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The UAE as a 
Global Benchmark
W H Y  T H E  U A E  P R O V I D E S  A N  U N U S U A L L Y  

D E M A N D I N G  T E S T  O F  D E V E L O P E R  B R A N D  

P E R F O R M A N C E .


U A E  M a r k e t  C o n t e x t 0 4

T h e  UA E  c o m b i n e s  r ap i d  u r b an  d e v e lo p m e n t  wi t h  an  i n te r n at i o n al  

c u s to m e r  b as e ,  h i g h  p r o je ct  v i s i b i l i t y  an d  c o n t i n u o u s  c o m p e t i t i o n  

ac r o s s  r e s i d e n t i al ,  h o s p i tal i t y,  r e tai l  an d  m i xe d - u s e  d e s t i n at i o n s .  

Fe w  m ar ke t s  r e q u i r e  d e v e lo p e r  b r an d s  to  c o m m u n i c ate  

s i m u l tan e o u s ly  to  lo c al  b uy e r s ,  g lo b al  i n v e s to r s ,  b r o ke r s ,  

i n s t i t u t i o n al  p ar t n e r s  an d  i n te r n at i o n al  m e d i a .  T h i s  c r e ate s  an  

u n u s u al ly  d e m an d i n g  e n v i r o n m e n t  i n  w h i ch  b r an d  p e r f o r m an c e  i s  

ex p o s e d  to  m u l t i p le  au d i e n c e s  at  t h e  s am e  t i m e .



T h e  pace  of  lau n ch  an d  ex pans io n  create s  o p p o r tu nit y,  b ut  it  als o  

ex p o s e s  i n co ns i s te n c y  q uickly.  N ew  p roje ct s  are  co mpare d  n o t  o n ly  

wit h  n eig h b o u r i ng  d evelo p m e n t s ,  b ut  wit h  g lo bal  s tan d ard s  of  

archite ctu re ,  s e r vice ,  p lace m ak i ng  an d  co m mu nicat io n .  T hi s  m ake s  

re p utat io n  p o r tab le :  p e r fo r m an ce  i n  o n e  p roje ct  can  s t re ngt h e n — o r  

weake n — co nfid e n ce  acro s s  an  e n t i re  p o r tfo lio.  In  a  m ar ke t  wh e re  

b uye r s  of te n  m ake  d e ci s io ns  b e fo re  d elive r y,  t h e  cre d ibilit y  

accu mulate d  by  t h e  d evelo p e r  it s elf  b e co m e s  e s p e cially  i mp o r tan t.



T he competitive environment is als o highly visible. Major launches 

are amplified through international s ales networks, digital media, 

exhibitions and brokerage channels, meaning that brand signals 

travel far beyond the physical location of a project. Developers are 

therefore judged not only by what they build, but by how clearly they 

position it, how consistently they pres ent it and how effectively that 

promis e is sustained through deliver y and operation.

T h e  m ar ke t  al s o  d e m o n s t r ate s  h o w  d e v e lo p e r s  c an  c o n t r i b u te  to  

t h e  i d e n t i t y  o f  c i t i e s .  L arge - s c ale  c o m m u n i t i e s ,  wate r fr o n t s ,  

c u l t u r al  d i s t r i ct s  an d  l i f e s t y le  d e s t i n at i o n s  b e c o m e  p ar t  o f  t h e  

i n te r n at i o n al  i m age  o f  D u b ai ,  A b u  D h ab i  an d  t h e  wi d e r  UA E .  

D e v e lo p e r  b r an d s  t h e r e f o r e  o p e r ate  wi t h i n  a  b r o ad e r  n at i o n al  

r e p u tat i o n  f o r  am b i t i o n ,  d e l i v e r y  an d  i n n o vat i o n .  A t  t h i s  s c ale ,  

c o r p o r ate  b r an d ,  d e s t i n at i o n  b r an d  an d  c i t y  b r an d  b e c o m e  

i n c r e as i n g ly  i n te r c o n n e c te d .



Fo r  R E B I ,  t h e  UA E  i s  a  u s e f u l  b e n ch m ar k  b e c au s e  i t  c o n tai n s  

s e v e r al  d e v e lo p m e n t  m o d e l s  wi t h i n  o n e  m ar ke t :  g lo b al ly  

r e c o g n i s e d  le ad e r s ,  i n s t i t u t i o n al  m as te r  d e v e lo p e r s ,  h i g h - g r o w t h  

ch al le n ge r s ,  p r e m i u m  s p e c i al i s t s  an d  e m e rg i n g  c o m m u n i t y  

b r an d s .  C o m p ar i n g  t h e m  t h r o u g h  o n e  m e t h o d o lo g y  r e v e al s  h o w  

d i ff e r e n t  c o m b i n at i o n s  o f  s c ale ,  p r o d u ct,  v i s i b i l i t y  an d  r e p u tat i o n  

c r e ate  c o m p e t i t i v e  s t r e n g t h ,  an d  w h y  s i m i l ar  c o m m e r c i al  

am b i t i o n s  c an  p r o d u c e  v e r y  d i ff e r e n t  b r an d  o u tc o m e s .



T h e  fi r s t  e d i t i o n  s h o u ld  t h e r e f o r e  b e  r e ad  as  a  b as e l i n e  r at h e r  

t h an  an  e n d p o i n t.  Fu t u r e  e d i t i o n s  wi l l  m ake  i t  p o s s i b le  to  t r ack  

h o w  p o s i t i o n s  e v o lv e  as  p r o je c t s  ar e  d e l i v e r e d ,  p o r t f o l i o s  

d i v e r s i f y,  n e w  d e s t i n at i o n s  m at u r e  an d  b r an d s  ex p an d  i n to  

ad d i t i o n al  as s e t  cl as s e s  an d  i n te r n at i o n al  m ar ke t s .  O v e r  t i m e ,  

t h i s  c o n t i n u i t y  wi l l  al lo w  R E B I  to  d i s t i n g u i s h  te m p o r ar y  m ar ke t  

m o m e n t u m  fr o m  m o r e  d u r ab le  f o r m s  o f  d e v e lo p e r  b r an d  s t r e n g t h .

“ I n  t h e  UA E ,  d e ve l o p e r  b r a n d s  a r e  t e s t e d  
s i m u l t a n e o us l y  b y  s p e e d ,  i n t e r n a t i o n a l  v i s i b i l i t y  
a n d  t h e  o b l i ga t i o n  t o  d e l i ve r  l a s t i n g  p l a c e s .

D i v e r s i t y E c o n o m y R e a l  e s t a t e

Nationalities living and 

working in the UAE

2 0 0 + $ 5 1 7 B
UAE GDP, 2025

$288B+ 
Dubai +  Abu Dhabi real estate 

transactions, 2025
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Six Pillars.  
One Score.




T h e  s i x  s c o r i n g  p i l l a r s  a r e  g o v e r n e d  b y  f i v e  m e t h o d o l o g y  p r i n c i p l e s .

REBI converts  a broad and partly intangible subject into a comparable 100-point framework.  Ever y company is  assessed across the same 

six pil lars,  al lowing different developer brands to be evaluated through a consistent structure while preserving the differences in how their  

strength is  built.  The weighted REBI Score brings together market presence,  public expression,  reputation and the quality of  the delivered 

product into a single comparative measure.  It  is  designed to reflect  the combined strength of  the developer brand rather than any one 

aspect in isolation.  The separate REBI Investor Confidence Index adds an investment- oriented perspective to the assessment and is  

reported independently,  without altering the REBI Score.


15% 15% 15%
Scale Brand 

Awareness
Visual 

Identity

Portfolio significance,  

market reach and the visible 

scale of  development 

activity.

Familiarity,  recognition and 

the extent to which the 

developer name is  established 

in the market.

Distinctiveness and 

consistency across corporate 

identity,  project presentation 

and core touchpoints.

15%
Media 

Presence

20%
Reputation

20%
Product & 

Architecture

Visibil ity,  continuity and quality 

of  communication across owned,  

earned and public media.

Deliver y confidence,  stakeholder 

perception,  trust  s ignals  and the 

durability of  public credibility.

Architecture, planning, design quality, 

placemaking and the coherence of the 

customer-facing product.

R E B I  M e t h o d o l o g y 0 6

Methodology Principles





Scores are based on evidence available during the assessment period and calibrated 

comparatively across the full  100-company field.  The methodology is  designed to be 

consistent enough for ranking,  transparent enough to interpret and flexible enough to 

develop as the evidence base and geographic coverage expand.


Independent

Ranking posit ions cannot 

be purchased through 

sponsorship.

Comparable

All  companies are assessed 

using the same pi l lars,  

weights and review 

framework.
R E b i

TRANSPARENT.

CONSISTENT.


CREDIBLE.

Future-ready

The model suppor ts UAE, 

Saudi,  GCC, European and 

Global edit ions.

Evidence-based

Scores draw on observable 

corporate, market,  media,  

reputation and product 

evidence.

Editorially curated

Quantitat ive evidence is 

combined with exper t 

assessment.
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Rankings Overview

TOP 100 Developers BRAND STRENGTH / INVESTOR CONFIDENCE

RANK 01–25

DEVEOER SCAE AARENESS VISUA EDIA REUTATION RODUCT
REBI

SCORE

INVESTOR
CONFIDENCE

INDEX

TRUST
RANK  

01 Eaar reries   00 00 1 0 01 0

02 Aar reries   6 2 2 6 1 02 0

0 Sa Rea   22 0 0

0 DAAC reries   6 6 0 1 01 0

05 Bingai   2 0 2 12

0 Nakee   2 2 6 0 1 0 2

0 ONIAT   6 2 2 0 0 1

0 eraas   6 1 05

0 n    5 11 2

10 Araa   0 55 10 0

11 ai A Fai reries   0 6 6 0 5 0

12 See r   0 0 2 0

1 Aii Deveens   0 6 1 1 5

1 A    2 6 1 1 2

15 Dane reries   6 6 10 2 1

1 Eingn reries   6 2 2 0 05 2 1

1 Dai reries   6 0 5 1 1

1 Deaar   6 2 2 6 1 1

1 B ing   6 6 62 6 0 05 1 20 1

20 as    0 6 6 01 15 5

21 E Ci Dai   6 6 0 2 2 2

22 Saa ing   2 6 0 2 2

2 Ben Deveens   60 66 2 5 1

2  Deveen   2 2 0 2 6 5 5 2

25 AS reries   60 6 1

Δ = movement in Investor Confidence Rank vs REBI Rank

B r a n d  P r o f i l e s 0 8

O m n i yat
0 7
U L T R A - L U X U R Y  D E S I G N  
S P E C I A L I S T

R E B I  B R A N D  
S I G N A L S

P E R F O R M A N C E  M E T R I C S

Awareness

82

Scale

76


Media Presence

84

Reputation

92

OMNIYAT occupies a specialist position at the highest end of 

the UAE luxury market, built around rarity, architecture and 

hospitality-led service. FY2025 generated USD 2.5 billion in 

sales under the OMNIYAT brand and USD 5.4 billion across the 

wider group. In H1 2026, LUMENA and ENARA produced 

approximately USD 1.55 billion in sales and captured 43.4% of 

Dubai’s primary off-plan office market by value. Its influence 

remains disproportionate to project count because product 

and design equity are exceptionally strong.

///    M o m e n t u m





⬡    R e s i l i e n c e





◎    I n f l u e n c e

R E B I  q u a l i t a t i v e  a s s e s s m e n t

R E B I  S C O R E
I n v e s t o r  

C o n f i d e n c e  

R A N K

88.9/100


K E Y  P R O J E C T S

Visual Identity

97

Product&Architecture

98

6

T he  O pus


O ne  at  Palm  Jumeirah,  Dorche ster  C olle ct ion


T he  L ana  Re sidence s,  Dorche ster  C olle ct ion   

ORLA,  Dorche ster  C olle ct ion


VELA,  Dorche ster  C olle ct ion

•  Ult ra- luxur y  posit ioning


•  E xcept ional  de s ign  qual ity


•  S ele ct ive  proje ct  portfol io

"
OMNI YAT demonst rate s  that  influence  can  be  bui lt  

through rar ity  rather  than s cale .  E xcept ional  

de s ign  and curat ion  cre ate  one  of  the  marke t ’s  

most  d ifferent iate d  premium brands,  with  s ele ct ive  

awarene ss  al igne d to  i ts  ult ra- luxur y  posit ion.

K E Y  H I G H L I G H T S R E B I  B R A N D  A S S E S S M E N T
 A C H I E V E M E N T s

LUMENA +  ENARA H1 2026 sales USD 1.55B 


43.4% of Dubai primary off-plan office market by value  


ENARA entered main construction phase

i n v e s t m e n t  l e n s

H i g h  D e m a n d             P r o v e n  D e l i v e r y            S t r o n g  T r a c k  R e c o r d          E s t a b l i s h e d  B r a n d       P o s i t i v e  O u t l o o k

U l t r a - p r i m e  b u y e r


 i n t e r e s t
C u r a t e d  f l a g s h i p


 e x e c u t i o n
B o u t i q u e  l u x u r y


 c r e d i b i l i t y
D e s i g n - l e d  p r e s t i g e


 p o s i t i o n i n g
S c a r c i t y - s u p p o r t e d  


u p s i d e
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REBI Investor 
Confidence Index 




A  S E C O N D  L E N S  O N  D E V E L O P E R  S T R E N G T H

Investor confidence matters most when the finished product cannot 

yet be evaluated. In that moment, the developer becomes part of the 

proposition. Previous performance, market standing and the strength 

of the wider platform help buyers form an expectation about 

something that may not yet exist.



Confidence is cumulative. Each completed project and market cycle 

influences how the next one is received. Consistent performance 

allows credibility to travel across projects and locations; 

inconsistency forces every new launch to rebuild conviction. But 

confidence is not the same as visibility. A developer may be highly 

recognised while still  building the evidence required for deeper trust. 

Another may have substantial experience and a strong operating 

platform while remaining comparatively understated as a brand. Nor is 

confidence simply a function of scale. A large pipeline creates 

presence, but scale becomes persuasive only when the organisation 

behind it appears capable of supporting that growth.

Who is the REBI Investor Confidence Index for?






Investor confidence therefore has its own structure. It is shaped not by a 

single measure of reputation, but by the interaction of delivery reliability, 

market demand, track record, investor experience and brand confidence. A 

developer may be strong in some of these areas and less established in 

others, creating a profile that cannot be understood from overall brand 

strength alone.



This is why the REBI Investor Confidence Index sits alongside the 

REBI Score rather than inside it. One measures overall brand strength; 

the other isolates confidence supported by evidence around the 

developer. Read together, they show whether brand presence and 

investor confidence are aligned or developing at different speeds. A 

fast-growing developer may build recognition ahead of its track record, 

while a mature platform may hold credibility not yet reflected in brand 

equity. The Index is comparative, not predictive: it does not forecast 

returns or replace financial, legal or technical due diligence. Its purpose 

is to make confidence in the developer behind the project more visible.

INVESTORS & 
BUYERS

BANKS, LENDERS & 
CAPITAL PROVIDERS

BROKERS, SALES 
NETWORKS & ADVISERS

How much confidence sits behind the 
project I am considering?




The Index provides an additional perspective beyond 
location, price and product specification. It helps distinguish 

between short-term project momentum and broader 
confidence in the developer platform.


How established and credible is the 
development platform behind the 

opportunity?



The Index provides a comparative market perspective on 
developer standing. It can complement — but never 

replace — formal financial, legal and credit due diligence.

How confidently can this developer be 
positioned to clients?”




Developer reputation increasingly affects conversion, 
objection handling and buyer confidence. A stronger 

confidence profile can make the developer itself part of the 
sales proposition rather than relying entirely on the 

individual project.

Relevant factors:


Market Demand 


Delivery 


Track Record


Outlook

Relevant factors:


Delivery 


Track Record 


Brand Establishment


Outlook

Relevant factors::


Market Demand


Brand Establishment


Delivery

I n v e s t o r  l e n s 1 0

One developer.  
Two different questions.






REBI INVESTOR CONFIDENCE INDEX

How strongly does the available 
evidence support confidence in 
the developer?



REBI SCORE

How strong is the developer 
brand overall?





Deliver y & Reliability

Market Demand & Liquidity

Reputation & Track Record

Investor Experience & Transparency

Brand Confidence

Brand A wareness

Reputation

Product & Architecture

Visual Identity

Media Presence

Scale

CONTRACTORS, SUPPLIERS & 
REAL-ESTATE PARTNERS

Is this relationship connected to a 
sustainable development pipeline?



The Index helps place individual opportunities within a 

broader view of the developer’s market position, delivery 
record and future pipeline.


BRAND, MARKETING & 
COMMUNICATIONS TEAMS

Is market visibility translating into 
genuine confidence?



For developers themselves, the Index exposes one of the 

most important gaps in brand performance: the 
difference between being highly visible and being highly 

trusted.

ARCHITECTS, DESIGNERS 
& CONSULTANTS

What kind of client platform are we 
associating our reputation with?



For professional partners, developer confidence 

provides context around the scale, maturity and future 
direction of a potential client. Stronger platforms may 

also provide greater opportunity for repeat collaboration 
across a portfolio.

Relevant factors:


Delivery


Track Record


Outlook

Relevant factors:


 All five measures

Relevant factors:


Track Record


Brand Establishment


Outlook
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The Top 20 data reveals both a common foundation and substantial variation. Product 
strength is widespread, but the way it combines with scale, visibility and reputation 
determines the character of each leadership position. The figures below describe the 
group as a market tier rather than diagnosing individual companies.

Where leadership most often begins Average Top 20 pillar profile

Product & architecture

Scale

Brand awareness

Media presence

Reputation

Visual identity

0

1

4

3

2

Joint-highest pillars are counted in more than one category, so totals exceed 20.

2 4 6 8 10

6

10

81.9

85.8

81.6
84.3

84.8 87.0

Product is the most frequent source of standout 
strength, while scale remains another common route into 
the leadership tier.

Scale

Brand awareness

Visual identity

Media presence

Reputation

Product & architecture

No pillar falls below 80 on average. Product & architecture leads the 
group, showing why tangible product quality remains the most 
common foundation of Top 20 strength.

Top 10 vs ranks 11–20

Top 10 vs ranks 11–20 Top 10 Ranks 11–20

100

90.5 88.9 90.6 89.2 89.4
92.3

80 81.6

78.9 79.2
77.5

74.9 74.0

60

0

Scale Brand awareness Visual identity Media presence Reputation Product & architecture

The upper half of the Top 20 is stronger across every pillar. The step 
into the very top is systemic rather than driven by a single metric.

I n s i d e  t h e  T o p  2 0 1 2

Four routes to leadership
Balanced  
Market Leaders

Product-Led 
Specialists

These brands combine substantial market presence 

with strong product, recognition and reputation. 

Their advantage is not concentrated in one pillar; it 

comes from the absence of a major structural 

weakness across the wider brand system.


Illustrative examples:

Product, architecture and visual distinction carry 

exceptional weight. These brands demonstrate that a 

focused proposition can create leadership without 

matching the scale of the largest development 

platforms.


Illustrative examples:

Visibility-Led 
Commercial Brands

Platform & 
Reputation Brands

High awareness, active communications and strong 

market visibility accelerate recognition. The model is 

particularly effective in high-frequency launch 

environments where the developer name needs to 

remain continuously present.


Illustrative examples:

Institutional depth, accumulated credibility and broader 

operating platforms create strength that may exceed 

consumer-facing visibility. These brands show how 

reputation and organisational substance can support a 

developer position even when communications are more 

restrained.


Illustrative examples:

R E B I  I n s i g h t

“
T here is  no s ingle  formula for  a  Top 20 
developer  brand.  B ut  the higher  the posit ion,  
the harder  it  be comes for  one exceptional  
strength to compens ate for  weakness es  
els ewhere.
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Founder 

Interview

A  C O N V E R S A T I O N  W I T H  
A l e x a n d r e  U S H A K O V S ,  
F O U N D E R  O F  R E B I

Why did you decide to launch REBI?



Real  estate has always been measured through numbers:  sales,  

square metres,  delivery volume,  transactions and financial  

indicators.  These numbers are important,  but they do not explain 

everything.  In premium real  estate,  people also buy trust,  

reputation,  architecture,  l ifestyle,  location narrative and 

confidence in a developer ’s  brand.  REBI was created to measure 

that part  of  the market — the intangible strength that influences 

real  decisions.  The idea was to create a structured way of  

comparing something the industry already recognises intuit ively.  

Buyers,  investors and partners form opinions about developers long 

before every project is  completed.  Brand strength captures how 

previous performance,  vis ibil ity  and reputation shape expectations 

about what a developer wil l  do next.



Why start with the UAE?



The UAE is one of the most visible real estate markets in the world. 

It  is  international,  competitive,  design-driven and closely connected 

to tourism, hospitality,  investment and lifestyle.  Dubai and Abu 

Dhabi have shown that real estate can become part of a country’s 

global image. For a brand index, the UAE is the natural first edition.



What should developers take from the report?



Developers should see REBI as a mirror.  It  shows where their  brand 

is  strong,  where it  is  vis ible,  where it  has trust  and where it  can 

improve.  The goal  is  not only to rank brands,  but to raise the level  

of  brand thinking in the real  estate industry.
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REBI is not built  as a 
popularity contest or 
paid nomination 
programme. The 
index is based on a 
methodology and a 
comparative scoring 
model.

“

What makes a strong real estate brand today?



A strong developer brand is  not only famous.  It  has to be trusted.  

It  has to communicate clearly and deliver  a recognisable product 

experience.  It  has to create confidence before purchase and pride 

after  purchase.  The strongest brands combine scale,  reputation,  

media visibil ity,  design quality and long- term consistency.  What 

matters most is  continuity.  Confidence created by one successful  

development should strengthen the perception of  the next.  When 

product,  communication and customer experience remain 

coherent across a portfolio,  the developer name itself  begins to 

carry value beyond any individual  project.



I  often ask emerging developers a s imple question:  what do you 

want to bring to the market? The first  answer is  often growth,  

sales or returns.  But those are outcomes,  not a proposit ion.  The 

more important question is  what wil l  be better  because you are 

here — the product,  the customer experience,  the city,  the 

standard of delivery.  That is  where a strong brand begins:  with a 

clear reason to exist  beyond simply sell ing square metres.



WHAT DOES REBI ADD THAT TRADITIONAL REAL ESTATE 

DATA DOES NOT?



Real  estate is  already r ich in data — prices,  sales,  yields,  

transactions and development pipelines.  What is  much harder to 

measure is  the confidence attached to the developer behind 

those numbers.  REBI adds that missing layer.  Alongside the 

REBI Score,  we introduced the REBI Investor Confidence Index 

to examine how delivery evidence,  market demand, track record,  

investor experience and brand confidence combine to shape 

confidence in the developer behind a project.  That combination 

is  what makes the product different.  REBI does not replace 

financial  or  market analysis;  it  adds a structured view of an 

intangible factor that can materially  influence demand, pricing 

power,  resil ience and investment decisions.

How is REBI different from a regular award?



REBI is  not built  as a popularity contest  or paid nomination 

programme. The index is  based on a methodology and a 

comparative scoring model.  Awards may be created from the 

results,  but the ranking itself  must remain independent.  That is  

essential  for credibility.  The purpose is  also different.  An award 

often recognises a particular achievement or project.  REBI 

compares developer brands through one framework and 

provides a broader view of their  current competit ive posit ion.  

Over t ime,  repeated edit ions should also make it  possible to 

observe how that posit ion changes.



What comes next after the UAE edition?



The UAE edition is  the first  step.  REBI is  designed as an 

international  platform. Future edit ions can cover Saudi  Arabia,  

the GCC, Europe and global  real  estate brand leaders.  The long-

term goal  is  to create a serious benchmark for how real  estate 

brands are built,  perceived and trusted across markets.
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Pre-order  
the Professional Report

A premium physical 
edition of REBI UAE 2026
The REBI UAE 2026 Professional Report is conceived as a premium 

editorial object — produced in a limited print run, presented in a 

bespoke bronze case and designed to the standard of a collectible 

business publication. From its material finish and typography to the 

presentation case and editorial detailing, every element has been 

developed to reflect the quality and ambition of the research inside.

I n s i d e  t h e  f u l l  R E B I  U A E  2 0 2 6  
P r o f e s s i o n a l  R e p o r t

Top 100 ranking

 REBI Scores

 REBI Investor Confidence Index| Rank

 Top 20 brand profiles

 REBI Signals

 12 analytical chapters

 Brand Watch & Outlook 2027

Pre-sale opens 29 September · $790 



Secure the first edition of REBI UAE 2026 at the pre-sale price, 
ahead of publication in November. UAE delivery is complimentary. 
International delivery is available for $70. Only 50 first copies.


Regular publication price · $990

Limited  edition       Bespoke bronze presentation case      Premium editorial design & production

Following publication, the Professional Report will be available at the 
regular price of $990. The first edition is produced in a limited 
printed run.


P r e - o r d e r  t h e  P r o f e s s i o n a l  R e p o r t 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About REBI | 3CUBA

REbi R e a l  E s tat e

Brand Index

CUBA

REBI™ — Real Estate Brand Index is an independent annual 

benchmarking platform dedicated to documenting and 

comparing the evolution of real estate developer brands 

across international markets. The UAE 2026 edition 

establishes the first reference point in a programme 

designed to build a consistent long-term record of developer 

brand performance.



Future editions will track movement over time, expand the 

comparative framework into additional markets and create a 

growing body of evidence on how developer brands evolve 

across different economic, cultural and competitive 

environments.

3CUBA is the publisher and founding organisation behind 

REBI. The international branding agency works across brand 

strategy, corporate identity, websites and digital strategy, 

and editorial systems for companies and institutions 

operating internationally.



REBI draws on 3CUBA's experience in building and evaluating 

complex brands while maintaining a clear separation between 

commercial participation, editorial activity and ranking 

outcomes.

CONTACTS

www.realestatebrandindex.com 

www.3cuba.com 

hello@realestatebrandindex.com

REBI Development Path

United Arab Emirates          Saudi Arabia         ASIA          Europe           AMERICA        Global

“ Measuring brand strength.  Documenting change.  
Building a  long-term record of  real  estate  
development.


