment Authority (50%) 
and the private sector (50%).  QNB has steadily 
grown to be among the largest banks in the 
region and is by far the leading financial 
institution in the country with a market share 
approaching 40% of banking sector assets. QNB 
has the largest distribution network of 42 
branches and offices (including 3 mobile 
branches), in addition to 11 Islamic branches 
and offices, and more than 130 Automated 
Teller Machines (ATMs).  
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4.  Omanós Most Valuable Brands 

The total value of the brands reported within Oman amounted to OR 383 million. The most 
valuable brand in Oman is Omantel, followed by the Bank Muscat Saog. The telecommunication 
industry is the most valuable sector with a total brand value of OR 144 million followed by the 
banking sector with a total brand value of OR 111 million. It is interesting to note that despite 
the fact that Oman is recognized for its oil and gas industry, the oil and gas sector only achieves 
a total brand value of OR 24 million ƛƴ ǘƘƛǎ ȅŜŀǊΩǎ ƛƴŘŜȄΦ ¦ƴŦƻǊǘǳƴŀǘŜƭȅΣ hƳŀƴΩǎ ƻƛƭ ŀƴŘ Ǝŀǎ 
industry has seen a continual growth decline over the past few years highlighting the need for 
such brands to undertake a thorough analysis into the value drivers of their business to help 
develop future growth strategies within the current turbulent marketplace.        

Omantel  
 
Brand Value: OR 144 million 
Brand Rating: A- 
Rank: 1 
 
Oman Telecommunications Company (Omantel) 
is the largest communications service provider in 
the Sultanate of Oman. Omantel continues to 
seek opportunities to expand into the global 
market. In order to expand into the global 
market, the Omanu government have recently 
announced to sell a 25% stake in order to 
expand its international business as well as 
investing around $50 million in a global 
consortium to build a submarine cable system 
between India and the UK. 

 

Bank Muscat Saog   
 
Brand Value: OR 111 million 
Brand Rating: A 
Rank: 2 

With assets worth over USD 11.9 billion, 
BankMuscat (SAOG) is the largest financial 
services provider in Oman today with a strong 
presence in Corporate Banking, Retail Banking, 
Investment Banking, Treasury, Private Banking 
and Asset.) The bank has been ranked the Ψ.est 
bank in OmanΩ ƛƴ Ƴŀƴȅ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ǇǊŜǎǎΣ 
which is not surprizing as the bank achieved a 
net profit of RO 84.2 million in fiscal 2007 ς a 
39.4% increase from fiscal 2006.  
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5.  Bahrainós Most Valuable Brands 

The total value of the brands reported within Bahrain amounted to BD 765 million. The most 
valuable brand in Bahrain is Batelco, followed by Ahli United Bank. Similarly to Qatar, the 
banking sector is the most valuable in terms of brand value with a total of BD 359 million which 
is followed by the telecommunication industry with a total brand value of BD 190 million.   

Batelco  
 

Brand Value: BD 190 million   
Brand Rating: A 
Rank: 1 

Bahrain Telecommunications Company (Batelco) is 
ǘƘŜ ƭŜŀŘƛƴƎ ƛƴǘŜƎǊŀǘŜŘ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎΩ ǇǊƻǾƛŘŜǊ 
in the Kingdom of Bahrain and a significant force 
among the regions key telecommunications 
players.  
 
With an ongoing strategy to grow overseas, the 
Batelco Group incorporates joint venture 
operations in Jordan, Kuwait, Yemen, Saudi Arabia 
and Egypt. Batelco also continues to invest in 
telecom infrastructure in order to reinforce there 
position as the leading telecom brand in Bahrain.    
 

Ahli United Bank   
 

Brand Value: BD 149 million  
Brand Rating: A 
Rank: 2 

Ahli United Bank (AUB) has been ranked the 
Ψ.Ŝǎǘ .ŀƴƪ ƛƴ .ŀƘǊŀƛƴΩ ōȅ the prestigious  
London-based publication, EuroMoney for four 
consecutive years. In addition, it has been 
ǊŀƴƪŜŘ ǘƘŜ Ψ.Ŝǎǘ .ŀƴƪ ƛƴ ǘƘŜ Middle EastΩ ŀƴŘ 
Ψ.Ŝǎǘ .ŀƴƪ ƛƴ .ŀƘǊŀƛƴΩ ōȅ Dƭƻōŀƭ CƛƴŀƴŎŜ 
magazine for three consecutive years.  
 
!¦.Ωǎ ǎǳŎŎŜǎǎƛǾŜ ǿƛƴǎ of leading banking awards 
ŜƳǇƘŀǎƛȊŜ ǘƘŜ ōŀƴƪΩǎ ƛƳǇǊessive growth over 
the past year and reinforces its position as a 
premier banking institution in the Middle East. 
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6.  Saudi Arabiaós Most Valuable Brands  
 
The total value of the brands reported within Saudi Arabia amounted to SAR 57.7 billion. The 
most valuable brand in Saudi Arabia is Saudi Telecom followed by Al Rajhi Bank. The top sector 
within Saudi Arabia is the valuable banking sector with a total brand value of SAR 22.8 billion, 
which is reflective of the booming Islamic financial industry within Saudi Arabia. The banking 
sector is followed by the telecommunication sector with a total brand value of SAR 10.4 billion. 
An interesting finding in the Saudi Arabic league table is that none of the brands receive a brand 
strength rating higher than AA-; this suggests that irrespective of the brands perceived strong 
position in the local marketplace, the companies still have scope to improve and strengthen 
their brands.   

 
Saudi Telecom  
 

Brand Value: SAR 10.2 billion  
Brand Rating: A 
Rank: 1 

Saudi Telecom since its establishment in 1998 
continues to concentrate its efforts towards 
customer centricity through its FORWARD 
strategy. They continue to be the leading 
telecom service in Saudi Arabia, which has been 
achieved through an ambitious Transformation 
& Restructuring Program and an extensive 
expansion of their network and infrastructure. 
 

Al Rajhi Bank  
 
 
Brand Value: SAR 5.2 billion  
Brand Rating: A- 
Rank: 2 

Al Rajhi Bank continues to achieve phenomenal 
growth within the Islamic Finance Industry. This 
can be attributed to the outstanding leadership 

of !ōŘǳƭƭŀƘ {ǳƭŀƛƳŀƴ !ƭ wŀƧƘƛΣ ǘƘŜ ōŀƴƪΩǎ 
CEO, who won the Islamic Banker prize in 
2007 for his contributions to the future 
success of Islamic banking sector within 
international markets. The bank remains 
focused on serving the needs of its nation 
and citizens, contributing to the Kingdom's 
construction and development, and always 
operating within the framework of Shariah 
principles, which has contributed to building 
its brand value amongst all its stakeholders. 
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7.  Using Brand Values for Strategic decision making  
 

A brand valuation provides an objective framework within which crucial decisions around 
marketing and branding strategy can be made objectively and with a high degree of financial 
rigour. 
 
Subsequently, investment decisions can be made in the context of their impact on business 
value in order to understand more accurately the return on marketing investment. 
 

Brand valuation is a strategic tool that helps organisations address many questions 
regarding branding and marketing, such as the following: 
 
o How much should we invest in our brand?  
o How can we maximise growth and value? 
o How should we segment our customer base? 
o How should we communicate with our customers to maximise our performance versus  
  the competition? 
o How effective is our marketing and branding? 
o What should we do with acquired brands? 
o What should we charge for our brands? 
o Which brand should we use? 

 
How can a strategic brand valuation enhance shareholder value? 
 
o Providing a better understanding of the value of key customer segments (by geography,   

product, channel and customer type) 
o Understanding the relationship between brand attributes and key value drivers in the 

business model 
o Understanding the strengths and weaknesses of the client brand compared with key 

competitor brands 
o Providing a planning framework for long term strategic marketing investment 
o Creating a framework for subsequent marketing mix modelling  
o Creating the framework for better reporting and managing brand performance (brand 

scorecard or dashboard) 
o Creating a body of information about brand performance for use in investor and 

banking presentations 
 

Measuring Brand Equity to maximize shareholder value 
 
Marketing has traditionally lacked a framework for measuring and managing brand equity in a 
manner that links directly with the metrics that CEOs care about. This has adversely impacted 
ǳƴŘŜǊǎǘŀƴŘƛƴƎ ǘƘŜ ΨǊŜǘǳǊƴ ƻƴ ƳŀǊƪŜǘƛƴƎ ƛƴǾŜǎǘƳŜƴǘΩΦ IƻǿŜǾŜǊΣ ƛǘ ƛǎ ǇƻǎǎƛōƭŜ ǘƻ ƴƻǿ ƴŀǊǊƻǿ ǘƘŜ 
gap by: 
 
o Acknowledging that brand equity is an intermediary step towards the larger goal of 

creating a more successful business 
o Accepting the need to express the impact of brands in terms of profitability, growth and 

risk 
o Defining brand equity in a way that captures the potential of a brand to create future 

cash flow 
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In addition to enumerating the value of a branded business, on a robust platform that is widely 
accepted by accountants, marketers, tax authorities and is essential for purposes of 
transactions, the Brand Finance methodology allows development of:  
 

Marketing Scorecards - The goal of a marketing scorecard is to express in a simple, easily 
grasped format the key indicators of marketing performance. 

 
Brand Finance favours an approach that includes indicators of performance at four levels: 
marketing actions, customer attitudes, customer behaviours and market performance. 

 
Marketing Return on Investment - The increasing availability of tracking data across a range 
of media and the ability to cross-tab data from different sources has created a fertile 
environment for new measurement techniques and progress towards the goal of greater 
marketing accountability. 

 
Lƴ ǎǳƳΣ ǘƘŜ .ǊŀƴŘ CƛƴŀƴŎŜ ǇǊƻŎŜǎǎ ΨōǊƛƴƎǎ ƳŀǊƪŜǘƛƴƎ ŀƴŘ ŦƛƴŀƴŎŜ ǘƻƎŜǘƘŜǊΩΣ ƛƴ ŀ ƳŀƴƴŜǊ ƘƛǘƘŜǊǘƻ 
unavailable. This allows for the management of business brands in a way that is fully understood 
by CEOs, the finance team, the marketing team, and all other stakeholders that are impacted by 
the value of the brand.   
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8.  Brand Financeós Middle East  Gulf  Regions Top 
Brands  
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