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Dubai Wholesale
and Retail Trade 
The Dubai trade and repairing services sector facilitates the
provision, distribution and repairing of all types of goods, thus
playing an important role in the economy. In 2005, Dubai
trade and repairing services sector was the highest contributor
to Dubai non-oil GDP with a contribution of 24.1 per cent.
According to the standard classification of economic activities,
the trade and repairing services sector is made up of three sub
sectors; wholesale trade, retail trade and repairing services.
Wholesale trade is defined as an intermediate process in the
distribution of merchandise, whereas retail trade is defined as
the final process in the distribution or sale of merchandise
which is normally sold in small quantities to the general public.
Repairing services on the other hand is defined as the
maintenance and repairs of goods associated with wholesale and
retail trade. 

In 2006, DCCI carried out a survey among Dubai trading
companies to investigate how the Dubai trading sector is
structured around wholesale and retail activities. More
specifically, how the structures of Dubai trading companies
determines their conduct and performance. 259 companies
which responded to the survey were categorized according to
wholesale and retail activities (repairing services were excluded
from the analysis). Since it is globally known that it is difficult
to classify trading companies according to the activities of
wholesale and retail trade, for the purpose of this analysis,
companies with more than 10 per cent of its sales being
generated from retail activities were classified as retailers and
the remaining companies as wholesalers. Thus resulting in 40.5
per cent of the respondents being wholesalers and 59.5 per cent
being retailers, which is reflective of the current market. 

(Continue to Page 3)
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In general, the majority of traders among both the wholesale and the
retail activities spend less than AED 10,000 or do not spend at all on
promotion. However, those who do spend are involved in the trade
of branded products as it is necessary to gain brand recognition and
make sales. Among traders, about 34 per cent of retailers and 28 per
cent of wholesalers spend on promotion of branded products.

Sales 
Survey results show that the top three products that are mainly being
sold by wholesalers are in textiles, clothing and footwear, household
appliances and furniture, and motor vehicles, parts and accessories
(See Figure 2). 

Whereas, among retailers the top three products being sold are
textiles, clothing and footwear, household appliances and furniture,
and food beverage and tobacco. Survey results show that among
wholesalers and retailers, companies that generated AED 5 million
and more in annual sales accounted for 47 per cent and 30 per cent,
respectively. Whereas, companies that generated annual ales from 1
million to less that AED 5 million accounted for 31 per cent of
wholesalers and 32 per cent of retailers, and companies that
generated annual sales less than 1 million accounted for 22 per cent
of wholesalers and 38 per cent of retailers. Survey results further show
that according to the distribution of sales by trade activity, both
wholesalers and retailers are actively involved in the sales of branded
products. 

Finally, survey results indicate that the Dubai trade activities are
gradually heading towards creating an elitist market. The retailers are
the front runners in the promotion and sale of branded products such
as textiles, clothing and footwear, household articles, appliances and
furniture motor vehicles, cycles, parts and accessories. On one hand,
the sale of branded products such as jewelry, gifts and novelties,
machinery, equipment and supplies, food, beverage and tobacco and
medical, pharmaceuticals and cosmetics shows great potential. On
the other hand, the generic products market is suffering from fierce
competition from branded products. Therefore, manufacturers of
generic products are strongly urged to improve product quality and
create awareness of generic products through advertising and
promotion. Additionally, retailers are also urged to take an active role
in supporting the sale of non-branded product by forming alliances
such as mergers and acquisitions between branded and non-branded
products.

Market Coverage
A lack of clarity in trade licensing in Dubai has resulted in both
wholesalers and retailers performing some amounts of import and re-
export activities. However, survey results show that retailers are more
involved in domestic trades as 70 per cent of their annual sales are
generated from domestic markets and only 30 per cent from export/re-
export markets. On the other hand, survey results show that wholesalers
are more involved in foreign trades as 61 per cent of their annual sales
are generated from the export/re-export markets and 39 per cent is
generated from domestic markets. 

Products
With regards to products being traded,  survey results show that the
majority of the wholesalers are trading mainly in textiles, clothing and
footwear (20%); household articles, appliances and furniture (16%);
motor vehicles, cycles, parts and accessories (11%); construction
material (10%); and other products (See Table 1). 

In the case of retailers, survey results show that the majority of the
retailers are trading mainly in household articles, appliances and
furniture (15%); textiles, clothing and footwear (13%); machinery,
equipment and supplies (12%); construction material (11%); and other
products.

The survey results indicate that about 30 per cent of wholesalers deal in
strictly branded products, 19 per cent in strictly non-branded products
and 51 per cent in mixed products. A similar disposition was seen
among retailers; 37 per cent of retailers deal in strictly branded
products, 14 per cent in non-branded products and 50 per cent in both
mixed products. 

Size Class and Promotional Expenditure 
The size classification used for the purpose of this survey, indicates that
the majority of the businesses in this sector are small in size. Survey
results show that 63 per cent of the respondents are small in size as they
employ 1 to 9 employees, 27 per cent are medium in size employing 10
to 49 employees and 10 per cent are large in size employing 50 and
more employees. Since the majority of these trading companies are
small in size, only a very few spend more than AED 50,000 on
promotional activities (See Figure 1). 

Figure 2: Distribution of Sales by Product Category 
and Trade Activity
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Table 1: Sample Distribution by Product Categories  

Source: DCCI Wholesale and Retail Trade Survey, 2006 

Products Wholesalers Retailers

Motor Vehicles, Cycles, Parts and Accessories 11% 6% 
Automotive Fuel and Solid, Liquid and Gaseous Fuel 0% 3%
Machinery, Equipment, and Suppliers 8% 12%
Metal  and Metal Ores 5% 4%
Construction Material 10% 11%
Medicals, Pharmaceuticals and Cosmetics 5% 6%
Textiles, Clothing and Footwear 20% 13%
Food, Beverage and Tobacco 9% 9%
Household articles, Appliances and Furniture 16% 15%
Jewelry, Gift and Novelties 5% 7%
Publications Media Stationary 1% 1%
Agriculture Raw Materials and live Animals 2% 8%
Other 8% 10%
Total 100% 100%

Figure 1: Promotion Expenditure by Trade Activity
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Exports of 6,470 DCCI members in the first quarter of 2007
reached a record high of AED 36 billion, up by 47% over the
AED 25 billion exports recorded in the same quarter of 2006
(Fig. 1). Compared to the AED 32 billion exports in the last
quarter of 2006, the figure represented a 10% increase. After the
erratic pattern in 2004 and sluggish growth in 2005, exports
appeared to gather momentum beginning in 2006. 

GCC and Iran are the major destinations of exports
More than 75% of exports were destined to GCC countries and
Iran (Table 1). Together, the GCC countries were the
destinations of 53.5% of the total exports, with export value of
AED 19.4 billion. Saudi Arabia and Qatar were the largest
markets in the GCC, with total exports to these two countries
reaching AED 12.9 billion, or 35.6% of the total exports during
the quarter. They were also the busiest, in terms of frequency of
transactions. Saudi Arabia and Qatar were the destinations of
20.4% and 16.1%, respectively, of total number of export
shipments, with corresponding shares in the total export value of
AED 6.8 billion (18.8%) and AED 6.1 billion (16.8%).  

Exports to Kuwait and Oman were valued at AED 1.9 and 1.5
billion, respectively, while Bahrain was the smallest market. Total
exports to Bahrain during the quarter was only AED 554 million.

Iran continued to be the largest single country destination of
DCCI members’ exports. Value of exports to the country reached
AED 8.1 billion, or 22.4% of the total.  The relatively lower
number of shipments to Iran implied relatively higher average
shipment value of exports.

Other major markets of DCCI members were India and countries
in the MENA region.  Libya was the destination of export
shipments with total value of AED 1.0 billion, while exports to
India reached AED 946 million.  Total exports to Yemen was
AED 909 million, while to Egypt, AED 635 million; to Sudan,
AED 583 million; to Jordan, AED 511 million and to Iraq, AED
370 million. 

Total exports to other destinations was valued at AED 3.7 billion,
representing 10.3% of total value of exports.

Value of exports by economic activity of the exporter, presented in
Table 2, shows that 87% of total exports were credited to DCCI
members in the Trading Sector, while exports of those in the
Manufacturing Sector contributed about 7% and those in the
other sectors, 6% (Table 2).  

Among the manufacturing subsectors, largest export value was
credited to manufacturers of metals and metal products at AED
1.0 billion and to food manufacturers, AED 727 million.  These
values were equivalent to about 2% of the total exports during the
quarter.
Meanwhile, largest exporting trading subsectors were the general
trading, with export value of AED 8.2 billion or 23% of the total
exports; trading of machinery, AED 7.7 billion, or 21%; trading
of industry inputs, AED 6.1 billion or 17%; and trading of
consumer goods, AED 4.1 billion or 11%.

The accelerating performance of the exporting members of DCCI
followed the slump in the first quarter of 2006.  Sustaining this
growth requires timely support and interventions to maintain a
favorable trading environment. The export performance
monitoring system the DCCI is implementing is designed to
support the efforts by providing timely indicators of level and
trend of exports of its members.

Total exports of DCCI members reaches a record
high of AED 36 billion in Q1-2007

Fig. 1. Exports of DCCI membrs by quarter, 
Q1-2004 to Q1-2007
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Table 1: Destinations of exports of DCCI members,
Q1 - 2007 

Destination

GCC 79 60.5 19,362 53.5
Bahrain 6 5.0 554 1.5
Kuwait 13 10.1 1,912 5.3
Oman 6 4.7 1,490 4.1
Qatar 21 16.1 6,073 16.8
Saudi Arabia 26 20.4 6,811 18.8
UAE 5 4.2 2,522 7.0

Iran 14 11.0 8,121 22.4
Libya 4 2.7 1,037 2.9
India 4 3.2 946 2.6
Yeman 3 2.6 909 2.5
Eegyt 3 2.1 635 1.8
Sudan 2 1.5 583 1.6
Jordan 3 2.3 511 1.4
Iraq 1 0.7 370 1.0
Other destination 17 13.5 3,718 10.3
Total (All destination) 130 100.0 36,192 100.0

Numbers of COs
Number
(‘000)

Share
(‘%)

Source: DCCI Certificate of Origin Database

Export value
Value 

(AED million)
Share 
(%)

Table 2. Vaue of export by ecnomic sector, Q1-07

Subsector

Manufacturing Sector 2,424 6.7
Food manufacturing 677 1.9
Manufacturing of metals and metal product 727 2.0
Other Manufacturing 1,019 2.8

Trading sector 31,530 87.1
Trading of vehicles 2,367 6.5
Trading of textile and textile products 898 2.5
Trading of consumer goods 4,051 11.2
Trading of household goods 2,180 6.0
Trading of industry inputs 6,147 17.0
Trading of machunery 7,660 21.2
General trading 8,228 22.7

Other sector 2,203 6.1
Total (All Sector) 36,192 100.0

Source: DCCI Certificate of Origin Database

Values Share (%)

(Values are in AED miillion)
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Now that Dubai government and the business community are
doing their utmost to find solutions to reduce inflation so as to
create a competitive business environment, the Roads and
Transport Authority (RTA) has revealed the intention to levy a
toll (i.e. fee) on motorists who are using Dubai roads with the
view of reducing road congestion and traffic jam. The new toll
system will be effective the 1st of July 2007.  In the first phase, it
is going to be applied to motorists who cross Al Garhoud Bridge
and those who enter Sheikh Zayed road from the fourth
interchange. The cost of the system’s electronic card is AED 100
for the first time buyers of the card, which is AED 50
subscription fee and AED 50 credit. The toll charge is AED 4 for
a single trip, with a toll ceiling of AED 24 per day. The system is
going to be enforced round-the-clock. This article analyzes this
measure from an economic point of view. 

We can see from figure 1 that when the cost of road use is zero
the motorists demand Qt. On the other hand, the road capacity
is only Ct, this gives an excess demand for road use of Qt - Ct.
This excess demand for road use causes road congestion and
traffic jam, for example on Sheikh Zayed road. This already
imposes a lot of cost on motorists in terms of waiting time, fuel
consumption and tear and wear of vehicles; this is in addition to
the cost of registration and insurance. This cost is equal to P0 in
money terms. The problem faced is the excess demand for road
use which should be eliminated in order to reduce road
congestion and traffic jam. This can be done through expanding
road supply by shifting the road capacity Ct vertical line far to the
right till point Qt. But this costs a lot of resources and time to
bring it to that point. 

Alternatively, the solution of RTA is to charge a toll (i.e. a fee) for
using the road hoping that it will bring about some variation in
the time of road utilization and reduce road congestion. This toll,
which is equal to (Pt - P0), is the price for using the road. Figure
1 shows two possible scenarios of motorists’ demand for road use
that RTA has to take into consideration. The first scenario is
when the demand is elastic and road use is measured along the
downward sloping demand curve (denoted by elastic demand).
Here, it is assumed that the demand is fairly elastic in the sense
that motorists can vary their demand for road use depending on
the cost incurred. For example, they can give up unnecessary trips
because they are costly.  

The second scenario is when demand is perfectly inelastic as
shown by the vertical demand curve (denoted by inelastic
demand). Here, it is assumed that the demand is inelastic in the
sense that motorists cannot vary their demand for road use
because they have no option, for example, if they have to go to
their work.  

If the demand for road use is fairly elastic, then levying a toll of Pt

Dirham will eliminate excess demand and results in reduced road
congestion and smooth traffic flow. This is because the demand
for road use is just equal road capacity, as shown at point E. But
this comes at cost to the motorists represented by triangle A.
Under this scenario, it is expected that the demand for road use
will decrease substantially and will have a real impact on reducing
traffic congestion. However, this is only feasible in the case of the
existence of non-toll roads alternative to the congested ones and
in the case that the trips undertaken are not really necessary and
can be given up. 

If the demand for road use is fairly inelastic then road use will not
fall substantially despite the toll charge, as shown at point F in the
figure. This is because motorists have no choice but to use the
road irrespective of the cost. For example, because they have to go
to work and/or perform their transport business and this will
result in extra costs of doing business in Dubai. Under this
scenario, it is expected that the demand for road use will not fall
substantially to have a real impact on reducing traffic congestion.
The demand for road use is expected to be inelastic if there are no
non-toll roads alternative to the congested ones and if the trips
undertaken by motorists are absolutely necessary and cannot be
given up. 

Which demand scenario applies to Dubai traffic is a question that
can be answered ex ante by carrying out empirical study or ex post
when the new toll system is up and running, but that will be too
late. However, there are several suggestions that can help improve
the efficiency and the equity of the new toll system. First, it is
advisable that an optimal toll charge is to be calculated based on
a study that calculates the motorists’ price elasticity of demand for
road use and pre-test it before its introduction. Second, the toll
could be more effective if it is charged only during traffic peak
hours which are easy to determine. Third, the provision of
alternative non-toll roads/bridges that motorists can use is a
prerequisite to support the effectiveness of the system. Fourth, the
toll system is to be made fair and just so that it does not penalize
motorists who are working/living in certain parts of the city.
Fifth, the toll is to be designed in such a way that it does not
increase the cost of doing business and/or discouraging business
in certain parts of the city. 

Dubai Traffic Toll System from an
Economic Perspective

Figure 1: Road use and road capacity
Price/toll Road capacity  

Road use

Pt

C t Q t

Elastic demand

E

P0

Inelastic demand

F

A



6

20%. Both sectors now individually generate 13% of Dubai total
GDP.

In accord with the construction sector, the real estate and business
services sector has also boomed over the past year, recording 31%
growth compared with 18% in the previous year and as such has
established itself as an integral driver of Dubai economy.  The real
estate and business services market now contributes to 11% of
Dubai nominal GDP compared with 10% in 2005. Interestingly,
high inflation rates in the real estate sector will dampen the real
income the sector generates as some economists may argue.
Nonetheless, the decision to set the rent increase by 7% maximum
in 2006 is supposed to mitigate this effect.

Growth rates in the financial corporations sector have also gained
momentum over the past year, increasing to 25% nominal growth
compared with 18% in 2005.  Although, the sector is still small,
contributing to only 10% of Dubai nominal GDP, it shows no
signs of slowing and therefore looks set to become an increasingly
important driver of Dubai economy in the future. 

Finally, the figures of 2006 show that Dubai economy is well
diversified and continuing to grow at an astonishing rate. The
economy looks to be moving seamlessly into the tertiary stages of
development, creating itself as a business hub and services centre.
The distinguished performance observed across all non-oil
economic sectors not only makes credible the objectives set by
2015 in the recently declared Dubai Strategic Plan but also one will
not be surprised if economic targets are achieved even before the
projected time horizon.

Dubai Nominal GDP 2006 
Preliminary data on nominal GDP for the UAE has recently been
released. Data reveals that Dubai accounts for 43% of UAE non-
oil GDP and 28% of total GDP, retaining by that a principal
position within the UAE. Both the UAE and Dubai are growing
with exceptional speed. Specifically, in 2006 Dubai non-oil GDP
grew by 21% and UAE non-oil GDP grew by 20%. By looking at
Dubai share in UAE non-oil GDP and its exceptional growth rate,
we clearly infer that Dubai is still representing the key driving force
of the UAE non-oil GDP (see Table 1).

With the exception of oil sector whose share in Dubai total GDP
dropped from 5.4% in 2005 to 5.1% in 2006, the other non-oil
components of Dubai GDP have maintained their shares in total
GDP. In addition, they experienced exceptionally high nominal
growth in 2006 with nearly all sectors growing at a faster rate than
in 2005. In other words, the sectoral structure of Dubai non-oil
GDP remained relatively unchanged with the wholesale retail trade
and repairing services sector continuing to drive Dubai economy;
in 2006 it contributed 22% of Dubai nominal GDP having
experienced growth rates of 16% for the second year running (See
Figures 1 & 2).

Nominal growth in the manufacturing sector slowed by 12% in
2006 compared with 2005’s impressive 32% nominal growth.
Despite this fall, the manufacturing sector remains the second
largest sector in Dubai economy generating 14% of its total GDP.

The construction sector has grown extremely impressively through
2006, with a 31% year on year increase since 2005. As a result the
construction sector is now an equivalent size to the transport,
storage and communication sector, which has grown at a slightly
slower rate, compared with rates in 2005 at 18% as apposed to

Table 1: UAE and Dubai Sectoral GDP Contribution in
Million AED (2005-2006)

SECTORS
2005*

* Preliminary
** Estimated
Source: UAE Ministry of Economy

2006**

Dubai UAE Dubai UAE 

The Non Financial Corporations Sector: 120,872 427,364 146,266 531,185

Agriculture , Live stock and Fishing 791 11,028 992 12,241

Mining and Quarrying                7,569 174,114 8,630 224,552

Manufacturing Industries                22,129 61,194 26,472 73,433

Electricity , Gas and Water                1,906 7,935 2,354 9,522

Construction                                        16,462 34,980 21,504 45,124
Wholesale Retail Trade & 
Repairing Services 31,287 52,998 36,190 62,538

Restaurants and Hotels 5,047 8,946 5,793 10,431

Transports , Storage & Communication 18,202 32,642 21,409 38,517

Real Estate and business Services 14,231 35,920 19,239 46,121

Social and Personal Services 3,248 7,607 3,680 8,706

The Financial Corporations Sector  13,682 28,426 17,165 35,674

Government Services Sector  8,358 34,735 9,177 39,025

Domestic Services of Households 690 2,382 767 2,627

Less : Imputed Bank Services 3,402 7,395 4,594 9,280
TOTAL 140,200 485,512 168,780 599,231

Others
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Figure 1: Dubai GDP Sectoral 
Contribution, 2006

Figure 2: Growth of Selected Dubai 
Sectors (2005-2006)
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