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A real-world example of my strategic planning. It was developed specifically for the
ME DO RE 1 residential tower, whose apartments are now fully sold out.
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The Brief

MeDoRe-1 is a newly constructed residential tower offering
SMART Living features for its residents. 

It provides a range of studio and 1-3 bedroom apartments,
and they are currently available for handover.

Objectives

Create awareness of MeDoRe-1, drive engagement, and
and finally generate leads

Establish MeDoRe-1 as a prestigious and desirable
residential address, known for its quality construction,
modern amenities, and exceptional living experience.



Market Overview



The Real Estate
market market in the
UAE is anticipated to
reach a staggering
value of US$0.81tn by
the year 2028.

Value of Real Estate Projects in the UAE (By Year)

Understanding the Market



The Residential Real
Estate segment
reigns supreme,
projected to hold a
market volume of
US$0.46tn in the
same year.

Understanding the Oppurtunities
Residential Segment Dominates



The United Arab Emirates real estate market is experiencing a surge
in demand for luxury properties due to a growing number of high-
net-worth individuals (HNWI) seeking investment opportunities.

There is Demand

Global Prime residential
forecast figure leaves Dubai
as one of the fastest growing
prime residential market in
the world during 2024



But we need to be aware
of the challenges



There is a lot of
properties supply in
dubai, competition
is high.

New properties in different areas of Dubai (shown by number)



The Solution?
Portray MeDoRe-1 as the best in its area, showcase its
amenities, proximity and SMART living features.



Brand and
Competitors'
Audit
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Moving to the competitors 

JLT AREA



MeDoRe-1

Moving to the competitors (JLT Area)

Ready

MBL Royal
(MAG)

Q4 2024 Q2 2024

Orra The Embankment
(Prestige One)

Seven City
(Seven Tides)

Q4 2025



Sobha Verde
Viewz

(Danube)
Diamondz
(Danube)

Upperhouse
(Ellington)

Moving to the competitors (JLT Area)

Q4 2026 Q1 2026Q4 2027Q2 2026



206K

109K 195K

87K

161K

378K

1285 49, 692
(2 Pages)

584

And understanding the competitors



Deep dive into competitors

Sobha has 57 active ads on Meta Platform
alone including ads for ‘Sobha Verde’.

On meta, it is using a mix of dedicated
landing pages and meta in-app forms



Danube is promoting ‘Daimondz by Danube’ aggressively
on their social media.

They are also running Google ads for it, but no meta ads.

Deep dive into competitors



There latest projects in JLT Area are appearing as a separate category on
property listing websites like Bayut and Dubizzle. Many real estate agencies are

promoting them.

MeDoRe is appearing as a separate category in the JLT Area only on Property
Finder.

Bayut

Property
Finder

Deep dive into competitors



Sobha Realty got 536.6K visits on their website in the last 3 months.

48.91% traffic from Paid Search and 20.44% form Organic clearly demonstrates the
importance of SEM and SEO

Deep dive into competitors



All the leading competitors are running paid ads.

They are leveraging social media for content marketing.

Many Real Estate Agencies are promoting their JLT Projects as Off-

Plan on Property Listing Websites.

Majority of website visitors come from mobile devices.

Some of the competitors are also writing blogs.

Takeaways



WHO?
Our Audience



Audience analysis needs research:

1.Understanding the demographic and behavioral insights.

2.Use tools to identify their demographics and media habits.

3.Segment them based on their desire/purchase intent.

4.Create personas and sizing.



Wider audience and how they behave on internet

This is an example
of online users who
usually interact with

content related to
real estate (Bayut

visitors data)



Wider audience and how they behave on internet



Problem
Aware

Solution
Aware

Brand
Aware

Hot Leads

They know they have a
pain point or problem

to solve but are not
sure if there is a

solution

These people know that
there is a solution but

don’t know about
MeDoRe

These people know
MeDoRe provides
solution to their

problem

These people consider
MeDoRe as an option to

purchase

Based on the signals and media habits, we need to consider their position in the marketing
funnel and consider this while creating personas and communication

Based on their path to purchase



High-Income Individuals
(e.g., CEO/Owner of a big

company)

Seasoned Investors Expatriates Working in a
Global Company

Real Estate Agency
Owners/Brokers

From audience analysis to personas



Alex is CEO/owner of a company.

He is a high income individual and
would prefer spacious luxury

homes.

He would buy property in
MeDoRe if he finds it luxury and

the area is family friendly. SMART
features would also attract him

He uses linkedin for networking
and sometimes go to youtube,
twitter, blogs to keep an eye on

market trends

Sheikh Ahmed is a seasoned
investor.

He is always looking for off-plan
properties with high potential for

long term appreciation.

He would buy property in
MeDoRe if he thinks (based on his
experience), the price will go up

significantly in the long run.

He uses youtube, facebook, listen
to news and stays in touch with

different brokers.

Jake is an expat working in a
Global company.

He prefers luxury furnished
apartments with convenient

access to amenities and close to
business centers.

He would buy property in
MeDoRe if it meets his above

mentioned requirements.

He goes to youtube to learn
things, uses linkedin for

networking and may go reddit for
healthy discussions

Zain is a broker and also an owner
of a Real Estate Agency.

He is always in hunt for strategic
partnerships with developers.

He would promote MeDoRe more if
it has attractive offers.

He uses facebook, instagram,
youtube to promote properties.

He can also be a seasoned
professional who creates

content/blog and people follow his
opinions

From audience analysis to personas



WHERE?
Channel Mix and Deployment



Choosing the right channels only after we know our
audience

Utilizing tools to understand attributes
of our audience:

Demographics

Interests

Media affinity

Online habits

Socioeconomics

Content engagement pattern



Where do we focus?

Knowing the audience and their
behavior does not make it simple.

Their journey to purchase in
MeDoRe is very complicated.



We can merge the journey with the traditional top-down funnel approach to
create a new funnel.

Making it simple!

Problem Aware

Solution Aware

Vetting/Verifying

Decision

Testimonial



Interesting but how do we do it?



Problem Aware Solution Aware
Brand
Aware

EvaluateIn Market Engagers Recommend

Use signals to attract
newer audiences based on

wider prospecting

Strong intent flags like
keyword targeting,

content engagement

Re-targeting, custom
audiences & lookalikes

Social fans / Re-targeting /
Re-marketing and 1st

party data

1st party data (can be
segmented)

Educate, Branding USPs
Offers, Direct Purchase

Messaging, Personalized
Follow Us, EDMs

Rating, Reviews,
Achievements

Optimizing towards best performing channels

INCREASE AWARENESS & REACH

EDUCATE, DRIVE CONVERSIONS

TACTICAL CONVERSION CAMPAIGNS ENGAGEMENT AND EARNED MEDIA

ALWAYS ON - PROSPECTING, CONVERSIONS AND REMARKETING

MeDoRe deployment at a glance
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EDM* - Electronic Direct Mail



The first chunk goes to highest intent -
Search

Utilize dynamic ads
Utilize responsive Ads
Keywords segmentation based on intent

Brand
Which?
How?
What?

Ad Copies Based on Search Query



To target high-income individuals from global
companies,                    is an obvious choice

Prospecting with job titles and industry
Utilizing lead gen and ccustom audiences



Using Biddable/Performance channels for
prospecting and engagement

Provides wider reach, engaging formats and tactical retargeting
YouTube and Display provides amazing contextual targeting



STEP 1
James visits

MeDoRe website

James
schedules a

visit

Conversion

STEP 2
James downloads

MeDoRe E-Brochure

STEP 3
Automatically send

James the email
“Hurry Up, Limited
Apartments Left”

STEP 4
Automatically send

James the email
“Schedule a Visit

Now”

Leverage first-party data and reduce reliance on paid media
to keep audiences engaged using Email Automation like
Liana, Marketo, etc

No conversion
after 5 days

No conversion
after 3 days

Setup smart flows and automate the process of
keeping your audiences connected with MeDoRe



WHAT?
Communication and Messaging



Be Audience
Centric

Elevate the
Brand

Messaging from MeDoRe has to

Have communications that can be personalized, memorable & clear, quickly
informing the audience of the message intent relevant to each social
channel (e.g., A broker looking for properties >  Exclusive commission form!
Fill out the form to get registered)

Elevate the brand name. Feed the hashtags and value proposition,
consistency in messaging



1

2

3

Building Awareness of MeDoRe with attractive visuals to
enrich our 1st party data pool

Increase engagement metrics that reflect potential
buyers’ interest in MeDoRe

Eventually driving conversions with well-targeted and
direct sales messaging

That leads us to three pillars of
communication for MeDoRe



Creative does not have to be opinion
based, it needs to be data driven as well

Moving
From

To

Static Formats
Multiple Messages

Reaching Mass

Personlized - Using DCO*
Dynamic

Data-Driven
Flexible

Adaptive

DCO* - Dynamic Creative Optimization



In order to start with an impact and have traction
around the branding, we have to be consistent
across platforms and follow that

ONE BIG IDEA

#smartlivingredefined



Mapping messaging to target layer

Prospecting
Users with relevant

interest

Lookalikes
Users with similar

online behavior with
our 1st party data

A/B Test multiple copies

Holistic view about brand and

offerings

Prominent hashtag and branding

Subtle CTA



Mapping messaging to target layer

3rd Party
Data

Custom
Audiences

For this segment, we need to provide an

incentive to click/engage:

Direct messaging

USPs

Give them a reason why?



Mapping messaging to target layer

Remarketing has to be personalized

Use psychological triggers
Remarketing

Past engagers



The Data
Without data (and tracking), online marketing is like driving a car with eyes closed
- Dan Zarrella

Data Collection, Enrichment and Activation
Tracking and Reporting
Ad Tech Recommendations



Data Colllection

Data Points
Social Media
Paid Media Campaigns
Website
Existing Contacts
Previously Collected
Leads

Data Hub

1.EDM*
2.Audience Creation
3.Look Alike Audiences
4.Remarketing
5.Media Buying

Data Utilization

We should ensure efficient ways to collect and utilize data

EDM* - Electronic Direct Mail



Reporting Approach

All the media buying tools need to be connected to a central
visualization tool to see the performance at a glance
Multiple Channels
Optimizations on the go
Primary & Secondary metrics to be highlighted in the report

To have a complete overview of performance, CRM data (sales
team feedback) needs to be accounted for proper performance
reporting



Tracking Approach

UTMs to be used for all channels, even organic
All events to be created in Google Analytics to have complete view
of user journey



Thank You


