20 Dubai households, one signal: on-
demand home help is wanted — but trust is
the price of entry

On-Demand Household Help in the UAE: Barriers, Behaviours &the Path to Adoption

Redmagnet Data Labs - 2024



METHODOLOGY

Methodology

STUDY DESIGN

Qualitative In-Depth Interviews

n=20 respondents
Dubai / UAE residents

Purposively sampled across
household types, nationalities,
and living arrangements

Ages 23—-67, mean 39.5 yrs
60% married - 65% renting
HH sizes: 1-6+ persons

Source: GRMC Advisory Services primary fieldwork - Dubai/UAE - 2024

FIELDWORK PARAMETERS

This study was conducted through structured survey interviews administered to Dubai/ UAE residents, capturing
residents, capturing quantitative and qualitative dimensions of household management behaviour and attitudes
and attitudes toward on-demand help services.

The survey instrument probed frequency of household task delegation, spending patterns, service provider
preferences, and barriers to adoption across distinct resident profiles. Fieldwork targeted two analytically distinct
personas — the Traditional Household Manager and the Busy Expat — ensuring cross-segment comparability on key
attitudinal and behavioural metrics.

Quota controls were applied across nationality, household size, and residential tenure to reflect UAE's
compositional diversity, where expatriates constitute approximately 88—89% of the total population base. All
interviews were conducted in English, with the questionnaire pre-tested prior to full-field deployment.

Findings are directional and indicative — not projectable to a population. Designed to surface patterns, not
frequencies.



PERSONA LANDSCAPE

2 archetypes, 20 households — the Busy Expat (65%) drives volume, the Traditional Manager (35%) sets

the trust standard

THE BUSY EXPAT - 65% of sample (13 participants)

65%

Ages 26—44 - working professionals
tech, marketing, banking

married with children or shared living
acceptable price: AED 50-80

* Juggles 3-timezone work schedules and household
household chaos simultaneously

e Already relies on part-time cleaners (Justlife cited by
25%)

e Cautious about strangers at home, especially around
children

e Wants app booking with real-time availability —
modelled on Careem

"Cautiously positive about the new service; execution is
key."

35%

Ages 38—67 - Emirati or long-resident expat
married with children - HH size 3-5
in Dubai 3—-22 years

* Household help is a long-standing arrangement via
arrangement via family networks

e Live-in maid (e.g. Helen, 15 yrs of service) is the norm
e Trust and dignity of workers cited as paramount
values

e Cost sensitivity higher — Fatima: 'Hiring help is for
rich families'

"The relationship between family and household help is
sacred."

The Busy Expat is the primary commercial target. The Traditional Manager's endorsement functions as social proof that legitimises a provider's reputation across UAE residential communities.




EVIDENCE - HOUSEHOLD LABOUR

Housework time spans 10 minutes to 7 hours daily — 35% outsource everything, but Fatima still logs
Fatima still logs 420 minutes alone

The 15-participant Dubai/UAE survey reveals a striking disparity in domestic Da||y Housework Time
labour distribution. Daily housework time ranges from under 10 minutes to 7 . t
hours, with 27% of respondents (4 participants) clustering at 1-1.5 hours and (mmu eS)
20% (3 participants) at the extreme upper end of 6-7 hours. The 30-minute 450
median masks this polarisation entirely. 400
Cooking and laundry dominate the task burden, cited by 40% of participants Sl
(6 respondents) as the most time-consuming activities. Ironing is the most 300
disliked chore at 27% (4 participants), followed by bathroom cleaning and 250
H 0,
laundry folding at 20% each. 200
The sharpest signal: Fatima logs 420 daily minutes — 14x the survey median 150
— absorbing cooking, laundry, and childcare simultaneously. The 35% who 100
fully outsource household tasks validate commercial demand, while 30% of 50
respondents operate with zero domestic help whatsoever. 0 I

Min (Tom) Median Mean Fatima

420 min - Fatima's daily housework vs. 30-min median —

median — 14x the median. Cooking, laundry, childcare
childcare absorbed by one person.

The service cannot be positioned as a luxury top-up — it must be framed as a practical time-return tool with pricing architecture that reaches the mid-market.



EVIDENCE - SURGE DEMAND

73% hit short-notice help gaps — Ramadan, Eid, and post-party emergencies expose the biggest unmet
biggest unmet demand window

Three-quarters of surveyed Dubai residents — 73%, representing 11 Short-Notice Help Triggers

representing 11 of 15 participants — have encountered a short- (n=1 1/1 5)
short-notice household help gap. Ramadan and Eid each generated

generated urgent requests from 2 participants independently, 4.5
independently, pointing to a predictable yet chronically underserved 4
underserved seasonal window. 3.5
3
Post-event cleanup crystallises the pain most viscerally: one JBR 2.5
resident described a six-hour cleanup requiring four people after a 2
party. Scheduling failure is the single most-cited daily frustration, 1.5 -
named by 50% of Q13 respondents. Participant_002: "Biggest 1
frustration is unreliable availability and rescheduling issues." 0.5 -
0 - T T T )
40% of Q16 respondents would use the service for post-event Ramadan  Eid hosting  Post-party Pre-guest

cleanup; 30% for pre-dinner party preparation; 30% for emergencies. gatherings cleanup anval

Estimated frequency: 4-5 times per year.

73% hit a short-notice help gap - Ramadan - Eid - post-party

post-party are the three dominant triggers

"Biggest frustration is cleaning after parties — took six hours for four hungover
girls to clean up."
— Participant_014, shared apartment, JBR

The on-demand service does not need to displace the regular maid — it needs to fill the gaps regular help cannot cover. Seasonal GTM: launch before Ramadan 2025.
Ramadan 2025.



EVIDENCE - TRUST BARRIER

65% cite strangers in the home as their primary hesitation — trust outranks cost 2:1
outranks cost 2:1 as the adoption barrier

Among all hesitation signals, concerns about strangers in the home AdO ptlon Ba rrers (% Of
home dominate at 65% (13 of 20 respondents). Safety concerns follow at respond entS, n =20)
follow at 45% (9 respondents). Quality anxiety trails at 15% (3

respondents). 7

60 -

Cost was raised as a primary concern by fewer than 20% of respondents
— making trust a 2:1 or greater barrier relative to price. Trust has a
specific texture: 7 participants explicitly name the need for verification of
staff identity.

40 A
On the pre-booking information hierarchy, 71% (5 of 7 Q19 respondents) 30 -
require Emirates ID verification; 57% (4 respondents) require prior reviews
or ratings; 43% (3 respondents) need clear pricing before confirming. 20 -
Participant_001: "Photo, full name, Emirates ID verification." These are 10
non-negotiable conditions for the first booking.
0 = T T T T T

Strangers Safety Reliability = Trust Cost / Quality
in home concerns issues  payment

50 -

65% strangers in home - 45% safety - vs. <20% cost — trust

"Hesitant about strangers in the house around children. Needs
Needs verification of staff."
— Aisha, participant_001, Emirati, Jumeirah villa

outranks cost 2:1

The trust problem must be solved in the product, not in the marketing. Verification badges, worker profiles, Emirates ID, and granular ratings are product requirements — not differentiators.
not differentiators.



45% react positively to the concept — but 'execution is key' is the condition attached to every green light

25%

5 o/ cautiously optimistic

20%

positive first reaction to on-demand home help ey GarEET

15%

sees situational value only




EVIDENCE - BOOKING & PRODUCT DESIGN

70% choose app, 0% choose phone — and 71% won't book without Emirates ID verification on the
profile

Dubai-based residents demonstrate unambiguous mobile-first
booking preferences: 70% of survey participants (7 of 10) select
app-based booking as their preferred method and 50% (5
participants) cite WhatsApp as a secondary channel.

Booking Channels & Pre-
Booking Requirements (%)

80
Critically, phone and website booking attracted zero mentions 70 7
across the entire respondent base — functionally obsolete for this 60 -
audience. Participants describe the ideal UX by analogy: "like
Careem, with real-time availability." 50 1

40 -
The pre-booking information hierarchy reveals the non-
negotiables: Emirates ID verification cited by 71% (5 of 7 Q19 30 1
respondents) as a non-negotiable prerequisite — outranking 20 -
reviews at 57% (4 participants) and pricing transparency at 43% (3
participants). This hierarchy is commercially significant: price ranks 10
third behind identity verification and social proof. 0 : : : : :

Ok R ® @ & &

40% of respondents note visitor registration requirements at their <§>°\{~ (@\J ‘2\\0 @0& .\@@’% 6\«‘5‘\0 0§0
buildings. Arabic-language interface raised by Karim vQQ N < QQ%\?}A &

(participant_006) — a localisation gap in current offerings.

0% would book by phone or website - App (70%) +

WhatsApp (50%) are the only viable channels

MVP requires: native app - Emirates ID on worker profiles - task-specific ratings - transparent pricing - female-worker toggle - Arabic-language Ul on day one.



STRATEGICACSE

3 non-negotiables for market entry

The market is real. The demand is there. The barriers are solvable — but only if the product earns trust before it asks
before it asks for a booking.

01
Build Trust Architecture Into
the Product

e Emirates ID verification on every
worker profile — non-negotiable for
71% of pre-bookers

e Task-specific ratings (not aggregate
stars) — demanded by Busy Expat
segment

e Female-worker toggle and real-time
GPS for households with children

e Trust is the conversion lever — not
discounting

Platforms embedding third-party
verification at onboarding convert the
60-70% relying on informal help into
digital demand.

02
Position as the Surge-Event
Layer

e 73% of the market has a short-
notice gap — Ramadan, Eid, post-
party are the primary windows

* 4-5 bookings/year is the realistic
initial frequency; design for episodic,
high-urgency use

e Seasonal push campaigns tied to
Ramadan/Eid are the lowest-cost
acquisition tool available

e AED 50-80 acceptable range (Busy
Expat) — premium surge pricing viable
for event moments

03
Make Ethical Worker Treatment
Visible

* 30% raised fair treatment of workers
workers unprompted — it is a
purchase criterion, not CSR

e Fatima: 'Workers are people, not
robots. Companies should treat them
well'

e Gig-economy optics will
permanently alienate the Traditional
Household Manager segment

» Worker retention + consistent
assignment builds the trust loop over
time

Next steps: Concept testing (AED 25/hr &AED 50-80/hr tiers) - MVP app build with Emirates ID APl - 50-household pilot in Marina/JBR - Soft launch before Ramadan 2025
before Ramadan 2025
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