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In today's digital age, the impact of social media on businesses cannot be overlooked. Real estate industries in both the UK and Dubai are increasingly utilizing social media marketing to reach potential clients and showcase properties. Understanding how this medium influences consumer behaviour in these markets is crucial for industry growth. Research into the effectiveness of social media marketing within real estate sectors is still evolving, with limited comparative studies focusing specifically on the UK and Dubai markets. This gap presents an opportunity to delve deeper into how cultural differences, market dynamics, and consumer preferences shape strategies in each location. By examining trends, engagement levels, conversion rates, and branding efforts across platforms such as Facebook, Instagram, Twitter, and LinkedIn in both regions, valuable insights can be gained (Macarthy, 2021). Such data-driven analysis can provide a comprehensive understanding of the role social media plays in driving business outcomes for real estate companies in diverse global contexts.
[bookmark: _Toc159074225]Research Rationale
Social media has become a powerful tool for businesses to reach their target audience, build brand awareness, and drive sales. In the real estate industry, where visuals play a significant role in decision-making, leveraging social media platforms can make a substantial impact (Zhang et al., 2022). The comparison between the real estate industry of UK and Dubai allows for a comprehensive analysis of how cultural differences, market dynamics, and regulatory environments influence social media marketing strategies in the real estate sector. By exploring this topic further, valuable insights can be gained that may help businesses tailor their approaches based on specific market conditions. The rationale for this research also stems from the need to stay ahead of industry trends and adapt to changing consumer behaviour driven by digital technologies. As social media continues to evolve rapidly, understanding its impact on different markets becomes essential for businesses looking to remain competitive in an increasingly digital world (Yusuf, 2023).
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Aim
The aim of this study is to investigate the impact of social media marketing on real estate businesses in two distinct markets: the United Kingdom and Dubai.
Objectives
The research objectives are as follows:
- To explore the influence of social media on brand visibility and customer engagement in the real estate industry of UK and Dubai.
- To analyse how real estate businesses in UK and Dubai make use of targeted social media strategies to attract buyers and investors effectively.
- To provide potential recommendations for real estate businesses to leverage social media marketing campaigns within UK and Dubai.
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- How does social media presence affect brand visibility and customer engagement for real estate companies in the UK and Dubai?
- How do real estate businesses in UK and Dubai make use of targeted social media strategies to attract buyers and investors effectively?
- What are the potential recommendations for real estate businesses to leverage social media marketing campaigns within UK and Dubai?
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[bookmark: _Toc159074229]Social media presence affecting brand visibility and customer engagement
In the dynamic world of real estate, social media has become a powerful tool for companies to enhance their brand visibility and engage with customers effectively. According to McCarthy, (2021) through platforms like Facebook, Instagram, and LinkedIn, real estate firms can showcase properties in the UK and Dubai to a global audience instantaneously. By maintaining an active presence on social media, companies can stay top-of-mind among potential buyers and investors. As per the study of Hollebeek, and Macky, (2019), engaging content such as virtual property tours, market insights, and customer testimonials help build credibility and trust within the online community. Moreover, leveraging paid advertising features allows real estate agents to target specific demographics based on location, interests, and behaviours. This targeted approach increases the likelihood of reaching individuals who are actively searching for properties in these competitive markets.
[bookmark: _Toc159074230]Cultural factors impacting the effectiveness of social media
Cultural factors play a significant role in shaping the effectiveness of social media marketing campaigns within the real estate industry across different regions like the UK and Dubai. In the UK, where formal communication is valued, real estate companies may focus on professional content with a more reserved tone to appeal to potential clients. On the other hand, in Dubai, where relationships are highly regarded, emphasizing personalized interactions and showcasing luxurious properties could be key. Yusuf (2023) states that understanding cultural nuances such as language preferences, communication styles, and societal norms is crucial for tailoring social media strategies effectively. For instance, using local influencers or celebrities in promotional activities might resonate more with audiences in Dubai than in the UK. Moreover, being aware of religious customs or holidays can guide real estate marketers on when and how to engage with their target audience authentically.
[bookmark: _Toc159074231]Use of social Media in Real Estate Industry
Adel (2022) states that real estate agents in both the UK and Dubai have embraced targeted social media strategies to attract potential buyers or investors. According to McCarty, (2021), through platforms like Facebook, Instagram, and LinkedIn, agents can showcase properties through visually appealing photos and videos. By utilizing targeted advertising tools, they can reach specific demographics based on location, interests, and behaviour. Engaging content such as virtual tours, client testimonials, and neighborhood highlights helps create a connection with the audience. Agents also leverage features like live streaming to host virtual open houses or Q&A sessions. This interactive approach allows for real-time engagement with interested parties. Appel et al., (2020) suggest that social media provides a platform for agents to establish themselves as industry experts by sharing valuable insights on market trends and property investment opportunities. By consistently posting relevant content and engaging with followers' inquiries promptly, agents can build credibility and trust within their online community.
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This methodology involves diving into existing literature, theories, and empirical findings to gain insights relevant to the topic utilising an inductive research approach. Similarly, when studying the effect of social media marketing on real estate business in both the UK and Dubai, a comparative analysis using qualitative secondary data can provide valuable perspectives from various scholarly sources. 
By conducting thematic analysis within this research framework, and likewise, applying this approach to evaluating social media marketing strategies in the real estate industry can reveal insightful patterns between these two diverse markets. Employing a qualitative secondary method allows for a deeper understanding of both topics by synthesizing existing information and extracting meaningful insights for further exploration (Hannes, and Lockwood, 2011).   This study will gather relevant resources published within the last 10 years from academic databases such as Science Direct, Google Scholar, ResearchGate, JSTOR, and Semantic Scholar. Moreover, the research will also explore and analyse the social media profiles of different real estate businesses in UK and Dubai for investigating the manner in which social media is being leveraged by them.
The ability to access a wide range of perspectives from different scholars, along with the capability to combine existing information and identify important themes and trends in research, are some of the advantages of using secondary data.
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