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Market Analysis

Market context

Hajj and Umrah are among the largest annual human gatherings on earth. Saudi Arabia’s Vision
2030 targets increased pilgrimage capacity and an improved visitor experience through
technology. Language barriers remain a persistent friction point across:

* Peer-to-peer interaction (fellow pilgrims)
* Service encounters (shops, transport, clinics)
¢ Volunteer and guidance interactions

* Emergency and assistance scenarios

SalamLink’s primary wedge is spontaneous peer-to-peer communication between pilgrims —
an underserved moment between structured guide services and solo translation app use. A
secondary segment extends the same session stack to service encounters (staff, volunteers,
merchants) with a different go-to-market and pricing.



Personas

PRIMARY

Persona

Solo international

pilgrim

South/Southeast

Asian pilgrim

Elderly pilgrim

SECONDARY

Persona

Mutawwif / volunteer

Hotel concierge

Profile

25-55, first or
repeat Umrah,
moderate tech
literacy

Urdu, Bahasa,
Bengali, Malay
speakers

Limited
smartphone
fluency, travels
with family

Merchant / service worker

Market sizing (illustrative)

Need

Talk to fellow
worshippers,
ask
directions,
share
spiritual
moments

Bridge to
Arabic and
English in
Haram

Simple,
dignified
help without
typing

Profile

Serves dozens of languages

4-5 star Makkah/Madinah properties

Near Haram commercial zones

Willingness to pay

Medium (rental)

Medium-high

Low direct; family pays

Need

Faster, less exhausting
multilingual support

Premium guest
experience,
differentiation

Serve customers, build
goodwill

Figures are order-of-magnitude for planning — to be refined with official Hajj/Umrah statistics

and partner data.



Layer Definition Estimate

TAM All annual Umrah + Hajj performer visits ~15-20M / year (Umrah
dominant)
SAM-A Pilgrim peer connection — anyone on ~12-14M visits / year

pilgrimage who might use cross-language
Salam Sessions

SAM-B Service & institutional — staff who ~200k-500k seats in
routinely serve non-Arabic pilgrims Makkah/Madinah economy

SOM (Year 1) Pilgrim rental + learning pilots in partner 5,000-50,000 sessions
channels

PILGRIM SEGMENT (PRIMARY WEDGE)

Who counts (broader than “international non-Arabic only”):

* International pilgrims without fluent Arabic (core)

e Arabic-speaking pilgrims (GCC, etc.) who want peer conversation with Urdu / Indonesian /
Turkish speakers

¢ Anyone performing Umrah/Hajj in the peer-to-peer use case
Who is excluded: locals not on pilgrimage, merchants (they belong in the service segment).
Planning size: ~12—14M performer visits / year (~70-80% of TAM). Realistic capture rates use

channel-addressable guests (hotel/tour partners), not full SAM.

SERVICE & INSTITUTIONAL SEGMENT (SECONDARY)

Arabic-speaking mutawwifs, hotel staff, volunteers, merchants, and transport workers need
the same bridge from the other direction — often with higher frequency than spontaneous

pilgrim chat.
Persona Typical need Product fit
Volunteer / mutawwif Serve many languages daily Staff device + fleet license
Hotel concierge Guest experience, fewer complaints Bundled with hotel pilgrim rollout
Merchant / service Sales, directions, goodwill Counter / staff mode; license via
worker employer

Planning size: ~200k—-500k addressable seats. Not millions — but higher sessions per seat
than pilgrim renters.



Seasonality

Pilgrimage demand is not flat across the year — it follows the Islamic (lunar) calendar and

Umrah visa windows.

Window Approx. timing

Peak — Ramadan month (shifts ~11
Ramadan days earlier each year)
Peak — Dec-Feb

winter

Normal Most other months

Low Summer (Jun—Aug, non-

Ramadan) + post-Haijj lull

Hajj spike ~2 weeks of Dhu al-Hijjah

Strategic response:

Demand vs normal

~1.6-2.0x

~1.6-2.0x

1.0x

~0.5-0.7x

~3-5x weekly rate

Implication

Highest Umrah
volume; fleet, cloud,
and support surge

Cooler weather draws
large international
groups

Baseline year-round
Umrah flow

Heat and school
terms reduce
international travel

Distinct ritual; large
short surge — later-
year upside only

* Umrah-first, year-round base demand smooths the worst troughs versus a Hajj-only

model

* Peak months fund trough months — seasonal cash buffer

e Hajj is a separate, capital-intensive surge needing supplemental/partner fleet —

deliberately out of the early-stage base plan

* Diversification (tourism, conferences, repeat international travelers) can backfill summer

lows over time



Trends supporting SalamLink

1. On-device Al — offline translation quality improving on mid-tier smartphones
2. Wearable acceptance — pilgrims already wear IDs, bands, and health devices

3. Digital pilgrimage ecosystem — Nusuk, Tawakkalna, and smart Haram initiatives normalise
tech at holy sites

4. Experience economy — pilgrims increasingly value emotional and social dimensions, not
just logistics

5. Government innovation programs — MCIT CODE and similar channels lower pilot barriers

Geographic priority languages (MVP)

Based on pilgrim demographics:

Priority Languages

PO Arabic, English

P1 Urdu, Indonesian, Malay, Turkish
P2 Bengali, Hausa, French, Persian

Risks (market)

Risk Mitigation

Low repeat usage per trip Position as rental; memorable experience drives word-of-mouth
Seasonality (peak/trough Umrah year-round base; peak-month surplus funds troughs; diversify
swings) to tourism/conferences

Regulatory / partner Start peer-to-peer; pursue partnerships after pilot proof
dependency

Cultural sensitivity Alternative session-initiation modes, dual consent, text-first near

sacred zones



RCS@EH'C]’I in Progress

* Interview Umrah returnees on handshake / connection willingness
¢ Validate rental price points with hotel/tour operator contacts
* Confirm top 5 language pairs by volume with pilgrimage statistics

¢ Scholarly brief on ihram, wudu, and gender interaction norms for product and pitch

Detailed financial model, channel economics, and competitive analysis are shared under NDA.
Contact hello@noorix.io for a private briefing.



