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Brand Finance Institute launches the  
Top 30 Most Valuable Property Brands 

 
Where does the value lie in successful property companies? Traditionally this has been viewed as location, 
location, location with some bricks and mortar thrown in for good measure. However, while these remain the 
primary value drivers another asset is increasingly yielding cash flows in the property industry. Brands, which 
are intangible, have become valuable assets in the most tangible of sectors. 
 
At the top of the global index is Westfield with a brand value of US$1.0bn (A$1.1b). Stockland, the Goodman 
Group, GPT Group, and Mirvac are also in the top 30, marking an excellent performance by Australian 
companies. Across the top 30 companies brand value contributes up to 3% of enterprise value, and averages 
1.6% of enterprise value. This is low compared to heavily branded FMCG categories, but the resulting brand 
values are still highly material.  
   
How has this intangible asset crept into the business model of property companies? On the demand side, the 
role of the brand varies depending on the segment of the property market. For example, in the Offices 
segment, the reputation of the landlord can be a key factor in the tenant’s choice. On the other hand, Retail 
tenants have to consider factors that influence shoppers. Consumers largely choose shopping centres on the 
basis of proximity and the quality of retailers, however, shopping centre brand plays a role when there are two 
centres in a neighbourhood, or when the shopper is away from home. 
 
Tim Heberden, Managing Director of Brand Finance Australia, says:  
 

“Market perceptions of property brands are largely based on functional and quality attributes. A strong brand 
captures and enhances functional attributes and extends a halo across all properties within a portfolio. Strong 
brands also have a positive impact on investors and business partners which can increase deal flow and 
reduce the cost of capital.” 
 
Most executives within the property industry recognise that they are still in the early stages of brand 
development and there are many thorny issues that need to be addressed such as what brand architecture 
will prove to be most effective and how a coherent brand message can be communicated to the wide 
stakeholder group that includes tenants, staff, business partners, municipalities and investors. 
 
 
 
 
 
 
 
 
 
 
 



 
 

Top 30 Property Brands 
(all figures are in [USD] millions) 

 

* soon to be Unibail-Rodamco 
# Tishmen Speyer and Lehman Bros buy-out 
^ combined value of Capital Shopping Centres and Capital & Counties 



 
 
Brand Ratings Definitions  
 
Brand Finance’s Top 30 Property Brand Index provides a brand's strength analysis for each of the 
brands in the form of 'Brand Ratings'. These Ratings are conceptually similar to credit ratings. 
Brand Ratings are a leading indicator of future performance and value.  
 
 

Rating  Definition  
AAA  Extremely strong  
AA  Very strong  
A  Strong  

BBB  Average  
BB  Under-performing  
B  Weak  

CCC  Very weak  
CC  Extremely weak  
C  Failing  

 
 
Methodology 
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About Brand Finance 
 
Brand Finance Institute is the research and education division of Brand Finance plc. 
 
Brand Finance plc is a leading independent valuation advisory firm focused on the management 
and valuation of brands and of branded businesses.  Since 1996, Brand Finance has performed 
numerous valuations in support of a variety of business needs including: 
 
• Technical valuations for accounting, tax and legal purposes 
 
• Valuations in support of commercial transactions (mergers & acquisitions, divestitures, licensing 
and joint ventures) involving different forms of intellectual property 
 
• Valuations as part of a wider mandate to deliver value-based marketing and brand strategy, 
portfolio measurement and tracking, thereby bridging the gap between marketing and finance. 
 
Our clients include international brand owners such as Vodafone, Shell, Groupe Danone and 
SABMiller, tax authorities such as the IRS and the Inland Revenue, IP lawyers and investment 
banks.  Our work is frequently peer-reviewed by the Big 4 audit practices and our approach has 
also been accepted by the UK Takeover Panel.  
 
Brand Finance is headquartered in London and has a network of international offices in Amsterdam, 
Bangalore, Barcelona, Colombo, Dubai, Geneva, Hong Kong, Istanbul, Madrid, Moscow, New York, 
Paris, Sao Paulo, Sydney, Singapore, Toronto and Zagreb. 
 
For more information, please contact: 
 
Tim Heberden, Managing Director, Brand Finance Australia 
Email: t.heberden@brandfinance.com    Tel: +61 2 9252 3441 
 
Darshna Chandaria, Marketing Director, Brand Finance plc 
Email: d.chandaria@brandfinance.com       Tel: +44 208 607 0300 
 
www.brandfinance.com  
 
 
 
 


