
 

Changing the Conversation from Platform 
to Partner 
Based on the Forbes Middle East Brand Voice article, "Why Real Estate Agencies Need a 
Strategic Growth Partner, Not Just a Listing Portal" 

Project Overview 

For many agencies, property portals have traditionally been viewed as transactional 
platforms—places to advertise listings and generate leads. As the real estate industry became 
increasingly data-driven and competitive, that perception no longer reflected the role 
technology platforms were beginning to play. 

This article explored how the relationship between agencies and property portals was evolving. 
Rather than focusing on products or features, it examined how technology, market intelligence, 
data, and strategic collaboration were enabling agencies to make better business decisions, 
strengthen client relationships, and achieve sustainable growth. 

The Communications Challenge 

The challenge was to communicate Bayut's value proposition without turning the article into a 
product showcase. As a Forbes Middle East Brand Voice piece, the content needed to contribute 
meaningfully to an industry conversation while maintaining editorial credibility. 

Rather than positioning Bayut as a service provider promoting its solutions, the objective was to 
reframe the discussion entirely. The article needed to encourage agencies to rethink the role of a 
property portal—not as a platform for listings, but as a strategic business partner capable of 
supportingtheir  long-term growth. 

My Approach 

The narrative was developed around a broader shift taking place within the real estate industry. 
Instead of leading with Bayut's products or capabilities, the article examined the increasing 
complexity of the market and the changing needs of modern agencies. 

From there, Bayut's tools, insights, and technology were introduced as examples of how strategic 
partnerships can help agencies navigate those challenges more effectively. This approach 
allowed the article to discuss the company's ecosystem naturally, positioning individual 
products as part of a larger commitment to enabling business growth rather than as standalone 
solutions. 

 

https://www.forbesmiddleeast.com/featured/brand-voice/fibha-ahmed-vp-of-property-sales-bayut-why-real-estate-agencies-need-a-strategic-growth-partner-not-just-a-listing-portal
https://www.forbesmiddleeast.com/featured/brand-voice/fibha-ahmed-vp-of-property-sales-bayut-why-real-estate-agencies-need-a-strategic-growth-partner-not-just-a-listing-portal


 
Throughout the piece, the focus remained on the agency's perspective—its challenges, 
ambitions, and evolving expectations. By framing the conversation around business outcomes 
rather than product functionality, the article delivered value to readers while reinforcing Bayut's 
role within the industry. 

The Outcome 

The article was published by Forbes Middle East as part of its Brand Voice series, contributing 
to a broader conversation about the future of agency growth in an increasingly competitive 
property market. 

By shifting the focus from product promotion to strategic partnership, the piece positioned 
Bayut as a business enabler rather than simply a listing portal, while meeting the publication's 
editorial standards for relevant, industry-focused thought leadership. 

Key Takeaway 

The strongest B2B communications don't begin by explaining what a product does—they begin 
by challenging how people think about the category itself. When the conversation shifts from 
features to business outcomes, organisations become partners in solving problems rather than 
providers competing for attention. 
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