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EMIRATES AIRLINES SOARS TO THE TOP AS THE MOST VALUABLE GULF REGION BRAND 2008 

DUBAI – Today, Brand Finance Middle East publishes the first-ever Business Brand Values Index in the 
Gulf region, covering a select set of ≈ 200 companies across industry sectors. Following on from the first-
ever UAE league table which was published in February 2007, this study has been extended to include  
publically quoted brands within the UAE, Saudi Arabia, Oman, Kuwait, Qatar and Kuwait.  
 

Ψ¢he reason for extending the study to include the Gulf Region is because it is imperative 
companies throughout the Gulf start looking ŀǘ Ƙƻǿ ǎƘŀǊŜƘƻƭŘŜǊǎ ŀǊŜ ōŜƴŜŦƛǘƛƴƎ ŦǊƻƳ ǘƘŜ ΨōǊŀƴŘ 
ǾŀƭǳŜΩ ǘƘŀǘ ǘƘŜƛǊ ōǳǎƛƴŜǎǎŜǎ ƘŀǾŜ ōǳƛƭǘ ǳǇ ƻǾŜǊ ǘƛƳŜΣ whilst many of them are expanding into the 
global marketplaceΩ comments Gautam Sen-Gupta, Managing Director Brand Finance Middle 
East. 

 
Brand Finance calculates the brand values in the study using the ‘Royalty Relief’ approach – a 
methodology recognised by technical authorities worldwide that ties back to the commercial reality of 
brands: their ability to command a premium in an arm’s length transaction. This method is highly 
actionable for accounting, tax, litigation and commercial purposes.  
 
According to the study, Emirates Airlines is the most valuable brand within not only the UAE but in the 

whole Gulf Region. Emirates Airlines has a brand value of AED 26.1 billion and a brand strength rating of 

AA+, which is the highest brand score achieved in this year’s study. Despite rising jet fuel prices, 

Emirates Airlines continues to expand and become a truly global airline with a highly innovative service 

culture, which has evidently helped the brand grow and develop value.  

On a regional basis, Bahrain’s most valuable brand is Batelco with a brand value of BD 190 million (US$ 
503 million) and a brand strength rating of A. Kuwait’s most valuable brand is Zain with a brand value of 
KD 950 million (US$ 3.6 billion) and a brand strength rating of A+. Oman’s most valuable brand is 
Omantel with a brand value of OR 144 million (US$ 374 million) and a brand strength rating of A-. 
Qatar’s most valuable brand is Q-Tel with a brand value of QAR 6.3 billion (US$1.7 billion) and a brand 
strength rating of A+. Saudi Arabia’s most valuable brand is Saudi Telecom with a brand value of SAR 
10.2 billion (US$ 2.7 billion) and a brand strength rating of A. 
 
Evidently from these regional results the most valuable brands are all from the Telecommunications 
sector excluding the UAE’s most valuable Airline sector. This is illustrative of the Gulf Region’s 
Telecommunication sector being one of the fastest growing in the world. However, the 
telecommunications sector is only the second most valuable sector within the index with a total brand 
value of US$ 11.9 billion. Despite the economic downturn, the banking sector is the most valuable sector 
amongst the Gulf Regions with a total brand value of US$ 16.5 billion.  
 



Commenting on the Brand Finance Gulf Region Index 2008, David Haigh, CEO of Brand Finance plc 

states:  

ΨWith only a few notably valuable brands predominantly in the banking, telecommunication and 
ŀƛǊƭƛƴŜ ƛƴŘǳǎǘǊȅΣ ǘƘŜ DǳƭŦ ǊŜƎƛƻƴΩǎ ǎŜŎǘƻǊǎ ŀǊŜ ƎŜƴŜǊŀƭƭȅ ƴƻǘ ƎŜƴŜǊŀǘƛƴƎ ŀǎ ƳǳŎƘ ǾŀƭǳŜ ŀǎ 
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 ŘŜǎǘǊƻȅ ƭƻƴƎ ǘŜǊƳ ǾŀƭǳŜΦΩ  

 
For a more detailed analysis of the Brand Finance Middle East Gulf Region Top Brands, please visit 
www.brandfinance.com  
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.ǊŀƴŘ CƛƴŀƴŎŜΩǎ aƛŘŘƭŜ 9ŀǎǘ DǳƭŦ wŜƎƛƻƴΩǎ ¢ƻǇ .ǊŀƴŘǎ  
 

 



 

 

 



 



 



EDITORS NOTES 

 

Methodology Overview 

 The BrandFinance Middle East Gulf Region Top Brands study provides a ranked index of not only 
the most valuable brands but also the strongest brands using the widely accepted 'Royalty Relief' 
methodology.  
 

 The ‘Royalty Relief’ approach is a more transparent methodology based on documented, third-party 
transactions and is the methodology favoured by most tax authorities and law courts. It ties back to 
the commercial reality of brands - specifically their ability to command a premium in an arm's length 
transaction. It can be applied using publicly available information and removes much of the 
subjectivity associated with brand valuation than some other alternative proprietary approaches. 

 

 Royalty rate assumes that a company does not own its brand name, and then calculates how much 
it would have to pay to license it from a third party. The present value of the streams of the 
(hypothetical) royalties represents the value of the brand.  

 
 The brand value or trademark value is the value of the asset at a certain point in time, computed by 

adopting this methodology. This is, in fact, the value that the brand is creating for their owners 
today from its current economic use. It is not an attempt to estimate the cost of replacing it, nor 
does it represent what has been expended to create it. 
 

 For the purposes of this index, ‘brand’ is defined as “trademarks and all associated marketing 
intangibles,” which is a package of legal rights that is most commonly licensed in brand licensing 
deals.  

 

 Brand Finance plc also conducts a ΨǖǊŀƴŘǖŜǘŀϯ analysis, which is a benchmarking study of the 
strength, risk and future potential of a brand relative to its competitor set in the form of a “Brand 
Rating”.  

 
For a more detailed overview of the Brand Finance’s methodology, please check the website to 

download the report: www.brandfinance.com  

Brand Ratings Definitions  

The BrandFinance Middle East Gulf Region Top Brands provides a brand 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.  
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Brand 

Rating 
Strength 

AAA Extremely strong 

AA Very strong 

A Strong 

BBB-B Average 

CCC-C Weak 

DDD-D Failing 

 

About Brand Finance plc 

Brand Finance plc is the leading independent valuation advisory firm, which advises strongly branded 

organizations on how to maximize shareholder value through effective management of their intangible 

assets. Since it was founded in 1996, Brand Finance has performed thousands of brand valuations with 

an aggregate value in excess of $10 trillion. Our Middle East subsidiary was established in February 

2007.  

Valuations are used for a wide variety of business purposes: 
 

 Technical: 
o Balance sheet 
o Tax 
o Litigation  
o Securitisation 
o Licensing 

 
 Commercial: 

o Strategy Formulation 
o Budget Allocation 
o Portfolio Management  
o Brand Transition 
o Brand Scorecards 
o M&A / IPO 
o Investor Relations 

 
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. 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. 
 
www.brandfinance.com  
 

For more information, please contact: 

Gautam Sen-Gupta, Managing Director Brand Finance Middle East 

Email: g.sen-gupta@brandfinance.com 

Tel: +971 4 3911241 

 

David Haigh, CEO Brand Finance plc 

Email: d.haigh@brandfinance.com 

Tel: +44 (0)208 607 0300 

Mobile: +44 (0)78 8515 3725 

 

Camilla Armstrong, Media Relations and Events Executive 

Email: c.armstrong@brandfinance.com   

Tel: +44 (0)208 607 0300  

Mobile: +44 (0)78 8095 3183 
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