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Lecture Objectives

1. Review the concept of digital marketing.

2. Highlight the impact of global transformations (such as the COVID-19 pandemic) on digital marketing.

3. Explain the specific characteristics of the real estate landscape in the digital era.

4. Present the concept of digital real estate marketing.

5. Clarify the levels of digital real estate marketing.

6. Define digital real estate marketing.

7. Identify the key features of digital real estate marketing.

8. Emphasize the operational and strategic importance of digital real estate marketing.

9. Review the elements of the digital real estate marketing mix.

10. Conduct a practical application on a real estate project.
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When people think of digital marketing, they often equate it to social media marketing. However, digital marketing is much broader than social 

media marketing; it covers a wide range of online marketing activities including: 

Content Marketing 

Search Engine Optimization (SEO) 

 Website Management & Optimization 

 Paid Advertising & Search Engine Marketing (SEM) 

  Social Media Marketing 

  Mobile Marketing 
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At its core, digital marketing builds meaningful relationships with target audiences using digital channels and tools. For many marketers, their 

target audience will likely be potential or existing customers. But, depending on your organization or the goals of your marketing activities, 

your target audience could also be: 

• Employees (potential or existing) 

• Senior leaders in your organization 

• Investors / funding agencies 

• Strategic partners / alliances
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The global pandemic has had a significant impact on digital marketing. Since more people have been staying at home and/or working from 

home, there has been a huge increase in online activity. These large increases in online traffic have provided opportunities for organizations to 

further engage with their target audiences through digital marketing initiatives. As a result, digital marketing activity has increased 

exponentially in recent years. According to a recent study by market research firm, Global International Analyst, the global market for digital 

advertising and marketing was estimated at US$350 Billion in 2020 and is projected to reach a US$786.2 Billion by 2026.1 And more than 75% 

of consumers took a new interest in online activities in 2020.2 Of those, 21% purchased a product online for the first time. So, the global 

pandemic has clearly disrupted marketing as we knew it and accelerated the use of new digital marketing practices, which will continue to 

grow and evolve in the years to come.
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Advancements in communication technologies, particularly the Internet, have granted clients and investors in the real estate sector 

unprecedented authority over the quality, form, timing, and content of their interactions with brokers and properties. Furthermore, these 

technologies have introduced a diverse array of tools, methodologies, and specialized tactics that have enabled real estate marketers to engage 

with clients in a more effective and targeted manner. As a result, the real estate marketing landscape has become increasingly complex, 

dynamic, and multifaceted. This transformation has compelled real estate institutions to develop a comprehensive understanding of the digital 

property market, to examine how clients employ technology in their property searches, and to determine optimal strategies for leveraging 

these technologies in ways that foster mutually beneficial and profitable relationships among all stakeholders in the real estate process.



In today’s highly competitive real estate environment, the mere existence of a website is insufficient. 

Contemporary homebuyers and sellers are digital natives, conducting approximately 90% of their property 

searches online. Notably, 51% of buyers rely on online portals, underscoring the critical role of these platforms in 

reaching potential clients. Failure to capitalize on the power of digital marketing represents a substantial missed 

opportunity to access a broad spectrum of prospective customers. This assertion is substantiated by the following 

statistics:



❖ 44% of homebuyers initiate their property search online.

❖ 50% of homebuyers ultimately purchase a property they discovered through the Internet.

❖ 77% of real estate agents utilize social media for professional purposes.

❖ Leads generated through digital marketing convert at a rate five times higher than those derived from 

traditional methods.

❖ Properties featuring high-quality images sell 32% faster.



The Concept of Digital Real Estate 
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When asking about the nature of real estate marketing, 

most specialists agree that it is the process of creating 

demand for real estate units offered for sale or rent. If 

things go well, this demand should be translated into 

successful real estate transactions that generate profits for 

companies and real estate agents. To attract clients toward 

a specific property, that property must outperform 

competing ones, offer a set of benefits to buyers or 

tenants, and provide value equal to or greater than the 

cost of delivering the property to the consumer (the real 

estate competitive advantage). This leads to building trust 

and loyalty toward the real estate agency or developer.



The Concept of Digital Real Estate 
Marketing

Chapter

01

After answering this question, another arises: What is 

digital real estate marketing? If the main goal of real estate 

marketing is to create demand for properties, then digital 

real estate marketing is the driving force behind creating 

this demand through the interactive power of digital 

tools—especially the Internet—which allows for wide 

dissemination of property offers and adds tangible value to 

real estate institutions and their clients. There are 

specialized digital tools in real estate marketing that 

possess their own marketing value, which can increase 

over time through continuous development and growing 

customer interest in using them for property search and 

exploration.
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With the emergence of Web 0.2, social networks and 

specialized blogs appeared as marketing tools that 

successfully boosted real estate sales. These tools enabled 

clients to read reviews and share comments about their 

personal experiences with agents and developers—

academically referred to as a form of digital word-of-

mouth. Most real estate institutions adopted this as a 

primary tool in their digital marketing activities. Virtual 

communities dedicated to real estate also allowed 

organizations to connect with thousands of property-

interested users regarding offers and projects. Thus, real 

estate marketers must be knowledgeable about how to 

effectively use digital marketing tools to engage clients and 

enhance their property search and investment experience.



Digital real estate marketing can operate on three different levels, each serving specific objectives through 

specialized digital tools. These three levels are:

1. Real Estate Digital Presence: The foundational level of digital real estate marketing, characterized by one-way 

communication via the Internet, aligned with the capabilities of Web 1.0. Its purpose is to inform clients 

about the real estate brand and available properties, similar to traditional real estate marketing.

2. Meeting Clients through Digital Real Estate Platforms: This level applies the concept of Web 2.0 and the 

interactive capabilities of the digital environment through specialized real estate blogs and social networks 

for agents and developers.

3. Customer Service via Smart Real Estate Platforms: This level aims to build customized real estate websites 

and automate marketing strategies using artificial intelligence technologies, where computers play a central 

role in two-way communication. The goal is to achieve a practical understanding of real estate clients to 

deliver the expected service in property search, purchase, and rental.
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In general, the concept of digital real estate marketing 

refers to a set of activities used to market properties to 

buyers and tenants through diverse digital tools specialized 

in the real estate sector. This type of marketing has unique 

advantages compared to traditional real estate marketing, 

enabling marketers to exploit opportunities arising from 

internal and external environmental changes in any real 

estate organization. Digital real estate marketing is not 

limited to modern communication technologies; it also 

includes technological devices used in real estate, such as 

smartphones, Internet-connected digital screens for 

property display, and various real estate digital platforms 

such as websites, social media, and mobile applications.



Therefore, digital real estate marketing establishes demand through the interactive power of digital tools—

especially the Internet—which allows for wide dissemination of property offers and adds value to both the real 

estate institution and its clients. It is important to note that online real estate marketing is the largest contributor 

to digital real estate marketing, but it is not synonymous with it. Digital real estate marketing extends beyond 

online marketing to include all aspects of modern technology in the real estate sector. For example, SMS real 

estate marketing can be achieved whether or not the phone is connected to the Internet, and it belongs to digital 

real estate marketing. The same applies to digital or interactive billboards and other advertisements based on 

digital technologies, all aimed at enhancing the presence of real estate institutions and their offers in the digital 

environment.
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Based on the above, it can be said that digital real estate 

marketing is the application of general principles of real 

estate marketing through the use of modern technology 

and communication tools—especially the Internet. It is a 

set of strategies and tactics used to transform the digital 

real estate market into a tangible real estate market. 

Digital real estate marketing focuses on real estate 

business processes built on the concept of E-CRM 

(Electronic Customer Relationship Management), which 

refers to electronic customer relationship management in 

the real estate field. This involves studying the real estate 

market, searching for new clients interested in properties, 

serving current and former clients, and giving clients the 

opportunity to participate in developing the real estate 

offers presented.
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Digital real estate marketing is characterized by several distinctive features, the most prominent of which are:

❖ Dynamic and Interactive Marketing:

• Enables client participation in the communication process.

• Clients can write comments, provide reviews, and join specialized chat rooms.

• This participation contributes to improving and developing real estate offers.

❖ Multimedia-Specialized Marketing:

• Combines high-resolution images, realistic videos, 3D virtual tours, and digital property models.

• Provides a comprehensive and accurate representation of the property.

❖ Community-Oriented Marketing:

• Facilitates the creation of virtual communities with shared real estate interests.

• Examples include groups of first-time buyers or investor communities in specific regions.
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❖ Wide Reach and Ease of Use:

• Accessible to everyone at any time.

• Allows users to search for suitable properties and 

receive tailored offers at the right time.

❖ Precision in Geographic and Demographic Targeting:

• Property offers can be directed to specific individuals 

or groups.

• Targeting is based on precise geographic location and 

specific housing or investment needs.
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While the features of digital real estate marketing may vary and include operational or strategic aspects, its fundamental and overarching 

advantage—similar to real estate marketing in general—lies in attracting and retaining clients interested in real estate. This contributes to 

improving the effectiveness and efficiency of real estate marketing activities and targeted operations. Overall, digital marketing brings 

numerous strategic and operational benefits to real estate institutions, which can be summarized as follows:

1. Feedback through Digital Real Estate Integration:

Digital real estate marketing represents an advanced form of integrated marketing in the real estate sector. It provides brokers and developers 

with accurate answers to issues related to social responsibility toward clients, marketing return on investment, and the consistency of the 

marketing message with real estate market needs. It enables market testing and survey research to improve the quality of property offers and 

the information required by buyers and tenants.

Example: Using platforms such as Aqar and Bayut to collect client interaction data with listed properties and conducting digital surveys to 

understand market preferences toward a new real estate project before its official launch.
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2. Enhancing Real Estate Marketing Effectiveness:

Digital real estate marketing is highly effective because it keeps clients in continuous interaction with property offers on specialized digital 

platforms. This is achieved through constant updates, instant notifications, and interactive content that captures the attention of property 

seekers.

Example: Using push notifications in real estate apps to immediately inform users when a new property becomes available in their desired area 

or when the price of a previously viewed property drops.
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3. Direct Interaction between Clients and Real Estate Institutions:

Clients can directly express their preferences and evaluations to real estate institutions by interacting with digital property content.

Example: Creating Facebook groups for a residential project where prospective buyers can interact directly with the developer, ask questions, 

share interests, and even participate in decisions related to interior design or facilities.
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4. Precise Targeting of Real Estate Clients:

Digital real estate marketing provides accurate data about potential clients, enabling institutions to reach their target audience with high 

precision. Targeting can be based on multiple criteria such as age, gender, marital status, investment interests, geographic location, and income 

level.

Example: Using Facebook targeted ads to reach young families seeking apartments in specific areas near international schools, with property 

visuals highlighting child-friendly spaces.
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5. Cost-Effectiveness and Budget Flexibility:

Digital real estate marketing offers fair costs due to its efficiency. Companies can pay per potential client who views promotional property 

content, instead of spending large amounts on general television ads. Campaigns can start with limited budgets and be adjusted instantly.

Example: Running an Instagram campaign with a budget of 2,000 SAR targeting luxury property seekers in North Riyadh, with the flexibility to 

adjust or stop the campaign based on daily performance metrics.
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6. Collecting and Reusing Real Estate Data:

Advanced digital marketing technologies allow institutions to collect client data, store it in specialized databases, and reuse it for multiple 

purposes such as developing new projects, creating personalized offers, or conducting advanced market research.

Example: Using real estate CRM systems to track client behavior on websites, identify frequently visited properties, and send personalized 

email offers based on their interests.
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7. Accurate Measurement of Results and Continuous Improvement:

Digital real estate marketing enables precise monitoring, recording, and analysis of marketing results. This allows institutions to make data-

driven decisions for continuous improvement. Everything is measurable: interaction levels, virtual tour views, page visits, and conversion rates.

Example: Using Google Analytics to measure the performance of property pages, identify which listings attract the most views, and optimize 

content accordingly.
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8. Speed in Achieving Results:

Digital real estate marketing often delivers quick results, as campaigns can be directed with precision and performance measured instantly.

Example: Launching a promotional campaign for a new property on Twitter with specialized hashtags, measuring engagement within the first 

24 hours, and adjusting ads based on immediate feedback.



the Importance of Digital Real Estate MarketingChapter

01

9. Managing the Digital Reputation of Real Estate Institutions:

Digital marketing helps build a positive brand image, manage expectations, and strengthen trust. This includes professional responses to 

reviews and comments, as well as showcasing client testimonials.

Example: Adding a testimonials section on the agency’s website with authentic reviews from platforms such as Aqar and Google My Business, 

while responding professionally to both positive and negative feedback.
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10. Building Real Estate Brand Equity:

This advantage is particularly relevant for small and medium-sized agencies, allowing them to compete with larger companies in the digital 

environment. Clients recognize them through the quality of offers and expertise displayed on digital platforms.

Example: A startup agency specializing in sustainable properties builds strong digital reputation by creating educational content on green real 

estate investment, becoming a reference in this niche despite its small size.
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11. Effective and Continuous Communication (One-to-One Relationship):

Digital real estate marketing provides continuous communication with local and international clients around the clock. It enables personalized 

interaction through tools such as live chat, customized emails, and online calls.

Example: Using chatbots on real estate websites to answer basic client inquiries 24/7, while forwarding complex questions to human agents 

during working hours.
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12. Providing Comprehensive and Updated Real Estate Information:

Digital platforms must consistently provide essential information such as property types, prices and financing options, exact locations, contact 

details, required documents, and visiting schedules. This ensures that potential clients can access complete information without searching 

elsewhere.

Example: Creating an interactive property page with 360° images, virtual tour videos, interactive maps, financing details, payment options, 

official documents, and FAQs.
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13. Opening Access to Global Real Estate Markets:

Digital real estate marketing is the least costly and risky way to connect with new international markets, especially to attract foreign investors 

or promote large-scale projects.

Example: Marketing a luxury real estate project in Dubai to clients in China and the UK via specialized international investment platforms, 

offering translated content and customized virtual tours accessible worldwide.
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The advantages of digital real estate marketing can be summarized through its relative importance compared to traditional real estate 

marketing in three main points:

❖ Speed in Real Estate Transactions:

• Marketing operations, including negotiation and inquiries, are conducted much faster in the digital environment.

• Information flows rapidly, responses are immediate, and documents can be shared electronically.

❖ Constant Change and Information Updates:

• The digital real estate market allows quick monitoring of all new developments: price changes, new property listings, and updates to laws 

and regulations.

• This enables brokers and clients to remain continuously informed.
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❖ Stronger and Wider Promotion:

• The digital real estate market is more powerful in 

terms of promotion due to its ability to quickly 

introduce consumers to properties and their features.

• It is also broader in scope, functioning as a global 

marketplace that reaches clients from different 

countries.
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The marketing mix in the real estate sector has gone through several stages according to the development of real estate marketing practices 

and research. The digital real estate marketing mix represents the third stage, consisting of ten essential elements:

1. Site Design:

The design of the real estate website is one of the most important elements of the digital marketing mix. It serves as the true virtual space for 

real estate marketing activities, acting as the digital distribution channel for property offers, technical details, and preliminary contracts. Its 

technical programming and visual design are crucial for attracting users and enhancing the property search experience.

Examples:

▪ Aqar (Saudi Arabia): simplified interface with interactive property maps.

▪ Property Finder (UAE): advanced filtering and multiple search options.

▪ Dar Al Arkan (Saudi developer): full virtual tours of projects.
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2. Digital Security:

This refers to the security and confidentiality of sensitive real estate data and information on digital platforms, as well as protecting platforms 

themselves from cyberattacks. Ensuring client and property data confidentiality is essential.

Examples:

▪ Blockchain technology for property ownership and transaction records.

▪ Two-factor authentication for broker accounts.

▪ Advanced encryption systems for client databases.
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3. The Digital Real Estate Product:

The property itself, as a digital product, is the core of the marketing process and the foundation of all mix elements. Properties presented 

digitally have specific features related to how they are displayed and communicated.

Examples:

▪ Interactive 3D property tours.

▪ Augmented reality (AR) for property modifications.

▪ Digital simulations of under-construction projects.
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4. Virtual Communities:

Virtual real estate communities are the online equivalent of traditional property communities, characterized by inclusiveness and diversity of 

participants. They may consist of investors, residents of a specific project, or real estate brokers.

Examples:

▪ Facebook groups such as Saudi Real Estate Market or UAE Properties.

▪ Bayut forums for Gulf real estate discussions.

▪ LinkedIn communities for professional brokers and developers.
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5. Digital Customer Service:

Digital customer service aims to retain existing clients and attract new ones. Communication and responsiveness now occur in real time 

through networks.

Examples:

▪ Chatbots on property websites for 24/7 inquiries.

▪ Live video support for real estate consultations.

▪ Smart scheduling systems for property visits.
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6. Pricing:

Digital marketing provides flexibility in pricing strategies. Platforms can display property prices and price per square meter, enabling users to 

compare options easily.

Examples:

▪ Price comparison tools on platforms like Bayut and Aqar.

▪ Interactive mortgage calculators.

▪ Heat maps showing property price trends.
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7. Digital Promotion Strategy:

Promotion is one of the most influential elements in digital real estate marketing. It has evolved into direct digital marketing, encompassing all 

activities that generate communication and responses with current and potential clients.

Examples:

▪ Targeted Instagram campaigns for luxury properties.

▪ Influencer marketing with real estate experts.

▪ Live-streamed property tours.
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8. Digital Distribution System:

Most real estate service deliveries are now digital, with websites playing a central role in distributing property information and services.

Examples:

▪ Secure digital platforms for preliminary contracts.

▪ Electronic signature services for property agreements.

▪ Digital key delivery systems for new properties.
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9. Privacy:

This concerns the privacy of real estate users and their personal data. Platforms must guarantee confidentiality and protect sensitive property-

related information.

Examples:

▪ Advanced privacy policies in real estate apps.

▪ Anonymous client identity systems.

▪ Data protection technologies for ownership records.
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10. Personalization:

Personalization means tailoring the digital real estate experience to each user’s expectations and needs, based on collected data and 

preferences.

Examples:

▪ Personalized property recommendations based on search history.

▪ Customized offers aligned with client interests.

▪ User experiences tailored to different profiles (investor, homebuyer, tenant).
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Project Example: “Riyadh Residential Front”

1. Site Design: Interactive website with 360° virtual tours.

2. Security: Multi-stage verification system to protect buyer data.

3. Product: Full digital presentations of apartments with customization options.

4. Communities: Dedicated Facebook group for project buyers.

5. Customer Service: Live chat and personalized email support.

6. Pricing: Interactive financing calculator with transparent pricing.

7. Promotion: Instagram campaign with influencers and specialized video content.

8. Distribution: Digital platform for reservations and document delivery.

9. Privacy: Complete protection of buyer data and confidentiality.

10. Personalization: Tailored offers based on each client’s interests.
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1. Website Design: 

In our project “Riyadh Residential Front”, we did not perceive the website as a conventional webpage, but rather as a comprehensive digital 

interface for the project. The website serves as the primary gateway through which clients first encounter the development, functioning as the 

operational hub that integrates all other digital marketing elements. We designed a modern, interactive platform aligned with the project’s 

luxurious visual identity. More important than its aesthetic appeal, however, is the interactive content. We incorporated 360-degree virtual 

tours for each residential unit, not as static images but as immersive experiences that allow clients to “live” in the unit before construction. For 

instance, a client from Abha considering an apartment in Riyadh can virtually walk through the property, view the scenery from the windows, 

measure room dimensions, and imagine furnishing the space. Such experiences foster emotional attachment to the unit prior to its physical 

realization. Additionally, we developed a three-dimensional platform enabling virtual navigation throughout the entire project, including 

corridors, swimming pools, and communal gardens. The website was optimized for responsiveness across mobile devices, tablets, and laptops, 

acknowledging that most visitors access digital environments via smartphones. The outcome was not a mere electronic catalog, but a fully 

interactive experiential platform that builds trust and facilitates purchasing decisions.
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2. Digital Security: 

In the real estate sector, data is highly sensitive, encompassing financial, personal, and familial information. Without robust security, digital 

trust cannot be established. Accordingly, in “Riyadh Residential Front” we implemented a multi-layered authentication system comparable to 

advanced digital banking protocols. Our system relies on three factors: something the client knows (password), something the client possesses 

(smartphone for verification codes), and something the client is (biometric fingerprint or facial recognition). These three layers ensure that 

even if one is compromised, the others remain intact. Furthermore, we applied advanced end-to-end encryption, ensuring that data remains 

encrypted from the client’s device until it reaches our servers. Special encryption was assigned to contracts and official documents, with each 

contract protected individually. Beyond software, we trained a specialized cybersecurity team to monitor the system continuously, detect 

intrusion attempts, and respond immediately. When clients perceive their data as safeguarded at this level, their trust in the project and 

developer increases, transforming digital apprehension into reassurance.
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3. The Digital Real Estate Product: 

At the core of the project lies the digital real estate product. We redefined the traditional philosophy: real estate is no longer confined to four 

walls and a roof, but has evolved into a package of experiences and services. We developed an interactive product viewer showcasing all 

apartment options and layouts attractively. The true innovation, however, was the digital customization tool for interior design. Clients can 

select wall colors, tile types, kitchen layouts, and even lighting switches, viewing the results instantly through realistic digital simulations. We 

also integrated augmented reality features, enabling clients to point their smartphone cameras at empty spaces in their current homes and 

visualize how the new apartment would appear. Each unit is accompanied by intelligent, detailed information: technical specifications, material 

sources, energy efficiency ratings, and construction progress documented through images. Thus, the product has transformed from a static 

commodity into a personalized interactive experience.
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4. Virtual Communities: 

Recognizing that property acquisition is not merely a transaction but the beginning of a long-term relationship, we prioritized the creation of 

virtual communities. We established a closed Facebook group exclusively for buyers upon reservation. This group became a genuine forum for 

dialogue between developers and buyers, as well as among buyers themselves. Daily photos and videos from the construction site foster a 

sense of participation in the building journey. Monthly virtual meetings with the chief engineer address buyer inquiries, while sessions with the 

interior designer provide complimentary advice. Moreover, we introduced a community evaluation system, allowing buyers to vote on shared 

services such as pool or clubhouse designs. This approach builds not only physical structures but cohesive communities united by shared 

aspirations.
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5. Digital Customer Service: 

Parallel to community-building, we developed a comprehensive digital customer service system. Real estate customer service extends across 

decades, not merely until the point of sale. We implemented a live chat system available 24/7, staffed by specialized sales and technical 

support representatives. Each client receives a dedicated project-domain email address (e.g., Ahmed.Mohammed@RiyadhFrontResidential), 

serving as their digital identity within our system. Automated tracking provides clients with updates on construction progress, supplemented 

by monthly project-wide reports. Each client is assigned a dedicated virtual support team: a personal account manager as the sole contact 

point, backed by a full team of sales, technical, and legal experts. This ensures that clients feel central to the process rather than reduced to 

mere database entries.
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6. Pricing: 

Pricing was approached with complete digital transparency. We developed an interactive financing calculator encompassing all local banks—

approximately fifteen institutions. Clients input their data once and receive comprehensive comparisons of financing offers, including monthly 

installments, duration, total cost, and conditions. More importantly, we deconstructed the price structure clearly: land cost, construction 

materials, architectural design, communal facilities, and profit margin. This transparency fosters trust and minimizes negotiation concerns. For 

investors, we added a dedicated return-on-investment calculator with rental yield projections and future value growth estimates.
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7. Digital Promotion Strategy: 

To attract suitable clients, we adopted a sophisticated digital promotion strategy. We launched an integrated Instagram campaign in 

collaboration with ten carefully selected influencers specializing in interior design, real estate investment, and family lifestyle. Rather than 

mere advertisements, they shared authentic experiences of living in similar units. Concurrently, we produced a four-episode documentary 

series covering concept and vision, architectural design, construction phases, and buyer interviews. Our advertisements were precisely 

targeted geographically (within a 5 km radius of the project), demographically (age, income, marital status), and behaviorally (real estate 

interests, housing searches). We also leveraged short-form viral content on Reels and TikTok, presenting distinctive ideas in 60-second clips. 

Weekly educational webinars addressed topics such as “How to Choose Your First Apartment”, featuring experts from diverse fields.
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8. Digital Distribution System: 

To convert visitors into buyers, we established an integrated digital distribution system. The reservation platform was designed with six clear 

steps, guided intelligently at each stage. A major innovation was the legally recognized electronic signature: clients no longer need to attend in 

person, as contracts can be signed remotely with official government approval. All documents are delivered via a secure electronic portal, with 

each client granted a personal space containing contracts, unit plans, and warranties. Even reservations for additional facilities such as parking 

or storage are processed through the platform. At final delivery, a digital checklist ensures that clients tour their units with representatives and 

electronically confirm receipt after verifying all items.
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9. Privacy: 

In the era of data, privacy protection was paramount. We implemented a transparent privacy policy written in accessible language, explicitly 

clarifying what data is collected and why. Clients are granted full control through a dedicated dashboard, enabling them to determine which 

data to share, request complete deletion (“right to be forgotten”), and access all stored information. Data is hosted on local servers within the 

Kingdom, segmented to prevent full aggregation in one location, with encrypted backups. Continuous compliance with Saudi and international 

data protection regulations is ensured.
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10. Personalization: 

Finally, we crowned all efforts with precise personalization. Each client represents a unique world that must be understood. We developed 

personalized dashboards that adapt interfaces according to client interests, with content tailored to prior behavior. The system analyzes which 

units were viewed most frequently and provides timely offers when purchase intent is evident. Notifications are delivered at times when clients 

are typically online, in language and format appropriate to their age and culture. Even content becomes individualized: videos showcasing the 

client’s specific unit, personalized messages from the project manager, and intelligent recommendations based on circumstances (e.g., nearby 

schools for families with children). Each client thus perceives the project as designed exclusively for them.



Thank You
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