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Before embarking on the customer journey, we must first

understand why digital marketing is indispensable in the real estate
sector. Studies indicate that more than 90% of homebuyers begin
their journey with an online search. Today’s customer expects
instantaneous information, high-quality images, video content, and
authentic reviews. It is no longer sufficient to install a roadside
billboard and wait for calls. We must be present where our
customers are: on Google, YouTube, Instagram, TikTok, and LinkedIn.
We must also leverage data to target audiences with precision,

analyze their behavior, and continuously optimize our campaigns.

The “Wajhat Al-Riyadh Residential” project will serve as a model for

this integrated, digital-first approach.
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Phase 1: Awareness — Capturing Attention in a Crowded Digital Landscape

In this phase, our objective is to reach the largest possible share of the target audience and make them aware of the “Wajhat Al-Riyadh”
project. Reach alone, however, is insufficient; we must engage them in ways that provoke curiosity and motivate further inquiry. Digital
marketing provides precise instruments to achieve this.

1.1 Digital Teaser Campaign

We begin one month prior to the official launch, employing a blend of enigmatic digital advertisements rather than relying solely on traditional
media. On Instagram and TikTok, we publish ultra-short videos (15 seconds) that showcase rapid cuts of luxurious architectural details or
glimpses of verdant landscaping set to evocative soundtracks. We do not disclose the project name explicitly, but instead deploy hashtags such
as # s oL, c@gﬁ_ea@# o Y dolxdAt the end of each video, a prompt appears: “Are you ready to see the future? Register your
interest via the link in bio.”

This campaign generates intrigue and drives traffic to our Instagram page. The goal at this stage is not sales, but the collection of early signals

\of interest. )
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/1.2 Paid Ads with Precision Targeting: We launch multi-platform advertising campaigns without pursuing indiscriminate reach. On Facebook an

Instagram, we target audiences based on:

Interests: real estate, interior design, investment, and travel.

Behaviors: individuals who have engaged with other real estate pages or clicked on prior real estate ads.

Income: residents of affluent districts in Riyadh and users whom Facebook’s algorithms classify within higher-income cohorts.

Lookalike Audiences: we construct lookalike segments derived from our existing client base from prior projects to enhance targeting accuracy.

On Google, we bid on high-intent keywords such as “luxury apartments for sale in North Riyadh” and “modern villas in Riyadh.” We deploy a mix of
Search Ads and Display Ads, ensuring project visuals appear across websites frequented by our audience.

1.3 Influencer Marketing: We collaborate with prominent real estate influencers in Saudi Arabia—not merely to showcase the project, but to lead
their followers on a “teaser tour” of the site prior to launch. These creators possess high credibility, and their followers value their opinions. We
invite them to publish Instagram posts and Stories sharing their expectations for the project, thereby generating media buzz.

1.4 Local SEO (Search Engine Optimization): We ensure visibility in local search results by creating a dedicated project page on the company
website, optimized with local keywords, and by adding the project to Google Maps with accurate visuals and metadata. Consequently, when users
search for “real estate projects in Riyadh,” our name appears.

1.5 Key Performance Indicators (KPlIs): We evaluate the success of this phase using indicators such as Impressions, Reach, Cost per Mille (CPM),

Click-Through Rate (CTR), and the number of visits to the teaser page.
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/Phase 2: Engagement — Building Trust and Interest through Digital Interaction: \
At this stage, we have attracted thousands of visitors and followers. The task now is to convert curiosity into genuine interaction. We want
audiences to participate, ask questions, and share their contact information. This phase relies heavily on value-rich content and marketing
automation.

2.1 Advanced Content Marketing: We go beyond simple blog posts and produce long-form, in-depth content that demonstrates our expertise:
Comprehensive downloadable PDF guide: “The Definitive Guide to Buying Your Dream Home in Riyadh: 20 Steps from Research to Handover.”
Visitors enter their email to download the guide, yielding highly qualified leads.

Podcast: We launch a weekly show titled “Home & Peace of Mind,” discussing real estate topics and hosting finance experts, engineers, and legal
advisors. We promote it across podcast platforms and our owned channels.

Interactive infographic: An animated infographic on our website comparing Riyadh districts by average prices, amenities, and proximity to
schools—highly shareable content.

Explainer videos: Short explainers that demystify complex real estate terminology (e.g., mortgages, real estate tax, title deeds) in an accessible
manner.

2.2 Webinars & Live Sessions: We organize an interactive weekly webinar series: Week 1: “How to Secure a Mortgage on the Best Terms?”
featuring a financial advisor from a local bank. Week 2: “An Exclusive 360° Tour Inside the Wajhat Al-Riyadh Units” (live on site). Week 3: “Live Q&A

with the Sales Team,” addressing all customer inquiries. During these sessions, we deploy interactive tools such as live polls and real-time Q&A.

Qvery registrant is added to our database and scored according to their engagement level. )
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2.3 Retargeting / Remarketing: Many website visitors will not convert immediately. We use Facebook Pixel and Google
Remarketing Tags to track them and serve personalized ads as they browse other sites. For example, a user who
viewed the “Villas” page will later see villa-specific creatives from our project while reading a news site—keeping our
brand top of mind.

2.4 Automated Email Marketing: Once a visitor registers for a webinar or downloads the guide, we enroll them in a
drip campaign designed to nurture their interest:

Day 1: Welcome email with a link to a virtual tour.

Day 3: “10 Reasons Why Wajhat Al-Riyadh Is a Once-in-a-Lifetime Investment.”

Day 7: Video testimonial from a previous client of our company.

Day 14: Announcement of an upcoming early-bird reservation offer.

These messages are triggered automatically based on user behavior, reducing the workload for the marketing team.
2.5 Chatbots: We add chatbots on our website and on WhatsApp to answer frequently asked questions 24/7. For
example, if a visitor asks, “What is the price of a villa?”, the bot immediately provides a price range and requests an

email for further details—ensuring no potential lead is lost.
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Phase 3: Conversion — Persuading the Customer to Purchase via Advanced Digital Instruments: At this stage, we arrive at the core of the process. The\
customer is interested, has engaged with us, and has provided their contact information. It is time to convert that interest into an actual purchase. Digital
marketing offers powerful tools to facilitate this difficult decision.

3.1 Virtual Tours with Virtual Reality (VR) and Augmented Reality (AR): We no longer need to wait for the customer to visit the site in person. On our website
and dedicated app, we provide full 360-degree virtual tours of model apartments and villas. The customer can navigate rooms, zoom into details, and
experience a genuine sense of place. Using AR, they can position their own virtual furniture within the room to visualize the fit and aesthetics.This technology
strengthens emotional attachment and reduces hesitation. Statistics indicate that virtual viewings can increase the likelihood of purchase by up to 30%.

3.2 Interactive Mortgage Calculators: We add a tool to our website that allows the customer to input their monthly income and available down payment. The
tool automatically calculates the estimated monthly installment and an indicative interest rate based on offers from our partner banks. This removes
ambiguity and enables the customer to assess financial feasibility immediately.

3.3 Behavior-Based Personalized Offers: We leverage the customer’s digital data to tailor offers. For example, if a customer spends significant time viewing
large-format villas, we send a targeted offer for a specific villa along with a flexible payment schedule. If another customer shows sustained interest in smaller
apartments, we present an option in a building close to leisure amenities. Personalization increases conversion rates.

3.4 Live Chat and WhatsApp Selling: We integrate live chat on the website staffed by a trained sales team available for extended hours. More importantly, we
use WhatsApp Business as a primary communication channel. We create approved message templates for rapid responses and use the product catalog to

display available units. The customer can book a site visit—or even place a reservation payment—via a secure payment link within the conversation. Many

&:ustomers prefer WhatsApp to phone calls. )
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3.5 Conversion-Focused SEO:

We optimize landing pages for each unit type to be clear and action-oriented, featuring a compelling primary headline, high-quality visuals, a
feature checklist, and prominent calls to action (CTAs) such as “Book Your Appointment Now” or “Speak with an Advisor.” We conduct A/B tests
on headlines, color palettes, and layouts to determine which variants deliver the highest conversion rate.

3.6 Customer Relationship Management (CRM) and Sales Automation:

We deploy an advanced CRM (e.g., Salesforce or HubSpot) to track every customer interaction. When a customer calls or emails, the advisor
can instantly view the interaction history: which webinars they attended, which pages they visited, and whether they opened previous emails.
This enables a tailored conversation and increases persuasive effectiveness. The system also issues reminders prompting advisors to follow up

with prospects who have not yet made a decision.
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(Phase 4: Retention — Building a Long-Term Digital Relationship: After the customer purchases, we transition to the retention phase. Here, we Ieverage\
technology to ensure satisfaction and convert the buyer into a long-term client.
4.1 Mobile App for Owners: We develop a dedicated application named “Manarat Malik”, available on iOS and Android. Through it, the owner can: Monitor
the construction stages of their unit weekly, with live imagery from on-site cameras. Submit maintenance requests and track their status through completion.
Pay service/utility bills electronically. Receive instant notifications with the latest community updates. Communicate with project management via an
integrated chat. Reserve clubhouse facilities and sports courts. This application keeps services perpetually at hand and reinforces a sense of exclusivity.
4.2 Digital Loyalty Programs: We launch a digital loyalty program whereby owners earn points for every positive interaction (e.g., early bill payments,
participation in surveys, or friend referrals). These points can be redeemed for discounts on maintenance, complimentary add-on services, or even gifts from
our partners.
4.3 Ongoing Email Nurturing: We maintain continuous communication through a monthly newsletter titled “Wajhat Al-Riyadh Bulletin.” It includes: Project
progress updates. Home-care tips. Introductions to new neighbors. Invitations to exclusive community events. Customer-only offers (e.g., a 20% discount from
a partner furniture retailer).
4.4 Voice Assistant: We explore adding a voice assistant service (e.g., an Alexa Skill) for project residents, enabling them to inquire about maintenance

schedules, reserve the tennis court, or check their monthly bill.
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{Phase 5: Advocacy — Turning the Customer into a Digital Ambassador: A satisfied customer is the most effective marketing channel. Our role is to make\
digital advocacy effortless and rewarding.
5.1 Integrated Digital Referral Program: We design a frictionless, app-based referral program. Each owner receives a unique Referral Code to share with
friends. When a friend uses the code and visits the project site, the journey is tracked end-to-end. Upon successful sale, the referrer is rewarded
automatically—either via bank transfer or credit deposited into the in-app digital wallet. We send periodic reminders about the program and display the
owner’s accumulated rewards to reinforce motivation.
5.2 Encouraging User-Generated Content (UGC): We run an ongoing Instagram campaign under the hashtag #.05L,)|_d¢=9_§_Jk=>Residents are encouraged
to share photos and short videos from their everyday life within the project. We spotlight the best submissions on our official account and grant weekly prizes
for top content. Authentic, resident-created media is often the most persuasive to prospective buyers.
5.3 Digital Testimonials and Interactive Video: We invite satisfied clients to record concise (30—60 seconds) videos on their phones answering a single
prompt: “What does your home at Wajhat Al-Riyadh mean to you?” We compile these clips into a compelling promotional montage and publish it across
YouTube and social platforms. We also embed select testimonials on our website alongside each project.
5.4 Reviews on External Platforms: We provide owners with direct links to post reviews on platforms such as Aqgar, Bayut, and Google Maps, along with a brief
guide on how to write a constructive, useful review. Contributors receive bonus loyalty points as an incentive.
5.5 Sentiment Analysis and Social Listening: We employ social listening tools (e.g., Brandwatch, Meltwater) to monitor online conversations about our
project and company. Positive customer posts are acknowledged with thanks and eligible for re-sharing. Any complaints are addressed immediately and

resolved proactively before they escalate.
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(1. In the awareness stage for “Wajhat Al-Riyadh Residential,” we mentioned the “Digital Teaser Campaign.” What is the primary objective of this campaign,\
and how do we execute it digitally to ensure that objective is achieved?

2. What is the difference between audience targeting in paid advertising on Facebook versus Google during the awareness stage for a luxury real estate
project such as “Wajhat Al-Riyadh”?

3. Why do we employ real estate influencers at the awareness stage instead of relying solely on traditional advertising?

4. In the engagement stage, we discussed “Advanced Content Marketing.” Provide two examples of advanced content that can be used for the “Wajhat
Al-Riyadh” project and explain how each contributes to converting a visitor into a potential customer (Lead).

5. What is “Retargeting,” and how do we use it in the engagement stage for a real estate project?

6. Design a short automated email drip campaign (three messages) for an individual who registered for an online webinar on mortgage financing for the
“Wajhat Al-Riyadh” project. What would be the content of each message?

7. How do Virtual Reality (VR) and Augmented Reality (AR) technologies help increase conversion rates for a project like “Wajhat Al-Riyadh”?

8. What is the importance of having an “Interactive Mortgage Calculator” on the project website at the conversion stage?

9. How can WhatsApp Business be used as an effective tool for real estate sales in the “Wajhat Al-Riyadh” project?

10. Assume you are the Marketing Director at “Manarat Al-Riyadh Real Estate.” Propose two features for the “Manarat Malik” (owners’ app) that would
enhance customer satisfaction and loyalty after purchase.

11. How can the digital loyalty program within the “Manarat Malik” app be used to encourage positive resident behaviors in “Wajhat Al-Riyadh”? Provide two

_/

examples.

\12. What is a “Digital Referral Program,” and how did we design it in the “Wajhat Al-Riyadh” project to be effective and easy to use?
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13. How can residents be encouraged to create user-generated content (UGC) for the “Wajhat Al-Riyadh” project without large expenditures,

and what is the value of this content?

14. Why do we ask satisfied customers to post reviews on external platforms such as “Agar” and “Bayut” instead of relying solely on

testimonials on our own website?

15. What is the relationship between Phase V (Advocacy) and Phase | (Awareness) within the circular customer-journey model we

described?

16. (Open discussion) In your view, which stage is the most important in the digital customer journey for the “Wajhat Al-Riyadh” project, and

why?

\_ )
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