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"Riyadh Front Residential" is an integrated residential city located in northern Riyadh, in a strategic area that brings together tranquility and 

services, proximity to major roads and distance from the bustle of congestion. It is a project that addresses different segments of people, 

because it believes that every individual has their own distinct housing dream. You will find within it luxurious villas that accommodate large 

families, with elegant designs and private gardens. You will find within it warm townhouses suitable for small families seeking a reasonable 

amount of space within a contemporary design. You will also find within it modern residential apartments, an ideal option for ambitious 

youth and newly married couples who are beginning their journey in life.

The audience targeted by this project is broad and diverse, yet it shares one thing: the pursuit of quality, trust, and safety. There is the family 

seeking a home for a lifetime, there is the young person seeking their first independence, and there is the astute investor seeking a rewarding 

return. Our mission today, as a digital marketing team, is to build an electronic bridge that connects these aspirations to this tangible project. 

Our mission is to design a website that tells a story, builds trust, and creates an unforgettable experience for everyone who visits it.
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Let us begin where any visitor’s digital journey begins: with the first glance, with the first impression. Imagine with me a visitor entering the 

"Riyadh Front Residential" website for the first time. What will they see? What will they feel? We want them to feel as though they have 

actually stepped onto the project’s grounds—indeed, more than that: to feel as though they have entered a luxurious showroom, yet a 

showroom that is intelligent and interactive, one that accompanies them and engages in dialogue with them. Here, we begin to address the 

technical, artistic, aesthetic, and marketing dimensions. The site’s outward appearance functions as the project’s attire, reflecting its value 

before we utter a single word.

From an aesthetic perspective, we selected a calm and elegant color palette. Pure white will dominate the backgrounds, because it conveys a 

sense of cleanliness and spaciousness and allows all other elements to stand out clearly. Alongside white, we added warm accents of earthy 

tones, such as soft beige and muted gold, because these colors evoke stability and reassurance—feelings closely associated with the concept 

of “home.” As for typography, we chose modern, legible fonts that read easily in both Arabic and English, because we are targeting a diverse 

audience.
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However, beauty here is not merely superficial decoration. Behind this beauty stands a strong and advanced technical structure. We used the 

latest programming languages, HTML5 and CSS3, and we wrote our code with precision and cleanliness so that search engines can read and 

index it with ease. We also added touches of JavaScript to create smooth, fluid animations during scrolling or clicking, because the experience 

should be visually enjoyable and psychologically comfortable. Every element on the site—from the largest banner to the smallest button—

was designed in high definition accuracy, because small details are what make the difference between an ordinary website and a professional 

one.

Most importantly, the visual content itself. We do not rely on ordinary images; rather, we use ultra-high-quality images and videos. Aerial 

images captured by drones present the project from above, clarifying its location and green spaces. Panoramic 360-degree images allow the 

visitor to rotate within the residential unit as though they were inside it. Cinematic videos reflect the beauty of the designs and lighting. We 

are producing a documentary film about the project, not merely an advertising catalogue.
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But what if our visitor is not using a computer, but rather a mobile phone? This is a highly important question, because we live in an era 

defined by mobile usage. Global statistics indicate that more than seventy percent of real-estate searches are conducted through mobile 

devices. How, then, will we address this visitor who carries their world in their pocket?

We did not rely on the traditional, outdated solution of merely shrinking the website to fit a mobile screen. This approach delivers a poor and 

distorted experience, forcing the visitor to zoom in manually and navigate with difficulty. Instead, we adopted an entirely different approach, 

which we call “mobile-first design.” This means that we designed an experience fully tailored to mobile screens first, and then expanded it to 

accommodate larger devices. In the mobile version, long menus are transformed into a small, elegant three-line icon; when tapped, the menu 

emerges in an orderly manner. Key buttons such as “Book Your Appointment” or “Contact Us” become large and comfortably within thumb 

reach, so the user is not compelled to stretch their fingers. The presentation of images becomes a smooth sliding gallery, allowing the visitor 

to swipe right or left as though turning the pages of a premium magazine. Even loading speed is treated differently: we take into account that 

mobile connections may be slower than Wi-Fi networks, so we optimize and further compress images. The ultimate objective is for the 

mobile user to feel that this website was designed specifically for them, and that they are not a second-class citizen in the world of browsing.
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Now that the visitor has entered our website—whether from a desktop computer or a mobile phone—and has observed its aesthetic quality 

and the smoothness of its experience, it is time to reach their mind and heart. Here we arrive at the core philosophy upon which we build 

everything: customer-centered design. This phrase may sound like a resonant slogan, yet its profound meaning is that we prioritize the 

visitor’s needs and expectations above any technical or marketing considerations.

How did we implement this in practice? Before writing a single line for the website, we spent a long time reflecting and imagining different 

personas of our potential visitors. We envisioned the persona of “Abu Abdullah”: a man in his forties, married with three children, employed 

in a stable government position, seeking a spacious villa with a large garden, close to good schools for his children. Then we envisioned the 

persona of “Fahd”: a young man in his late twenties, single, employed in the private sector, with a good income, seeking a modern apartment 

close to his workplace and the entertainment district; he wants it to be contemporary in design and furnishings. Then we envisioned the 

persona of “Abu Saud”: a businessman in his fifties seeking a secure real-estate investment; he wants a residential unit in a prime location 

that can be rented with a good return and whose value appreciates over time. All of these individuals will visit our website, and each has 

different needs, a different way of thinking, and different questions.
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Accordingly, we designed the website in a way that recognizes its visitor—or at least offers options that fit them. We added an intelligent 

recommendation feature, which takes the form of a simple form that asks the visitor: How many rooms do you want? What is the 

approximate area? What is your budget? Based on their answers, the website provides a list of units that are precisely suitable for them, 

sparing them the burden of searching and random browsing. Even more importantly, we added useful content. For example, we created a 

small blog that publishes articles such as “How to Choose Your First Home,” “Tips for Obtaining Real-Estate Financing,” or “A Comparison 

Between Different Types of Finishes.” This content builds trust. It demonstrates to the visitor that we care about their best interest, that we 

are experts in our field, and that we accompany them on their journey toward making the right decision. Such trust is the most valuable asset 

we can build with the client.



Although trust is highly important, we ultimately aim to convert these visitors into real customers. Here, marketing-driven design plays its role. Such 

design does not allow the visitor to wander through the website’s pages without guidance; rather, it delineates a clear path, step by step, toward the 

conversion objective—namely, contacting the sales team or reserving a unit.

On the homepage, the visitor is welcomed by a large introductory panel, commonly referred to as the Hero Section, which contains a captivating image 

of the project and a strong, impactful headline that we selected carefully after extensive discussion. We settled on the phrase: "Discover the address of 

your new life at Riyadh Front". This statement appeals to emotion and invites the visitor to imagine themselves in this place. Directly beneath this panel, 

we placed a quick inquiry form that does not request much information—only the name and mobile number—along with a clear, attractive gold button 

that states: "Request the project brochure for free". Why is this form placed here immediately? Because some visitors may already be ready to take a 

step, and we do not want to lose their opportunity by hiding the form on another page.

Then, across every page of the website, we distribute “calls-to-action” strategically. When visitors read the details page of a specific villa, we place at its 

bottom a button that says: "Reserve your unit now". When they visit the frequently asked questions page and read the answers, we add a side button 

that says: "Didn’t find your answer? Contact a real-estate consultant". When they watch a video about the project, we place beneath it a link that says: 

"Calculate your real-estate financing now". The idea is that the visitor should not leave any page without seeing an invitation to interact—an invitation to 

take the next step. We do not wait for the visitor to decide entirely on their own; rather, we guide them gently and intelligently toward the goal.



However, the website’s beauty and marketing intelligence are of no value if the website is slow or unstable. Here we arrive at the quality criterion of website 

design in its functional sense, which goes beyond appearance to performance.

Speed is the first and most important of these aspects. We know that today’s visitor is patient? No—on the contrary, today’s visitor has very little patience. 

Studies indicate that if a website takes more than three seconds to load, a substantial proportion of visitors will close the page and move to a competitor’s site. 

Only three seconds. Therefore, we invested tremendous effort in improving loading speed. We compressed all images using the latest techniques so that they 

retain their quality while their file size becomes smaller. We used caching, so that when the customer visits the site a second time, large parts of it remain 

loaded on their device. We also relied on content delivery networks, which are servers distributed around the world that store a copy of our website; thus, if a 

customer visits us from Jeddah, the site loads from a nearby regional server rather than traveling to a distant main server. The result is a website whose 

content appears within moments.

The second aspect of functional quality is the clarity of the user interface. When a visitor enters the website, they should immediately know where they are 

and how to navigate to what they want, without thinking or becoming lost. Menus should be in their expected locations, links should be logical, and icons 

should clearly signify their function. We do not want the visitor to stop and ask, “Where do I begin?” or “Where do I find this?” Everything should be intuitive 

to the extent that the user does not feel the presence of an interface; rather, they feel as though they are moving within a familiar space.

The third aspect of quality is visual consistency. All pages of the website should cohere with one another as if they were produced by a single designer and a 

single guiding concept. For this reason, we created what is known as a style guide: an internal document that precisely defines the colors used, the fonts and 

their sizes, the shapes of buttons, the spacing between elements, and the size of images. This guide ensures that when any developer or designer adds a new 

page in the future, it remains harmonious with the rest of the site, and no page appears as though it is foreign or different.



After ensuring that our website is aesthetically appealing, fast, and clear, we turn to the core of credibility: information. In the real-estate domain, accurate 

information is the most valuable asset we possess. A minor error in area, ambiguity in pricing, or a delay in updating a detail can cost us the client’s trust 

permanently. For this reason, we made information quality one of our highest priorities.

We verify every piece of information we publish on the website with meticulous precision. We present unit areas exactly as stated in the engineering plans, 

and we provide both the area in square meters and in feet. We state whether prices include or exclude value-added tax, and we clarify the available payment 

methods, whether through direct installment plans or via banks. We specify handover dates clearly, while noting that timelines may change within reasonable 

limits due to construction-related circumstances.

We did not limit ourselves to brief information. For each residential unit, we created a fully independent page—akin to a comprehensive identification profile. 

This page includes multiple images of the unit, architectural plans that can be zoomed in and out, and detailed finishing specifications, from flooring types to 

water fixtures to kitchen appliances, if applicable. It also contains information about shared facilities within the project, such as pools, sports courts, and clubs, 

as well as nearby services, such as schools, hospitals, and shopping centers. We want the client to find everything needed to make a decision in one place, 

without having to call and inquire about every small detail.

Most importantly, we wrote all of this information in clear, simple language, away from legal complexities and dry engineering terminology. We are addressing 

an ordinary person who wants to buy a home, not an engineer or a lawyer. Accordingly, we dedicated a full page to frequently asked questions, where we 

answer any question that may occur to any client, from “What financing documents are required?” to “When can I receive the key?” to “Can I make 

modifications to the design?” The more clearly we provide answers in advance, the more the client’s trust increases and the more they feel that we are 

transparent and honest.



Although information is available and clear, we must ensure that everyone—regardless of their abilities—can access it with ease. This is the criterion of 

accessibility and usability, which is a human and ethical dimension before it is a technical one.

We believe that our website should be accessible to all, including people with disabilities. Some individuals do not use a mouse due to a motor impairment and 

navigate between links using only the keyboard. Therefore, we designed our website so that it can be fully browsed using the Tab key, and a visible outline 

appears around the selected link so that the user knows their current position. Some individuals experience low vision and require high contrast between text 

and background in order to read. Accordingly, we selected high-contrast colors and avoided using closely similar shades that make reading difficult. Others use 

screen-reader software that converts text into spoken audio and requires alternative text that describes images. Therefore, we added alternative text for every 

image on the website that describes its content, so that blind users do not lose any part of the experience.

As for usability for everyone, it means that the visitor can find what they want quickly and without burden. For example, the phone number and the WhatsApp 

button should be visible on every page, not hidden within a “Contact Us” menu that requires two clicks. Some visitors want to communicate immediately, so 

there is no need to exhaust them by making them search. Likewise, the search bar should be visible, and search results should be accurate and fast. Links on 

the page should be clear and provide a visual indication when hovered over. All of these small details, taken together, create a comfortable and enjoyable user 

experience.



Now, after the website has become aesthetically appealing, fast, information-rich, and easy to use for everyone, it is time to add the element of life to it—the 
element of interactivity. A static website that does not respond to its visitor is a lifeless website. Interactivity is what makes the visitor spend more time, and it 
creates an emotional connection between them and the project.
The first interactive tool we added is interactive maps. Instead of a static image of the project’s location, we implemented a dynamic map that the visitor can 
zoom in and out and pan north and south, enabling them to see for themselves the project’s position relative to key landmarks: Where is the nearest school? 
Where is the nearest hospital? Where is the nearest highway? They can measure distances on their own and explore the surrounding neighborhood. This 
provides them with a sense of control and self-derived knowledge.
The second interactive tool—and the most impactful—is three-dimensional virtual tours. This technology allows the visitor to “enter” the residential unit and 
move through it as if they were physically present. They use the mouse or touch gestures to look right and left, advance through corridors, enter rooms, and 
look out from the windows. They can observe the view from each window, estimate distances between walls, and imagine their own furniture within the 
space. This immersive experience builds a very strong emotional attachment, and it makes the client feel that this apartment or this villa has become familiar, 
even before seeing it on the ground.
The third interactive tool is a real-estate financing calculator. We know that many visitors ask themselves: “Will I be able to afford this property? What will the 
monthly installment be?” Instead of leaving them uncertain, we provided a simple tool: the client enters the value of the desired property, the preferred 
financing term (for example, 20 or 25 years), and the percentage of the down payment they can provide; we then display an approximate monthly installment 
amount. This tool does not replace consulting a bank, but it offers an initial estimate that helps the client narrow down options and take the next step with 
greater confidence.
The fourth interactive component is the project’s blog and news updates. We regularly publish photos and videos from the construction site, show progress, 
celebrate the completion of a new phase, and share stories about workers and engineers. This content creates a sense of vitality and ongoing development, 
and it makes the visitor feel that they are following a real story rather than a static project. It also encourages visitors to return to the website repeatedly to see 
what is new, which increases the likelihood of converting them into customers.



All of this outstanding interaction requires stability and reliability. Imagine, for example, a visitor who finally decides to complete the reservation form, and 

upon pressing the submit button, an error message appears. Or imagine that they were enjoying a virtual tour and the video suddenly stops. Such negative 

experiences can undermine all prior efforts. Therefore, reliability constitutes the foundation of website design.

To ensure the website’s reliability, we selected a hosting provider among the world’s leading companies, guaranteeing uptime of up to 99.9%, meaning that the 

website would be out of service for less than one hour per year. This is highly important, because any downtime entails a loss of visitors and a loss of potential 

sales. We also conduct periodic tests—approximately every week—in which we inspect all links on the website, verify that all contact forms function correctly, 

and confirm that images appear as required. If we discover any broken link, we fix it immediately.

More importantly, we established a daily backup system. Every night, our servers create a complete copy of the website and all databases, and store it in a 

separate, secure location. In the event of any disaster—such as a security breach or a major technical failure—we can restore the entire website within a few 

hours, as if nothing had happened. This ensures business continuity and peace of mind.



While reliability covers the operational dimension, security and privacy address the human and rights-based dimension. In an era in which data are breached 

and stolen on a daily basis, customers have become more aware and more concerned about their personal information. We ask them for their names, phone 

numbers, and email addresses, and at more advanced stages we may request financial information. It is our duty to protect these data to the greatest extent 

possible.

The first step in protection is the SSL certificate. This certificate encrypts the connection between the visitor’s browser and our servers, such that no attacker 

positioned “in the middle” can read the data being exchanged. When the visitor sees the small padlock next to the website address and observes that the 

address begins with HTTPS rather than HTTP, they feel reassured that the site is secure.

The second step is a clear and transparent privacy policy. We created a dedicated page that explains in simple language: What data do we collect? Why do we 

collect them? How do we use them? With whom do we share them? We also emphasize that we do not sell customers’ data to any third party, and we do not 

use them for purposes that have not been disclosed. We also provide the customer with options to control their data, such as the ability to request complete 

deletion (which is referred to as the “right to be forgotten” in some legal frameworks).

The third step is the protection of input forms. We use advanced techniques to prevent “injection” attacks, in which attackers attempt to insert harmful 

commands through the website’s forms. We also use systems to detect and prevent intrusion attempts, and we continuously update the website’s software to 

close any discovered security vulnerabilities.



Now, after we have built a website that is aesthetically appealing, fast, accurate, easy, interactive, reliable, and secure, one major challenge remains: How do 

we make the visitor feel that this property is “tangible” and real, even though they are seeing it only through a screen? This is the challenge of digital 

tangibility, and it is among the most difficult challenges in digital real-estate marketing.

The first approach we adopt is to rely on ultra-high-definition images and videos—not only of the units as a whole, but also of their fine details. We capture 

very close-up shots of kitchen countertops; we record the wood grain in the flooring; we film the shine of faucets under lighting; and we show the softness of 

curtain fabrics. The closer we get to details, the stronger the viewer’s sense of realism becomes. We also shoot videos from multiple angles and use 

professional lighting that reveals true colors; we do not exaggerate in editing or enhancement.

The second approach is to present testimonials from real customers. We record short videos of previous customers (if available) in which they speak 

spontaneously about their experience with the project. We display their photos and names (with their consent) and their genuine comments. When the visitor 

sees real people who are satisfied with their decision, the project’s credibility increases in their eyes, and they feel that what they are seeing is not merely 

advertising.

The third approach is to use three-dimensional plans rather than dry engineering drawings. Many people do not understand flat plans and cannot imagine how 

a room will look after furnishing. Therefore, we use realistic 3D renderings in which we place virtual furniture and show the client how items can be arranged 

and how the space will look once furnished. This helps them envision their life in the place more easily and with greater accuracy.



Finally, after completing the construction of this towering digital edifice, the most important part begins: ensuring that people can see it. What is the value of 

all this effort if potential customers cannot find the website through search engines? Here, the role of search engine optimization—commonly abbreviated as 

SEO—becomes central.

This optimization is divided into two complementary components: on-site and off-site. On-site, we began by researching the keywords that the target audience 

actually uses when searching for property—not the words we assume are suitable, but the words people type into Google. We found that phrases such as 

"apartments for sale in north Riyadh," "luxury villas in Riyadh," and "own property in Riyadh" are among the most frequently searched. We distributed these 

phrases naturally and without affectation across the main and subpage titles, the body text, subheadings, and meta descriptions.

We also ensured that the site’s speed was optimized, because Google considers speed an important ranking factor. We wrote compelling meta titles and meta 

descriptions for each page, because they are the first elements the user sees in search results and they influence the decision to click or ignore. We used 

internal linking to connect the site’s pages to one another, which helps search engines understand the site structure and the relative importance of each page.

Off-site, we built external links that point to our website. We contacted reputable real-estate websites, specialized blogs, and electronic newspapers, and we 

arranged to publish articles or news about our project that contain links directing to our site. These links increase the website’s “authority” in the eyes of 

search engines and improve its ranking. We also established a strong presence on social media and published engaging content on Instagram, Twitter, and 

Snapchat that directs visitors to the website; this social interaction also contributes positively to search ranking.

Most importantly, we registered the project on Google Maps (Google My Business), so that when someone searches for "real-estate projects in Riyadh" or 

"north Riyadh properties," the project’s location appears on the map with contact information and photos, enabling visitors to reach either the physical site or 

the website with ease.



Thank You
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