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Brand FinancéMiddle Eastproduced the firstever Business Brand Values
table in the UAE in February 2007; this is now followed byfitise-ever
Business Brand Values table in tGelf region, covering a select set bf
200 companies across industry sectors.

Braf R CA Yy I y O#&bRsitaké iftd cBraiSeration 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 authaeis and by academic institutions.

N} YR Il fdzSa KIS 0SSy O f OdAf ka SR
methodology recognised by technical authorities worldwide that ties back
to the commercial reality of brands: their ability to command a premium in
Fy FNXYQa fSy3adkK dNIyaloOlAzyo

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 valueta®2 dzNJ Of ASydaQ oNIyRao®

This report serves to provide an opinion as to pamtime valuations of
the most valuablebrandsin the Gulf Region and also illustrates how the
methodology and findings can be used to determine the impact of brand
equity on busess performance.

Jund

David Haigh
Chief Executive
Brand Finance Plc
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TheGulfhas been in the international press, increasingly so in the past few years, with

its iconic developments, gh profile acquisitions and investments in overseas markets.

It is time that companies here began to look at how shareholders are benefiting from

0KS WoNIYR @FftdzSQ GKIFG GKSAN) odzaAySaasSa K
ahead to take their rigtful 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 groWwt continues, for the first time companies have
begun to takeGulfbrands 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 KS W@ f dzS Qananfangibl& Kusinesst y R
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 awaresse 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.

A brand is much more than the name above the ddbis now acknowledged to be
responsible for driving customer acquisition, reducing customer churn rates and staff
GdzNy 2 OSNE (GKSNBo& AYONBFaAy3a LINBFAGEOAL A
AYy@Sai2NBRQ LISNOSLI A 2y a dsseétKlike park antl mashingrg A a |
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 sbloanner through traditional

cost: benefit analyses, for example; this approach makes-temg investment

decisions on future promotional expenditure, and the host of other activities that
combine to build brand value, much more likely to succeed.

Duba-based Brand Finanddiddle EastBFME), part of the UBKased 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 @@iQa O2 N1J2 NJ i
brands.The following tablequantifies the contribution that the brand asset makes to
shareholder value in each of these companies.

BRAND-FINANCE ®
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One of the greatest challenges in marketing is that there is no uniform tefindf

brand. Therefore, it is essential to define exactly what we mean when we value a

Wo NJ¢ i Rtfe trademark, trademark and other marketing intangibles or the entire

branded business? For the purpose of this brand league table we have definsdl bra

Fa WiKS GNIXRSYFEN] FyR Ftf 3da20AF0SR YI NJ ¢
rights that is most commonly licensed in brand licensing deals which is the most
appropriate choic T RSTAY A G A 2wSTFRNT G KBS Wv2tedy.d $ 8dza S R

Brands are a major contributor tihe Gulfw S 3 A l1&rge @dol of intangible valuein

many sectorghey are the dominant asset categorg KS o0 NJ yRa Ay GKAa
table contribute to a total brand valuef over US$56 billion, which & substantial

figure thatdecision makersannot ignore.

An understanding of brand value is important to a range of decision makers:

e Brand managers need to understand hénands influence casumer perceptions
and behaviouin order to developstrategesthat optimisemarket performance and
brand value

¢ Finance decision makesese faced with impairment risks as well as transfer pricing
considerations that require an understanding of intangible asset valliesy also
play a role in protecting brand ws by maintaining adequate levels of brand
investmentc in bad times as well as good.

e Deal makersncreasingly need to gauge the value potential of brands in assessing
the merits of a transaction.

This report provides an idepth analysis intsome ofthe top brands within theGulf
Region; namely, United Arab Emirates, Kuwait, Bahr@atar, Oman and Saudi
Arabia. In additiontiprovides a sector analysis thfe Gulfregion 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 isrdy publicly available for quoted entities; it was
ensured, nevertheless, that there is representation across a number of industry
sectors. Thus,there are otherGulfbrands which are excluded from the table because
they are privately held and financiahth is unavailable.

| hope that thisreport helpsGulf companiesacknowledgethe value of their brands
andencourages them téeverage this value within not iynthe local marketplace but
mostimportantly the global arena.

Gautam SerGupta - _
Managing Director T doe ol ?*-,r'i
Brand Finance Middle East '
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Key Findings

® Theglobalimportance of intangible assets increased steadily between 2001 and 2007
with 63% of overall enterprise value being attributed to intangibles

® The value ofi KS Gulfcompaniesn the league tableepresenta total brand value
of over US$54 billion.

® ! 1 900a Yzal O t deestAirliSes witila Yrand kabue SED26.Mbillion
(US$7.1 billion) and abrand strength rating of AA

® . | KNJ AtywaumbleYotardd is Belco with a brand value d8D 190 million (US$ 503
million) and a brand strength rating of.A

® Ydzol AGQa Y2adld Zdihvitdzh brdn® valaeNdKY 80 niilion (US$ 3.6
billion) and a brandstrength ratingof A+.

® h Y| y@st valuable brand is Omtet with a brand value 0©R144 million (US$ 374
million) and a brand strength rating of A

e vI{iFNQRa Y2aid ofd with a brénd GaNd gDRR6.3 illiorv(US$ 1.7
billion) and a brand strength rating of+A

® SaRA ! N} 0Al Q& Y2 5Saudi@deldcatn witli &Sbradd\vialye BARAI0Z
billion (US$ 2.7 billionand a brand strength rating of A.

® Despite the economic downturn, banks remain the most valuable sector amongst the
GulfRegions with a total brand tee of USh 16.5billion. The banking sector is followed
by the boomingTelecommunicatiorsector which has a total brand value UE$ 11.9
billion.

® \With onlya few valuable brandgredominantly in thebanking,telecommunicationand
airline industry the Guf regiomQ & & Sré&gergedynot 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 thestakeholder groups. This isspecially relevant in tightening economic
conditions Short sightedeductionsin brand investment can destrdgng termvalue.



Brand Finance is an international leader in quantifying and leveraging the value of intangible
assets.We advise organisatiorecross a wide range of sectas how to maximise shareholder
value through effective management of their intangible assBtand Finance was founded in
1996, and now has offices in sixteen countr@sir Middle Eastsubsidiay was established in
February 2007

Our services compliment and support each other, resulting in atepth understanding of
intangible assets from financial, consumer and commercial perspectives:

‘Isit a good deal? Can | leverage my intangibles?’ ‘What is the value of my intangible assets?’

Brand Due Diligence (M&A4, 1PO) Business Valuations

Brand Licensing Intangible Asset Valuation

Brand Purchasing & Sales (Balance Sheet, Tax, Litigation)

Brand Fundraising Investor Relations

\Secu ritisation Transfer Pricing

Transactions Valuation

=

BRAND-FINANCE ®
] ]

Brand Strategy Evaluation Strategy Effectiveness

Value Drivers Analysis Brand Scorecards

Resource Allocation Competitor Benchmarking
Brand Architecture

Budget Determination & Allocation

Econometric Modelling

Marketing ROI

\_ Demand Forecasting

‘How can | increase the value of my brands?’ ‘How can | improve marketing effectiveness?’

Our clients includenternational brand owners such as Vodafone, Shell, Groupe Danone and
SABMiller We have workedin a variety of seors over the past 12 years especially in the
telecommunication financial services, and beverage and retail sectors.

Brand Financas headjuartered in London and has a network of international offices in
Amsterdam, Athens, Bangalore, BarcelonaBerlin, Cape TownColombo, Dubai, Geneva,
Helsinki,Hong Kong, Istanbul,isbon,Madrid, Moscow,New York, Paris,a88 Paulo, Sydney,
Singapore, Tomto and Zagreb.

| L oo |
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The total value of the brands reported within the UAE amounted to A&EMllion. The most
valuable brand in tie UAE is EmirateAirlines followed by Etisalat and Emaar Properti€hese

are highly respected copanies, not just in the UAE but globally in their respective industry
sectors.

Airlines are the most valuable sector with a total brand value of AE®ion with AED 22.
billion of this value being &ibutable entirely to the Emirgs Airlinesbrand. The second most
valuable sector in the UAE is the banking sector with a totddvalue of AED 18.billion.

Brand Value AED 26.Dillion
Brand Rating: AA
Rank: 1

Despite rising jet fuel prices, Emirates managed
to generate a net immme increase of 62% in
fiscal 2007/2008 over the previous yedrhisis

demonstrative of their outstanding expansion d‘
strategy to become a truly globairline as well @J

as its highlynnovative service culture .

This innovative service culture can be Emlrates
exempilfied in their recent launch in March this

year as thefirst airline in the world to enable

passengers to make authorised onboard mobile

phone calls a mile in the skyroviding a valued

service to its customer8ased on the success of

the Emirates Ainties Brand it is not surprising

that amongst all the Gulf Regions, itifsfact the
most valuableéorand

Brand Value: AEDQL8 Billion
Brand Rating: A
Rank: 2

Etisalat continues to increase its mobile, fixed

line and internet subscribensithin not only the

UAE but the global marketplacas it expands u\”.ﬂ_ll
into many new marketssearches for potential etl = al at
acquisition opportunities and increases its value
through licensing.

=
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The total value of the brands reported withkKuwait amounted toKD 2.8 billion. The most
valuable brand in the Kuwait iZain followed by Kuwait Finance Housekdzg I A (i Q&
telecommunication sectois the most valuable in terms of brand value with a totalkid 950
million, which is entirely dtibutable to the Zairbrand. The second most valuable sector is the
banking sector with a value dfD 541 million which is driven by five banks represented in the
index There is clearly a significant amount of untapped brand valomss all sectors within
Kuwat that brand managers need to addresso the future.

Brand Value KD950million
Brand Rating: A
Rank: 1

Kuwait's Mobile Telecommunications Company
(MTC)rebranded tocreate the'Zain' brand in
September 2007. The reason behind the new
brand name is that it forms part of Kuwait
telecom giant MTC Grosgbid to climb into the
top 10 global telecom operator& ¥z la rgn@
strength score of A in comparison to its
regional stewards such as Etilsalat at and
Saudi Telecom at Aut it in a relatively strong
positionfor future growth.

Brand ValueKD404 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 Gufégion. It continues to

expand globally with offices recently opening up .. —_—

in Singapore and Atrslia and future plans of viigSll Ligoill Cu @]
tapping into the Turkish and Hong Kong Kuwait Finance House \J
markets As a result of its global expansion,

Kuwait Finance House continues to grow in

profits with a near 29% rise reported in its

secondquarter profits this year.

BRAND-FINANCE ® 9
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The total value of the brands reported within Qatar amounted@8R16.7 billion The most
valuable brand in the Kuwait is Qtel, followed by the Qatar MatidBank.v I (i Fb&kKiry
sectoris themost valuable in terms dfrand value with a total of QARDbillion. This is followed
by the telecommunicationsector with a brand value oQAR6.3 billion, which is entirely
attributable to the Qtel brand.

Brand ValueQARG.3 hillion
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 moble telecommunications services in the

state of Qatarv 1 St Q&4 QA aA2Yy (2 "-ngﬁ
the top 20telecommunicationcompanies in the \ ' &5 =7
world by 2020 looks promising as the brand

looks to expandboth in the MENA region and

South East Aai However, the prevalerfierce

competition in the global telecom industry may
prove to be a tough test fa@tel.

Brand ValueQAR3.4 billion
Brand Rating: A+
Rank: 2

Qatar National Bank (QNB) was established in

Mdcn I & GKS O2dzgnindd® Q&4 FANERID vIEGF NR
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 v i
region and is by far the leading financial )e QNBd]bqjl
institution in the country vith a market share * —
approaching 40% of banking sector assets. QN

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 (ATS).

BRAND-FINANCE ® 10
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The total value of the brands reported within Oman amountedOB383 million The most

valuable brand in Oman is Omantel, followedthy Bank Muscat Sao@hetelecommunication

industry is the most valuable sector witht@al brand value 0fOR144 nillion followed by the

banking sector with a total brand value @R111 million. It is interesting to note that despite

the fact that Oman isecognized for & oil and gas industryhe oil and gas sector onachieves

a total brand value oOR24 milionAy (KA & & §ITNINTG dAYYRSE@S hYl yQ&
industry has seen a continual growth decline over the past few years highlighting the need for

such brands to undertake a thorough analysis itite value driversof their businesdo help

develop future growth strategies within the current turbulent marketplace.

Brand ValueOR144 million
Brand Rating: A

Oman Telecommunications Company (Omantel) L

is the largest communications service provider

the Sultanate of OmanOmantel continues to

seek opportunities to expand into the global

market. In order to expand into the global V o S
market, the Omanu government have recently Jaaloc
announced to sell a 25% stake in order to omal‘“d
expand its international businesss awell as '

investing around $50 million in a global

consortium to build a submarine cable system
between India and the UK.

Brand ValueOR111 million
Brand Rating: A
Rank: 2

With asses worth over USD 11.9 billion,
BankMuscat (SAOG}E ithe largest financial
services provider in Oman today with a strong 2 2
presence in Corporate Banking, Retail Banking, \ no.uoel =
Investment Banking, Treasury, Private Banking ( - BankMuscat
and Asset.)Tlhe bank has been ranked théest

bank in Oma@ Ay YIy& AYyUiSNYyl as
which is not surprizing as the bank achieved a

net profit of RO 84.2 million in fiscal 20@7a

39.4% increase from fiscal 2006.

L.
BRAND:FINANCE ® 11 © Brand Financelc 2008



The total value of the brands reported withBahrainamounted toBD 765 million The most
valuable brand inBahrainis Batelcq followed byAhli United BankSimilarly to Qatar, he
banking sector is the most valuable in terms of brand value with a toD&59 rillion which
is followed by thaelecommunicatiorindustrywith a total brand valuef BD190 million.

Brand ValueBD190 million
Brand Rating: A
Rank: 1

Bahrain Telecommunications Company (Batelco) is

GKS fSIFIRAY3I AyGSaNFrdSR ( . NE @A R
in the Kingdom of Bahrain and a significant force Q Ll I L

among the regions key etecommunications =4 ’

players. Bate | CO

e

With an ongoing strategy to grow overseas, the
Batelco Group incorporates joint venture
operations in Jordan, Kuwait, Yemen, Saudi Arabia
and Egypt.Batelco also continueto invest in
telecom infrastructure in order to reinfae there
position as the leading telecom brand in Bahrain.

Brand ValueBD149 million
Brand Rating: A
Rank: 2

Ahli United Bank (AUB) hasdn ranked the

W, Said Y 1Q Adhe prebtigious Ay
Londonrbased publication, EuroMay for four
consecutive years. In addition, it has been
NF Y] SR (KS w.vdddEal 1y R
W, Sai Y 1Q Age . DIKNG IAfY

magazine for three consecutive yeass. ‘b k
ahlibankosc

1. Q& a dzO Of%eading akkingsatvafds
SYLXKLI aAl §  keSsiveogroyith var A Y LINJ
the past year and reinforces its position as a

premier banking institution in th&liddle East

c_NJeolic )l

L.
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The total value of the brands reported withiaudi Arabimmounted to SAR7.7 billion. The
most vduable brand irSaudi Arabias Saudi Teleconpllowed by Al Rajhi BanKhe top sector
within Saudi Arabia is the valuable banking sector with a total brand val@&B22.8 billion,
which is reflective of the booming Islamic financial industry withindb&rabia.The banking
sector is followeddy the telecommunication sector with a total brand valueS#R10 4 billion.

An interesting finding in the Saudi Arabic league table isribae of the brands receive a brand
strength rating higher than AAthis suggests thaitrespective of the brands perceived strong
position in the local marketplace, theompanies still have scope to improve and strengthen
their brands.

Brand ValueSARI10.2 billion
Brand Rating: A
Rank: 1

Saudi Telecomince its establishment in 1998 5‘:““9-"-'-'-‘-“ SALanll

continues to concentrate its efforts towards SALIDI TELECOM A
customer centricity through its FORWAR

strategy. They continue to be the leading
telecom service in Saudi Arabia, whitdis been
achieved through an ambitious Transformation
& Resructuring Program and an extensive
expansion ofheir network and infrastructure.

Brand ValueSAR 5.Dillion
Brand Rating: A
Rank: 2

Al Rajhi Bank continues to achieve phenomenal
growth within the Islamic Finance Industry. This Al Rajhi Bank ¢nnalyl vapso
canbe attributed to the outstanding leadership
of !l 9Rdzf £ I K {dzf F AYLFYy I f wk2KAZ GKS olylQa
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

focusedon 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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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, mestment decisions can be made in the context of their impact on business
value in order to understand more accurately the return on marketing investment.

0 How much should we invest in our brand?

0 How can we maximise growth and value?

0 How should we segment our customer base?

0 How should we communicate with our customers to maximise our performance versus
the compettion?

0 How effective is our marketing and branding?

0 What should we do with acquired brands?

0 What should we charge for our brands?

0 Which brand should we use?

0 Providing a better understanding tfe value of key customer segments (by geography,
product, channel and customer type)

0 Understanding the relationship between brand attributes and key value drivers in the
business model

0 Understanding the strengths and weaknesses of the client brand acedpwith key
competitor brands

0 Providing a planning framework for long term strategic marketing investment

0 Creating a framework for subsequent marketing mix modelling

0 Creating the framework for better reporting and managing brand performance (brand
scorecard or dashboard)

0 Creating a body of information about brand performance for use in investor and

banking presentations

Marketing has traditionally lacked a framework for measuring and managing biguity én a
manner that links directly with the metrics that CEOs care about. This has adversely impacted
dzy RENEGFYRAYI GKS WNBAGANY 2y YENLSGAY3I Ay@Sady

gap by:

0 Acknowledging that brand equity is an intermegisstep towards the larger goal of
creating a more successful business

0 Accepting the need to express the impact of brands in terms of profitability, growth and
risk

0 Defining brand equity in a way that captures the potential of a brand to create future
cashflow

BRAND:FINANCE @ 14 © Brand Financelc 2008
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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:

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 adons, customer attitudes, customer behaviours and market performance.

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

Ly &dzyz GKS . NIYR CAYylIyOS LINROSaa WoNAyYy3IaA YI NJ
unavailable. This allows for the management of busénierands 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.

NANCE ® 15 © Brand Financelc 2008



8.Br and Fi n aviddle &ast Gulf Regions Top
Brands

Parent Company Brand Gt P — Enterprise Trademark Trademark Brand Brand
I g i T Value (AED m) Value (AED m) Value (US§m)  Value ! Rating

2007 007 200

i

1 Emirates Airlines Emiratez Airlines Airlines

26,124 7,113 nia Ak

i

3 Emaar Properties Pjsc Emaar Properties Real Estate 95 353 7,004 1,807 % A

F‘ﬁ

5 Mashregbank Mashregbank Banks 37,086 2,860 ] 2% A

7 Dubai lzlamic Bank Dubai lzlamic Bank Banks

5
n
g
:
2
#
B

9 First Gulf Bank First Gulf Bank Banks

h

30,280 1,745 478 6% A

11 Dubai Investmentz Dubai Investment “enture Capital

i

13,070 1,359 381 1% AA-

#

13 Union Properties Union Properties Real E=tate 15,581 893 243 6% A

15 Abu Dhabi National Hotels Abu Dhabi National Hotels Lodging

F‘ﬁ

5,486 724 187 13% A

17 Mational Bank Of Ras A-Khai  Mational Bank of RAK Banks

5
;

473 128 2% A

h

1% Aramex Co Aramex Tran=zportation 3,179 408 111 13% A

21 Al Buhaira National Insuranc Al Buhaira National Insurance  Insurance 11% At

A
_lé
2
2

H
3
r

23 National Marine Dredging Co Mational Marine Dredging Commercial Services AE 1,370 priax

25 Amlak Finance Amiak Finance Diversified Finan Sery  AE 8,23 245

3

3% BBB

27 Gulf Pharmaceutical Ind-Julp Gulf Pharmaceuticals Pharmaceuticals AE 1,234 207

?
#
r

A
8
#
r

29 National Corp Tourizm & Hote  Mational Corporation for Tourizm Leizure Time 1,287 184

F%
s
=
x

31 Gulf Cement Co Gulf Cement Building Materialz A s 183

33 Union Cement Co Union Cement Building Materialz

5
i

173

2

A

35 Tabreed Tabreed Building Materials

F‘ﬁ

5,824 161

£
#
*

A
:
5
5
¥

37 Tamweel Pizc Tamweel Diverzified Finan Serv BBB

‘

&
=
3
=
#
h=l

39 Abu Dhabi National Ingurance  Abu Dhabi National Insurance  Insurance

41 Fujairah Cement Industriez Fujairah Cement Building Materialz

F%'E
E
8
y
2
r

43 Abu Dhabi Aviation Abu Dhabi Aviation Tranzportation

-
©
=
[=]
3
r
e
&
I

A
&
&
By
b

45 Arab Orient Insurance Co-Uae  Arab Orient Insurance Insurance

i

224

3
®
#

47 AlKhaznah Insurance Co Al Khaznah Insurance Insurance BEB

i

112

=
==}
3
*

49 Jeema Mineral Water Jeema Wineral Water Beverages

b
]
=]
H
b

%1 National General Ingurance Mational General Insurance Ingurance

53 Ras Al Khaima Poultry Ras Al Khaima Poultry Food

#
B
N
-

BBB

55 Abu Dhabi Ship Building Co Abu Dhabi Ship Building Shipbuilding

i

567

i
Fs
w
&
I

57 Abu Dhabi National Takaful Abu Dhabi Mational Takaful Insurance

z
8
i

BB

1
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