DESTINATION

 DUBAI

The ultimate guide to global demand for Dubai real estate
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ALWAYS FORWARD LOOKING

Dubai’s headline-grabbing real estate market has been supercharged by positive sentiment, a key ingredient

in the Middle East. But the feel-good factor extends beyond sentiment, with economic KPIs pointing to D33 Economic Agenda by 2033 highlights
sustained business positivity for over two years.

A VISION FOR THE FUTURE A .
Total population of Dubai

Z

This positivity recently received a further boost with the announcement of
Dubai’s Economic Agenda. D33 details a new roadmap for the emirate to
double its foreign trade and emerge as the world’s fourth most prominent 6,000,000

financial centre behind New York, London, and Singapore by 2033 when

Dubai will mark 200 years since its founding.
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2023 alone. 2022 saw Dubai record 219 deals above this price point, positioning the city as the fourth busiest
luxury homes market in the world. 2023 is shaping up to be another record year for this segment of the
market.

<

A GLOBAL PRIME RESIDENTIAL HOTSPOT

Dubai recorded 88 home sales above US$ 10 million, totalling over AED 6
billion during Q1 2023. The depth of demand for homes at this price point
from local and international Ultra-High-Net-Worth-Individuals (UHNWI) is
helping to drive up prices in this exclusive market segment. Indeed, Q1 has
seen average transacted prices for US$ 10 million+ homes reach AED 7,235
psf, representing a 16% increase on 2022’s AED 6,250 psf.

The city’s prime residential rhoods, which encompasses, the

Palm Jumeirah, Emirates Hills and 2irah Bay Island, continue to
dominate luxury home sales, with average tra'rigacted prices in these highly
sought-after locations for US$ 10 million+ homes reaching AED 8,800 psf

during Q1.

While Dubai’s prime neighbourhoods accounted for 64% of US$ 10 million+
home sales during Q1, other areas are also gaining prominence. They will
likely be classed as ‘prime’ if they continue entrenching themselves as
high-end neighbourhoods.

The Al Wasl-Dubai Canal corridor is one such location, with branded
residential sales contributing to its emergence as a hotsp
focused on securing the most expensive homes in the emirate’s mc_)?;‘t
desirable neighbourhoods.

Tilal Al Ghaf is another neighbourhood that has quickly joined Dubai’s
growing list of ultra-luxe areas. Three homes sold for over AED 90 million
last year, and seven villas transacted for over US$ 10 million in Q1 of this
year, strongly suggesting that Tilal Al Ghaf will soon meet our definition of
a prime neighbourhood.

While most international UHNWI looking at Dubai are drawn to acquiring
second homes on the coast, Tilal Al Ghaf has set a new benchmark for
luxury living as an inland community that delivers on quality and amenities.
The shortage of completed waterfront communities and the lack of
development sites that can be easily activated suggests that such inland
communities will continue to grow in prominence.
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The demand for prime residential property has been so intense
that Dubai experienced a record 44% hike in prime home prices
last year - the highest level globally. Factoring for the 16% increase
in average transacted prime prices during Q1, the annualised
growth rate has further accelerated to 54.6%. We forecast that
prime residential values in ai will rise by 13.5% this year,
positioning the city as the fast€st-growing residential market for
the second year running.

However, with US$ 1 million securing 1,130 sq ft in any of Dubai’s
three prime neighbourhoods, the city is the 16th most “affordable
luxury” market in the world. Effectively, this means US$ 1 million
buys three times more prime residential space than cities like
London, New York, or Singapore.

With a shortage of prime developments under construction and
no slowdown in the relentless UHNWI demand for luxury second
homes in Dubai, the upward trajectory for prime prices is likely to
be sustained.

““‘:“?éf_i-}
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OUR SURVEY

To assess attitudes and appetite for real estate
investment in Dubai, we surveyed 183 global "'
high-net-worth-individuals (HNWI), each with a net ’ * '

()

worth of more than US$ 3 million (excluding the
value of their main home or primary residence), in
partnership with YouGov. Our survey sample was
chosen to reflect the nationals who have
historically been very active in the city’s real estate

market.

s

851

COMBINED PROPERTY
PORTFOLIO

e

COMBINED NET COMBINED SPENDING
WORTH POWER

HNWI RESPONDENTS

UK/EUROPE
USS$ 18.9 MILLION USS$ 42.5 MILLION USS$ 5.8 MILLION USS$ 40.8 MILLION
AVG. NET WORTH AVG. NET WORTH AVG. NET WORTH AVG. NET WORTH

NORTH AMERICA

EAST ASIA

US$ 13.8 MILLION

AVG. NET WORTH

USS$ 25.3 MILLION

AVG. NET WORTH

USS 9 MILLION

AVG. NET WORTH

USS 33.2 MILLION

AVG. NET WORTH

EACH UNIT REPRESENTS 5% OF
OUR SURVEY SAMPLE

USS 7.2 MILLION

' AVG. NET WORTH

USS 7.1 MILLION

AVG. NET WORTH

USS$ 20.2 MILLION

AVG. NET WORTH

Source: Knight Frank, YouGov
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GLOBAL HNWI PERCEPTIONS OF DUBAI

In our survey, we asked global HNWI to select the
words they most associate with Dubai. The below

Al-generated word cloud represents these views,
with the larger words being cited more often than
smaller ones.
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APARTMENT LIVING BECKONS

While villas in Dubai are highly sought after by the world’s wealthy, mid-size apartments dominate HNWI wish
lists, irrespective of personal wealth or geographic origin.

APARTMENTS TRUMP VILLAS

Dubai’s apartment market, as noted above, has experienced price rises of
15% since the start of the pandemic, with villa values rising by an even more

impressive 44%.

Villas have become synonymous with Dubai’s sun-sand-sea lifestyle -
our own market experience has shown that this segment of the market
has been a particular favourite of the world’s ultra-rich. Indeed, it is this
insatiable demand for luxury villas that has translated into a shortage of

high-end waterfront homes.

In our survey, however, apartments (64%) have emerged as the more
popular residential property type sought by global HNWI.

That being said, most (53%) people with a net worth of over US$ 10 million
prefer to buy a villa in Dubai instead of an apartment.

Even among those who have never visited Dubai, apartments (74%) have

emerged as the main preference.

Property size preferences (by net worth)

Percentage of respondents

MID-SIZE DREAMS

Among those targeting an apartment purchase, two- and three-bedroom
apartments dominate wish lists at 62% combined, with three-bedroom

apartments (33%) emerging as the more popular of the two.

This pattern persists through personal wealth brackets as well, with
those of a net worth greater than US$ 10 million favouring three-bedroom

apartments the most (38%).

Similarly, three-bedroom apartments are the top target for those
purchasing as an investment (35%). However, those looking to invest are
twice as interested in one-bedroom apartments (12%) as those purchasing

a property for personal use (6%o).

Among villa hunters, townhouses are the most popular villa type (23%),
while a further 19% prefer villas over apartments but have no particular
interest in the size or location of the property.

knightfrank.ae/thedestinationseries

NEW BUILD V SECONDARY MARKET

2022 off plan sales volumes in line

One of the key features of Dubai’s current and third freehold residential with lo-year average
market cycle has been the dominance of genuine end-users and second-
home buyers in particular. 2022
2021
Historically, the market was driven largely by speculative activity, fuelled, 2020
of course, by the abundance of off-plan purchase options. In 2009, for 2019
instance, just as the Global Financial Crisis was looming large, 61% of all 2018
home sales in Dubai were off-plan transactions. The 10-year average has 2017
settled at around 42%, and both 2021 and 2022 - the first two years of this 2016
third property cycle - have stood at 42% and 44%, respectively, broadly in 2015
line with the 10-year average. 2014
This trend is also echoed in our survey results, with 53% of HNWI buyers 2018
focussed on acquiring recently built/completed homes in Dubai. It is 2012
strongest among those with a net worth of over US$ 10 million (61%), as 201
well as 71% of HNWI from East Asia. 2010
2009

Overall demand for off-plan purchases is relatively low at just 10% among
global HNWI.

0% 20% 40% 60% 80% 100%

off-plan Secondary market
Source: Knight Frank, REIDIN

EXPERT INSIGHT
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Apartments Villas

US$ 3-5 million US$ 5-10 million @ US$ 10 million+

Source: Knight Frank, YouGov
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With a history of just 23 years, identifying signs of maturity in Dubai’s residential market is challenging. That said, with the surge in second
home purchases, particularly in locations such as Palm Jumeirah, the global elite are paying record prices to secure beachfront villas. They are
subsequently spending almost the same amount again on customising these homes, suggesting they will be removed from the natural cycling of
homes on the market for a period, mirroring what we see in established markets such as London. Indeed, 71% of our respondents with a net worth
of over US$ 10 million intend to refurbish or renovate their Dubai residential purchase.

Faisal Durrani

Partner, Head of Middle East Research

21
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RESIDENTIAL VALUES ACROSS DUBAI

AR

BAH

BAR

BB

BUR

BWI

CRK

cv

DD

DGA

Arabian Ranches

Barsha Heights

Al Barsha

Business Bay

Bur Dubai

Bluewaters Island

Dubai Creek Harbour

Culture Village

Downtown Dubai

Deira

Discovery Gardens

DIP

DLD

DLG

DMR

DSO

DWF

EH

FRJ

FVL

GRC

GRE

Dubai Investment Park

Dubai Land

Damac Lagoons

Dubai Marina

Dubai South
(Dubai World Central)

Dubai Waterfront

Emirates Hills

Al Furjan

Dubai Festival City

Green Community (DIP)

The Greens and The
Views

HAR

HIL

HLT

IND

JAL

JBI

JDF

JGE

Jl

Dubai Harbour

The Hills

Dubai Healthcare City
International City
Dubai Industrial City

Jebel Ali

Jumeirah Bay Island

Al Jadaf

Jumeirah Golf Estates

Jumeirah Heights

Jumeirah Islands

SPO

JLT

JMR

JP

JvC

JVT

LAK

MAR

MBR

MC

Dubai Sports City

Jumeirah Lake Towers

Jumeirah

Jumeirah Park

Jumeirah Village Circle

Jumeirah Village Triangle

The Lakes

Dubai Maritime City

Mohammad Bin
Rashid City

Motor City

knightfrank.ae/thedestinationseries

MHS Muhaisanah STU Dubai Studio City
MIR  Mirdif SUF Al Sufouh
NAS Nad Al Shiba SZR Trade Center (SZR)
. Tecom Business Park
PJ Palm Jumeirah TEC (Al Sufouh)
Dubai Production City A

PRO (IMPZ) TGH Tilal Al Ghaf
QS! Al Qusais Industrial uUMQ Umm Suqeim

Qz Al Quoz Wi World Islands

Dubai Science Park

SClI (o) wsL Al Wasl

SLC Dubai Silicon Oasis ZBL Zabeel

SPR The Springs and

The Meadows

AED/psf (thousands)

SN J

1.5-25

25-35

3.5-45
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LOCATION, LOCATION, LOCATION

Price growth across Dubai’s residential landscape has certainly not been uniform so far into this property
cycle. For apartments, the most expensive submarkets, namely the Palm Jumeirah and Downtown, have
experienced the strongest growth in the last 12 months since Q1 2022 at 25% and 15%, respectively. For
villas, however, price increases have been more uniform, irrespective of location, fuelled by the domestic
‘race for space’ and UHNWI second-home buyers. Still, at 126% growth since January 2020, villas on the Palm
Jumeirah have experienced the largest price gains in the city.

A TALE OF TWO SUBMARKETS

As already noted, the world’s wealthy have been actively targeting Dubai’s
most luxurious homes, which tend to be located in the city’s most expensive

districts.

It is, therefore, no surprise to see Downtown (37%) and the Palm Jumeirah
(80%) emerging as the top target neighbourhoods for our survey

respondents.

While Downtown dominates across all personal wealth brackets, both
the Palm Jumeirah (15%) and Emirates Hills (16%) emerge as the most
preferred locations for a residential purchase for UK/European and North
American HNWI, respectively.

For East Asian investors, Downtown is an overwhelming favourite at 53%,
followed by Business Bay (32%). We explore the rise of Business Bay as a
key Dubai neighbourhood in our Branded Residences chapter.

Similarly, 35% of respondents who visit Dubai once a year are interested

in making a property purchase in Downtown, with 30% interested in the

Palm Jumeirah.

TO PRIME AND BEYOND

While Dubai’s prime residential neighbourhoods have been the key target
of HNWI and UHNWI over the last two years, other areas are fast rising and
will likely soon qualify for our definition of ‘prime’. We explore this in more

detail later in this chapter.

With that in mind, however, those HNWI who claim to be interested in buying
for personal reasons (family/holiday/second home) are twice as likely to
choose Jumeirah Golf Estates and the Dubai Canal when compared to
those looking to invest (14% and 18%, respectively), demonstrating the
breadth of appeal of wider Dubai, away from traditional HNWI hotspots.

As alocation, Downtown dominates across all personal

knightfrank.ae/thedestinationseries

HNWI target neighbourhoods for property purchases

Percentages reflect number of times each location was selected by respondents
40%
30%
20%
10%

0%

Dubai Canal

= ("]
2 3
s §
T g
_— =
= o

Downtown Dubai
Palm Jumeirah
Dubai Hills Estate
Business Bay
Emirates Hills

Dubai Marina
Jumeirah Golf Estate
Jumeirah Bay Island
World Islands

Mohammed Bin Rashid City

WHAT YOU NEED TO KNOW

¢ 59% of global HNWI name residential as their most preferred sector in Dubai.

o Apartments (64%) are the most popular residential property type.

¢ 53% of HNWI buyers are focused on acquiring new build / completed homes.

e Downtown (37%) and the Palm Jumeirah (30%) are the top two target neighbourhoods.

¢ 35% of respondents that visit Dubai once a year are interested in making a property purchase in Downtown.

Source: Knight Frank, YouGov
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DUBAI’S PRIME RESIDENTIAL MARKET

Defining a prime residential area in most world cities involves identifying the city centre, as the two are often
co-located. In Dubai’s case, however, with five distinct city centres, identifying prime neighbourhoods needs

a more scientific basis.

AND THEN, THERE WERE THREE

We have analysed over 600,000 residential transactions over the last 23
years to identify the neighbourhoods or submarkets in which over 10% of
deals have taken place at over US$ 3 million (AED 10 million).

This threshold of transactions needs to have been sustained for three

consecutive years for an area to be classed as prime.

Dubai’s prime residential market

(Emirates Hills, The Palm Jumeirah & Jumeirah Bay Island)(Annual rolling average)

AED psf

3,500

3,000
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2,000
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1,000
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Q22020
Q32020
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By examining the market and following this approach, the neighbourhoods
that qualify as prime are the Palm Jumeirah, Emirates Hills and Jumeirah
Bay Island.

Below we take a closer look at the performance of these three submarkets

individually and collectively as Dubai’s ‘prime’ neighbourhoods.

Q12021
Q22021
Q32021
Q42021
Q12022
Q22022
Q32022
Q42022
Q12023

Source: Knight Frank, REIDIN

knightfrank.ae/thedestinationseries
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GLOBAL CONTEXT FOR DUBAI’S PRIME
RESIDENTIAL MARKET

Demand for prime residential property has been so immense that Dubai experienced a record 44% hike in
prime home prices last year - the highest level globally. Furthermore, with 219 ultra-prime home sales, i.e.,
homes priced upwards of US$ 10 million, the emirate set a new record, eclipsing the previous high of 93 set
in 2021. A further 88 US$ 10 million+ homes have been sold in Q1, putting the emirate on track for another
record year for luxury home sales.

Global luxury home sales in 2022 : e - -y “
) - - ‘
>US$ 10 million USS$ billions ’ s \ >US$ 25 million >
— New York

NewYork 4.5

] ik

Los Angeles - London
London Los Angeles
Hong Kong
Miami
Hong Kong Miami
Singapore Singapore
Palm Beach Palm Beach
and Boward and Boward

Sydney Geneva

Geneva Sydney

Paris

Paris

() 50 100 150 200 250 300 50 45 40 35 30 25 20 15 10 5 O

Source: Knight Frank, Douglas Elliman, Naef Prestige, HM Land Registry, LonRes, REIDIN
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PRIME LOCATIONS IN WAITING

With the dynamism of Dubai’s urban growth and strengthening demand for luxury homes as the city jostles
amongst the world’s most active luxury home markets, it is no surprise that many other prime-submarkets-in

waiting are rapidly emerging. Estimated project value Residential units
1 US$ 2 ° 5 billion 2 ,240 + units
Jumeirah
GOlf EStateS Q12023 average transacted price y/y % change

F F

1,323 28%

e l"‘ﬂf j‘ \3‘@ :
Estimated project Residential units
value ‘ 5
2 > E -
2 200 . S30. >
US$ million units _
e i 0,
Jumell'ah Q12023 average transacted price ' y/y % change

|

|

Islands |

=
e
_.4-!'?’.
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PRIME LOCATIONS IN WAITING

Estimated project value

4 US$ 364 million

Residential units

1,300+ wuics

Bluewaters
Island

Q12023 average transacted price

3,750

32

y/y % change

+15%

Source: Knight Frank, REIDIN
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A BATTLE OF HEARTS AND MINDS

Dubai’s rapid rise as a luxury second-home market traces its roots back to the start of the pandemic and the
way in which the government so decisively contained an unprecedented event. The ensuing rapid return to
normal life has helped catapult the city into the minds of the global elite, who are now jostling for a slice of life

in Dubai by purchasing second or holiday homes.

SEASONS IN THE SUN

Our survey results have ratified our own market experience when it comes
to demand for holiday homes or second homes.

While ‘investment/capital gains’ (27%) rank as the number one reason
amongst our HNWI respondents for making a residential purchase in
Dubai, this does not preclude a purchase from being used as a second

home or a holiday home.

Purchasing a ‘second home / holiday home’ on its own has been named the
second strongest driver for buying residential property in the emirate. At a
geographic level, North American buyers (27%) and UK/European buyers
(21%) cite the purchase of a holiday home or second home as the main
motive for a residential acquisition in the emirate.

The main drivers for buying a home in the city vary depending on net worth.
Still, the standout reason for our US$ 10 million+ net worth respondents,
ranked first, is expanding their property portfolio (31%).

Separately, 26% of those who have never visited Dubai say they intend
to use their property as a second home, while 34% state they are merely

looking for an investment.

In contrast, around half (54%) of those visiting Dubai once a year are
interested in making a property purchase as an investment, with 27% listing
capital gains as a main driver. 24% say they intend to use their property as

a second home.
And regarding those who frequently visit Dubai, 15% intend to purchase

a residential property as a primary home, while 13% plan on using it as a

second home.

BIG SPENDERS

Collectively, our respondents have set aside US$ 2.5bn to spend on
property purchases in Dubai this year. 58% are prepared to spend up to
US$ 5 million, with over a fifth (22%) willing to commit US$ 5-10 million.

8% want to spend over US$ 80 million, with 21% of those with a personal
value of over US$ 10 million ready to spend this amount. The average
budget for this elite group stands at US$ 40 million.

East Asian buyers have an average budget of US$ 26 million. While 30-
40% of respondents in other categories choose to spend under US$ 2
million on their Dubai property purchase, this falls to just 12% amongst East
Asian respondents. The largest share of this group (26%) is prepared to
allocate over US$ 20 million.

Respondents have set aside US$ 2.5 billion to spend on

property in Dubai this year.

knightfrank.ae/thedestinationseries

EXPERT INSIGHT

As Dubai’s real estate sector continues to evolve, it is demonstrating characteristics of a mature market, with stable forecasted price growth, supply,

and demand, reflective of client preferences and reduced susceptibility to external fluctuations. World-class infrastructure, excellent connectivity
and proactive government policies have caught the eyes of investors beyond the traditional cohort from Europe, East Asia and Americas who
have actioned real estate investments in the emirate, especially within the realm of luxury residential property. Moreover, people from various
jurisdictions are looking to relocate to Dubai, which will drive job and wealth creation rates, contributing further to a more stable real estate market.

Shehzad Jamal

Partner, Strategic Consulting (Real Estate | Healthcare | Education)

Purchasing budgets
& sPa>
¥ v

Budget by net worth Budget by HNWI location

US$ 27 million

US$7 million

Average budget Average budget
US$ 3-5 million UK/Europe

US$ 9 million US$ 26 million
Average budget Average budget
US$ 5-10 million East Asia

US$ 40 million

Average budget
US$ 10 million+

US$ 17 million

Average budget

North America

Source: Knight Frank, YouGov
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DUBAI’S TOP RESIDENTIAL BUYERS

2018 | 2019 | 2022*

‘ ‘ % Chinese

Indian 4,676 Indian 5,426

2 p, 2
L ‘ L t f/l I/; British

Emirati 4,112 Emirati 5,172

3 3 3
#3 ‘ 3480 ‘ Indian

Saudi 1,882 SEe[ 2,198
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IN FOCUS: PROFILING HISTORICALLY
SIGNIFICANT BUYER GROUPS

Below we share some of the views of two of the most significant and longstanding regional and international

buyer groups in Dubai’s residential market, both of whom have routinely been amongst the top 5 most active
nationality groups since 2004: Saudi and Indian HNWI.

Saudi HNWI views on Dubai’s residential market Indian HNWI views on Dubai’s residential market

8/10 i | 11/15

Keen to purchase a residential Parks are the most important
property in Dubai

wss 10-20 e

Average budget set to buy a
home in Dubai by most Indian
HNWI

Keen to purchase a residential
property in Dubai

consideration when purchasing a

i property
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A
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DUBATI’S X-FACTOR

The attractiveness of Dubai to international buyers and investors has morphed over the last 23 years since
the property market was unlocked for overseas buyers. The initial speculative nature of the residential market
has now given way to a market that continues to demonstrate signs of maturing, with micro-market drivers
from world-class schools/healthcare and shopping malls to macro-economic policy decisions, all working

Factors that are important to HNWI’s Dubai real estate
purchases

together to raise Dubai’s global standing.

INFRASTRUCTURE AND TOURISM ARE KEY

In our survey of global HNWI, the emirate’'s high-quality transport
infrastructure has been cited as the strongest factor that ‘makes Dubai an
attractive place for a real estate purchase’, with 47% of respondents citing
this reason.

Separately, the city’s explosion onto the global tourism scene, facilitated
mainly by the world’s largest international carrier, done Airlines, and busiest
international airport, Dubai International Airport, has immensely eased
access to the emirate since Emirates first took to the skies in 1985.

Dubai’s rebounding in the wake of the pandemic has been accelerated by
the government’s decisive response and is now on course to see tourist
numbers surpass pre-Covid levels. Indeed, 4.7 million visitors passed
through the emirate’s gateways in during Q12023.

SUPPLY VARIETY IS THE SPICE OF LIFE IN DUBAI

The third reason cited for Dubai’s attractiveness as a place to purchase
property is the ‘wide range of project availability’, with 38% of respondents
selecting it. For those worth over US$ 10 million and for UK/European
HNWI, this is also the top attribute that makes Dubai an attractive place for
a property purchase, at 51% and 38%, respectively.

Dubai usually sees approximately 30,000-35,000 homes added each year.
Currently, it has around 94,000 residential units under construction, which
are due to be delivered by the end of 2026. Assuming an equal number of
completions over the next four years, the market could in theory see around
24,000 homes delivered per year between now and 2026, which would be
below the long-term average. Furthermore, in our experience 30-40% of
this total is likely to be delayed for one reason or another, reducing the
actual number of homes likely to be delivered.

Reasons that HNWI find Dubai an attractive real estate purchase destination

Percentage of respondents that selected each option

High quality infrastructure
Global tourist destination

Wide range of project availability

Ease of purchase for international investors
Better value for money

Range of residential visa options

Market transparency

Other
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Source: Knight Frank, YouGov
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AR Arabian Ranches J1 Jumeirah Islands
BAH Barsha Heights
BAR Al Barsha

BB Business Bay

JLT Jumeirah Lake Towers
JMR  Jumeirah
JP Jumeirah Park

BUR Bur Dubai JVC  Jumeirah Village Circle
VT Jumeirah Village Triangle
LAK The Lakes

MAR Dubai Maritime City

Mohammad Bin
MBR  Rashid City

MC Motor City
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MIR Mirdif
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DIP Dubai Investment Park
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THE HIGH LIFE

Away from the mainstream and prime residential markets, the branded residential sector in Dubai has been
quietly surging, with the city recently claiming the crown for hosting the most branded residential completed
and under construction projects in the world. The abundance of branded residences in the city has helped to
lift their overall share of all apartment sales to 21.4% in 2021 and 19.2% last year, with sales totalling US$ 6.9

billion (AED 25.4 billion).

POPULARITY RIDING HIGH

As a residential subsector, the who's who of luxury brands ranging from
The Dorchester to the Ritz Carlton and The Four Seasons, to Mama Shelter
and Mr. C, the popularity of branded residences as an asset class is high

amongst our survey respondents too.

Overall, 52% say they will likely purchase a branded residential property in
Dubai this year. This figure rises to 69% for those with a personal wealth of
over US$ 10 million.

When it comes to East Asian respondents, an extraordinary 85% (50
percentage points above all other regions) intend to purchase a branded
residence in Dubai during 2023.

And the popularity of branded residences is further highlighted by the
depth of demand from those who visit Dubai more than once a year, with
87% of this cohort keen to buy a branded home in the city this year.

Filtering by investment motive reveals yet another fascinating trend:
74% keen on an investment purchase would be likely to target a branded
residence in Dubai, while a slightly lower 61% would consider a branded

residence if buying purely for personal use.

INVESTMENT POTENTIAL

‘High yield / investment potential’ is ranked as the most common reason to

make a branded residence property purchase at 58%.

Undoubtedly, with branded residences commanding a sales premium of
up to 30% in Dubai their appeal continues to rise. In fact, 63% of HNWI
respondents from East Asia cite the ‘high yield / investment potential’ as

the main driver for purchasing a branded residence.

‘Prestige’ (63%) and ‘brand identity’ follow closely in second and third place,
respectively, as top reasons to want to purchase a branded home in Dubai.

Those worth over US$ 10 million value all branded residential attributes
equally (‘brand identity’, ‘services and physical amenities’, ‘high yield /
investment potential’), with a slight preference for ‘maintenance and
management’ (59%) as well as ‘prestige’ (59%).

Separately, 60% of those frequently visiting Dubai (more than once a
year) say they would be interested in purchasing a property in a branded

residence for the ‘prestige’ factor.

An extraordinary 85% of East Asian respondents
intend to purchase a branded residential property in

Dubai this year.
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Likelihood of purchasing a branded residence in Dubai this year (by net worth)

Percentage of respondents

80%
70%
60%
50%

40% . ! : ‘
30%
20%
10%
0%

Likely Unlikely Undecided

US$ 3-5 million US$ 5-10 million @ USS$ 10 million+

Source: Knight Frank, YouGov

Top drivers to purchase a branded residence in Dubai (by HNWI location)

Percentage of respondents

High yield/investment potential

ey
Prestige

! D
Maintenance and management
Brand iden ity —

Services and physical amenities D

Other
0% 10% 20% 30% 40% 50% 60% 70%

@ East Asia North America Europe/UK

Source: Knight Frank, YouGov
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HIGH CONFIDENCE LEVELS

The high level of attraction and affinity towards branded residences as an asset class comes through strongly
in our survey results. Confidence in the sector is also abundant, as indicated by expectations around capital

value growth.

FURTHER EVIDENCE OF DUBAI'S SECOND HOME
STATUS

When asked outright why they intend to purchase a branded residential
property in Dubai, 45% of HNWI respondents say the purchase will be
‘purely for investment / capital gains’. A further 30% are keen on making

the purchase ‘second home / holiday home’.

Contrary to other subgroups, almost a quarter (22%) of those worth over
US$ 10 million intend to use their branded residence as a ‘main residence’,
once again highlighting Dubai’s emergence as a highly sought after second
home destination.

In addition, 68% of those interested in making a purchase for personal
reasons intend to use the branded residence as a ‘main residence’ (16%) or
as a ‘second home / holiday home’ (52%).

EXPECTATIONS MATCH REALITY

Dubai’s residential market has registered price growth of nearly 13% on an
annualised basis as at the end of Q12023. When asked about expectations
around price appreciation during 2023 for branded residences in Dubai,
the majority of respondents (37%) say they believe branded residences will
appreciate by a further 5-10% this year.

Almost irrespective of personal wealth, or geographic location, all
respondents cited this range as the most likely outcome during 2023.

Similarly, when asked about budgets, 24% of HNWI respondents would
be prepared to spend upwards of US$ 2,000 psf on a branded residential
purchase in Dubai. This figure rises to 44% for those with a net worth of
over US$ 10 million.

HNWI respondents from the UK/Europe claim to have the highest budgets,
with 48% ready to commit over US$ 2,000 psf, compared to 20% of North
American HNWI and 28% of East Asian HNWI.

Branded residential purchase budgets (by HNWI location)

Percentage of respondents

30%
20%
10%
(1)
Up to USS 800 psf US$ 800-1,000 psf
Europe/UK North America ~ @ East Asia

50

US$ 1,000-1,500 psf

Over US$ 2,000 psf

Source: Knight Frank, YouGov
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Branded residential purchasing
rationale

Proportion of respondents

2023 branded residential capital
value growth expectations

Proportion of respondents

13%
21%

[v) (v)
12% il 30%

37%

Main residence
Second home/holiday home
@® Buy-to-let
Purely for investment/capital gains
Source: Knight Frank, YouGov

2-5% 5-10% @®10-15%  15-20% ® 20% +
Source: Knight Frank, YouGov

WHAT YOU NEED TO KNOW

* 52% of HNWI are likely to purchase a branded residential property in Dubai this year.

* 69% of those with a personal wealth of over US$ 10 million would like to purchase a branded residence this
year.

¢ ‘High yield / investment potential’ is ranked as the most common reason to make a branded residence
property purchase (58%o).

¢ 30% are keen on purchasing a branded residence as a ‘second home / holiday home’.

* 24% of HNWI respondents would be prepared to spend upwards of US$ 2,000 psf on a branded residential
purchase.

« HNWI respondents from the UK/Europe claim to have the highest budgets, with 48% ready to commit over

US$ 2,000 pst.
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DUBATI’S BRANDED RESIDENTIAL MARKET

130
100
120 2009
BILLION AED MARK
110 BRANDED RESIDENCES
SALES REACH 3.1 2022 APARTMENT
8o BILLION AED NEW SALES RECORD SALES*
2013 BRANDED RESIDENCES
MAKE OVER 25 BILLION
90 :ﬁﬁ;ég”"*‘ AED IN SALES
80 RESIDENCES MAKE 80%
@ 11.5 BILLION AED IN Y-0=Y INCREASE
o 70 SALES OFF-PLAN
= 6 2 APARTMENT
2 60 % 100% SALES*
@ OF BRANDED
2 RESIDENCE
w
< 50 UNITS ARE
SOLD OFF-
40 PLAN
30
19%
20 -
BRANDED
10 RESIDENCE
ol e ||

I I I I I I I I I I I
2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

2007 2008 2009

OVER
MARKERS SIZED 600 UNITS
IN PROPORTION
TO TOTAL UNITS
OFFERED

APPROX.
400 UNITS

APPROX.
200 UNITS
UNDER

LVINS
o

1. ORLA, Dorchester 8. Marriott Residences 15. Jumeirah Living

2. AVA ,Dorchester 9. Bvlgari Lighthouse 16. Mama Residences

3. Atlantis the Royal 10. Four Seasons Residences 17. Baccarat Residences

4. Six Senses Residences 11. Mr. C Residences 18. Ritz-Carlton Residences
5. Cavalli Tower 12. Cavalli Couture 19. The Lana, Dorchester

6. SO/ Residences 13. Missoni (Urban Oasis) 20. Burj Binghatti Jacob & Co.
7. Viewz by Danube 14. St. Regis Residences 21. Ritz-Carlton Creekside

L 22. Kempinski the Creekside
* sales refer to registered sales
** branded residences mentioned are freehold developments and not mandated as hotel inventory

Source: Knight Frank, REIDIN
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25.4 14k 13.8K

BILLION IN SALES* BACCARAT RESIDENCES BVLGARI LIGHTHOUSE APT.
2022 SOLD FOR A RECORD SOLD AT RECORD PSF
PRICE PSF IN Q1]23 2023

Branded residential transactions in Dubai (apartments)

200

. . - 19.2%

150

g [0]0)
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2015 2016 2017 2018 2019 2020 2021 2022

" Branded residence Other apartments

Source: Knight Frank, REIDIN

EXPERT INSIGHT

Branded residences are becoming popular in Dubai due to the increase in demand from international clients. HNW clients are looking for turnkey
products where they can quickly move in. It becomes an appealing offering when the residence they’re considering to purchase is associated with a
luxury brand which they become associated with. Especially, when this is coupled with high-end services being offered at the property by the brand.
Another factor is the vast majority of HNW clients are currently purchasing in Dubai to relocate to the city or use the residence as a second home.

Meaning, luxury which is associated with high end brands, is high on demand.

Tareq Darwish

Associate Partner, Head of Project Sales & Marketing
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DESTINATION UAE

While the results of our survey have demonstrated the depth of appetite for residential investment in Dubai,
we have also used our survey to understand the broader appetite to invest elsewhere in the UAE.

Aside from Dubai, the rest of the Emirates are becoming increasingly appealing to global investors, not only
because of the relative proximity to Dubai, but also because of affordability and investment returns.

THE UAE’S GROWING ALLURE

Overall, 44% of our survey respondents say they are interested in making a
real estate purchase in the UAE this year.

When we drill down to understand the depth of demand by personal wealth,
we find that those with a net worth of over US$ 10 million have the strongest
desire to invest in the country (68%). This echoes the flavour of buyers that
have been actively targeting second homes in Dubai since the start of the
pandemic, which has helped to drive prime prices in Dubai up by 28% over
the last 12 months while positioning the emirate as one of the most active
luxury residential markets in the world.

At a geographic level, East Asian respondents are the most interested
buyer group, with 77% of this cohort highly interested in investing in UAE
real estate.

Meanwhile, European/UK respondents are the least interested in investing
in UAE real estate, with only 35% of respondents in this category expressing
interest.

It is worth noting that 92% of respondents who frequently visit Dubai are
interested in purchasing a property in the UAE within the next 5 years.

IT’S NOW OR NEVER

In terms of investment horizons, over half (51%) of those looking to invest in
the UAE claim they would like to make an investment this year. This figure
rises to 65% for those with a personal wealth total of over US$ 10 million,
while European/UK respondents are the keenest to buy in 2023 (68%).

58

INVESTMENT, LIFESTYLE AND DUBAI

40% of respondents claim that their appetite to invest in the UAE is driven
by the fact that they perceive it to be a ‘good investment opportunity’,
while a further 37% link their interest to the attractiveness of the country
in general, i.e., its vibrant and thriving tourism and entertainment sectors.

While the appetite amongst the global ultra-rich for real estate assets
elsewhere in the UAE is clearly on the rise, at 67%, Dubai remains the most
sought-after destination in the country, followed by Abu Dhabi (21%) and
Ras Al Khaimah (5%).

Dubai’s relative attractiveness rises to 76% and 70% for those with a net
worth of US$ 3-5 million and US$ 10 million+, respectively.

Frequency of visits to Dubai also appears to be a key driver, with 58% of
respondents who visit the emirate once a year choosing the city as their
preferred location for their UAE property purchase, around a third choosing
Abu Dhabi (32%), and the remaining 10% choosing Ras Al Khaimah.

DISCOVER THE FULL REPORT

knightfrank.ae/thedestinationseries

Target emirates for property

purchases
¥
20% 66% ‘ ‘
At 66% Dubai remains
Dubai Abu Dhabi ® Sharjah the most Sought-aftel‘

Ras AlKhaimah ® Ajman @ Other l‘eal eState deStination
in the country.

Source: Knight Frank, YouGov

WHAT YOU NEED TO KNOW

o 77% of East Asian HNWI are interested in purchasing a property anywhere in the UAE, compared to 35% of
European/UK HNWI.

¢ Of those interested in making a property purchase in the UAE, 51% are looking to transact within the next 12
months.

e 70% of those looking to purchase a property for investment purposes are interested in doing so within the next

5 years.
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DESTINATION ABU DHABI

Over the last two decades, the Emirati capital Abu Dhabi has, positioned itself as a cultural hub while also
creating world-class residential communities and business hubs such as Yas Island, Abu Dhabi Global Market,
and Saadiyat Island, which have helped to propel the city into a global tourist and investment hot-spot.

ULTRA RICH APPEAL

At 21%, Abu Dhabi ranks second behind Dubai (67%) amongst our
rvey respondents as their most preferred investment

e UAE.
iyat Island, such as the Louvre and the
s, will help further bolster
DISCOVER THE DATA
& 4

EASTERN PROMISE

When it comes to geographic appeal, 70% of East Asian respondents say
that recent developments in Abu Dhabi have positively affected their desire

to purchase real estate in the emirate.

This compares to just 31% of those from North America and 19% from

Europe and the UK.
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Abu Dhabi

Quick facts
Population: 1.57 million
GDP growth (2022): 8.8%

Distance from Dubai: 140km
Average residential price: AED 940 psm

knightfrank.ae/thedestinationseries

Average prime office rent: AED 1,870 psm

Influence of city’s development on purchasing plans (by HNWI location)

Percentage of respondents

Source: Knight Frank, Oxford Economics, Statistics Centre Abu Dhabi, World Population Review
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DESTINATION ABU DHABI

RESIDENTIAL OFFERINGS CATCHING THE
ATTENTION OF UHNWI

Of everyone we spoke to, nearly 74% are interested in making a real estate
investment in Abu Dhabi, with the residential sector (24.5%) emerging as
the most popular, closely followed by branded residences (14.2%) and the
hospitality sector (11.5%).

The attraction of the residential sector also rises with net worth. For
instance, those with a personal value of more than US$ 10 million
favour the residential sector (49%) and branded residential sector
(42%) the most.

When asked about their preferred real estate sector in Abu Dhabi,
respondents interested in purchasing for personal use in Dubai also named
Abu Dhabi’s residential sector as their most preferred one, at 61%.

Geographically, East Asian respondents remain the most interested in the
residential sector in Abu Dhabi. While just over half of respondents from
other regions have expressed an interest in investing in Abu Dhabi, 89%
of East Asia respondents are interested in investing. More specifically, at
57%, most respondents living in East Asia are attracted to Abu Dhabi’s
residential offerings, with a further 49% keen on branded residences.

The apparent focus by developers on high-end residential developments
such as those on Saadiyat Island is beginning to attract the attention of
the international elite. Clearly, the fact that villas here trade for around
AED 1,350 psf (US$ 370 psf), compared to more than AED 4,450 psf
(US$ 1,215 psf) on Dubai’s Palm Jumeirah, will only help to heighten
the appeal.

ABU DHABI ISLAND MOST SOUGHT AFTER

At 19%, Abu Dhabi Island is the most common choice for a property
purchase in Abu Dhabi, followed by Al Reem Island at 13%.

When asked where in Abu Dhabi they would most likely make their property
purchase, 26% of East Asian respondent’s name Abu Dhabi Island as their
most preferred location in the emirate; with their second top choice being
Saadiyat Island at 18%.

Separately, those interested in purchasing property for personal use are
more likely to select Maryah Island (16%) than any other Abu Dhabi location.
In contrast, those who would purchase for investment prefer Abu Dhabi
Island for a property purchase at 25%.

BIG SPENDERS

When it comes to expected property purchase budgets, the vast
maijority (24%) are willing to spend between US$ 1-2 million, with 19%
willing to commit US$ 2-5 million. A further 15% claim they will allocate
over US$ 5 million on an acquisition in Abu Dhabi.

Overall, 58% of respondents are willing to allocate over US$ 1 million
for a property in Abu Dhabi, with the average allocated budget being
US$ 2.8 million.

76% of East Asian respondents will set aside over US$ 1 million, with almost
20% keen to spend over US$ 5 million.

And of those that visit Dubai frequently (more than once a year), 50% are
willing to allocate over US$ 2 million for a property in Abu Dhabi, with the
average allocated budget being US$ 3.7 million.

The continued demonstration of how Dubai positively influences views and
attitudes towards Abu Dhabi is an area of opportunity that we will revisit in
our Opportunities chapter.

58% of respondents are willing to allocate over
US$ 1 million for a property in Abu Dhabi.
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Real estate sector preferences (by net worth)

Percentage of respondents
50%
40%
30%
20%

10%

(0 D7)
Residential Offices Retail Industrial Branded
(warehousing) Residences

Hospitality Others

@ US$ 3-5 million US$ 5-10 million @ US$ 10 million+

Source: Knight Frank, YouGov

Purchasing budgets (by HNWI location)
Percentage of respondents

US$ 5 million+

US$ 2-5 million

US$ 1-2 million

US$ 750,000-1 million

US$ 500,000-750,000 miillion

<US$ 500,000

0% 5% 10% 15% 20% 25% 30% 35%

@ East Asia North America & Europe/UK

Source: Knight Frank, YouGov

WHAT YOU NEED TO KNOW

* 57% of those with a net worth in excess of US$ 10 million view Abu Dhabi as a favourable investment location.
e 70% of East Asian respondents say that recent developments in Abu Dhabi have positively affected their
desire to purchase real estate.

® 74% are interested in making a real estate investment in Abu Dhabi.

¢ 57% of respondents living in East Asia are attracted to Abu Dhabi’s residential offerings.

* 58% of respondents are willing to allocate over US$ 1 million for a property in Abu Dhabi.
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RAS ALKHAIMAH

Quick facts

Population: 400,000 (2021)

GDP growth (2021e): 3.0%

Distance from Dubai: 100km

Average residential price: AED 600-800 psf
Average prime office rent: AED 30-40 psf
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CASINO BATTLE ROYALE

News of the RAK’s debut on the gaming circuit has unsurprisingly fuelled speculation about the opening of
casinos elsewhere in the UAE. Since Wynn’s announcement in 2022, however, no other casino plans have been
unveiled. Still, we wanted to use our survey to understand UHNWI attitudes towards casino developments in
Dubai and how this may influence their investment decisions.

Views on casinos in the UAE

Source: Knight Frank, YouGov

Impact of a casino opening in Dubai

Percentage of respondents

34% 16% 51%

More likely to purchase Less likely to purchase Unaffected

iy
KMy -

Source: Knight Frank, YouGov
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Where will a casino likely open next?

Percentage of respondents

e D

59% 58%

Abu Dhabi Dubai

X

48%

Other northen emirates
Source: Knight Frank, YouGov

Impact of casino opening in Dubai on decision to purchase residential property

(by HNWI location)
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GREAT EXPECTATIONS

Our global HNWI survey respondents also echo our views, with most expecting the residential market to
register price rises of 5-10% this year, citing global headwinds as the primary risk to the emirate’s real estate

market.

MARKET DYNAMICS APPEAR WELL UNDERSTOOD

Overall, our respondents expect residential prices to rise by an average of
12% this year, above our forecast for the mainstream market but broadly in

line with our view for the prime market.

The largest group (36%) predict growth in 2023 will range between 5-10%,
while 20% believe prices could rise by 10-15%. Nearly a fifth (18%) expect
residential values to increase by over 20% this year.

18% of those who visit Dubai at least once a year forecast growth of 10-15%
in 2023, while most of those who have never visited have slightly more

tempered expectations of increases of 5-10% (37%o).

GLOBAL AND SUPPLY RISKS DOMINATE MINDS

Our respondents listed a ‘global economic slowdown’ and the risk of
‘residential property oversupply’ as the top two downside risks facing
Dubai’s residential real estate market at 22% each.

Oversupply fears appear to be of greater concern to Europe//UK HNWI as
this is named as their top concern (34%), followed by a ‘global economic
slowdown’ (16%) and the ‘conflict in eastern Europe’ (16%o).

East Asian respondents believe external factors pose the greatest risk to
Dubai’s residential market, with an ‘increase in global inflation’ (25%) and
a ‘global economic slowdown’ (25%) being cited as their main areas of

concern.

Global prime residential price growth forecasts for 2023
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Biggest perceived risks to Dubai’s residential market (by HNWI location)

Percentage of respondents

Other reasons

Increased regional competition
Oversupply in residential property
Conflict in eastern Europe
Increase in mortgage rates

Rise in global inflation

Global economic slowdown
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Source: Knight Frank, YouGov

Residential price growth expectations (by expected growth ranges)

Percentage of respondents
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DUBATI’S RESIDENTIAL PROPERTY CYCLES

Below we examine the performance of Dubai’s three freehold residential property cycles.

AVERAGE TRANSACTED PRICES - DUBAI

knightfrank.ae/thedestinationseries
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Name of cycle

|
EMERGENT “GOLD RUSH” (2003-2010)

THE X(PO) FACTOR (2011-FEB 2020) :THE COVID COMEBACK (MAR 2020-DATE)

|

| |
Velues ot cycle st i 500 i 831 i 1,050
Duration (years) : 8 : 9.1 : 3.1
e el 5.7 | 3.8 | 23
Cycle high 1,309 1,487 1,261
D 2.4 : 53 : n/a
o 481 831 n/a
R ot to g P +66.4% : +27.3% : n/a
g dd g W n/a : +13.6% : n/a
bt bovaf -63.3% i -44.1% i n/a

Source: Knight Frank, REIDIN, Various

EXPERT INSIGHT

Dubai’s residential property cycle has been greatly influenced by HNWI investment. The city has long been a magnet for foreign
buyers, and wealthy individuals have been a major driver of the real estate market’s growth. Home prices in Dubai have gone
through three property cycles in the last 20 years. With two price peaks in 2008 and 2014, and we are currently in our third property
cycle, where Dubai’s residential market withessed a spectacular price recovery since the pandemic. HNWI have played a

significant role in this cycle, as they have been willing to invest large sums of money, driving up demand and therefore prices.

Alaa Aljarousha

Manager - Middle East Research
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FIVE OF A KIND

The results of our global survey of HNWI have revealed fascinating insights into the way in which the world’s
elite view Dubai’s real estate market, as well as confirm our own experience in the market. The survey has 2
hinted at five distinct areas of opportunity that remain in the emirate’s real estate market, which
below. 3

‘ .

1. LUXURY (UNDER) SUPPLY 2. BRANDED RESIDENCES

Dubai’s emerg—eﬁ a!‘b for second home buyers has been The apparent tilt towards apartments over villas for those with a net wo
reflected in the city’s meteoric rise over the last two years as one of the of under US$ 10 million can and continues to be satisfied, to an extent,
d’s most active US$10 million+ homes markets. through the city’s growing range of branded residential offerings. Indeed,
1 r as noted above, Dubai now boasts the highest concentration of branded
nt of the market remains severely undersupplied. residences in the world. .
stedly stretche ction schedules; however,
g 289 hom prime locations due to be -, is interesting, however, is that while 52% of global HN

nly 155 o p— on acquiring a branded residence in Dubai, the b

prepared to spend between AED 800

. -
ainstream HNWI
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DESTINATION DUBAI 2023 HIGHLIGHTS

/f

Dubai’s residential market

ool 51%

D of respondents are

() interested in buying a
residential property in
n Dubai in 2023

47% peis

of respondents chose high quality
infrastructure as most commonly
associated positive when investing

of respondents
prefer buying

3 bedroom
apartments

33%

%.07%

' « selected Downtown
Dubai as theirmost
preferred residential
submarket

in Dubai's real estate

&) 23%

of respondents are

m I m interested in buying

- townhouses/duplex

\

US$ 20 million

overall average budget

N
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Dubai market expectations

22%

of respondents chose global
economic slowdown as
potential investment risks

overall average capital value
growth expectations

Investment

Tax-free Luxury
words associated with
owning residential
property in Dubai

Branded residences in Dubai

52% 1,800 ..

are interested in purchasing average budget for a branded
a branded residential property residence in Dubai

A"

44 %

of respondents favour
Four Seasons over
other brands in Dubai

3()%

ofrespondents are
more likely to purchase
a property in RAK if a
casinos open
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ABOUT US

OUR MIDDLE EAST NETWORK OUR SERVICES
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