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PROBLEM

Conventional ways of building
residential units for low income families
In Morocco
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SOLUTION

3D PRINTED SMART HOUSES IN
LOCAL MATERIALS
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MARKET SIZE
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Customer Segments (General Guidelines)

1. Demographic — e.g. gender, age, occupation, marital status,, and income
2. Geographic — e.g. country, region, city or neighborhood

3. Technographic — e.g. preferred technologies, software, hardware, mobile, etc.
4. Psychographic — e.g. personal attitudes, values, interests, personal traits

5. Behavioral — e.g. actions or inactions, spending/consumption habits, feature

use, browsing history, average order value/spend.

REMEMBER: Identify the Users/Decision makers/Purchasers if applicable

Revised from:
https://clevertap.com/blog/customer-segmentation-examples-for-better-mobile-marketing/

9


https://clevertap.com/blog/customer-segmentation-examples-for-better-mobile-marketing/
https://clevertap.com/blog/customer-segmentation-examples-for-better-mobile-marketing/

our project

—— To optimize building time

To do a complete modeling by

Using machine learning the machine independently

—— To choose the most suitable materials

—  To improve performance



Our local material

Fig 1 : L'argile rouge

Fig. 3 Feuilles de palmier dattier

Fig 4 Fibres de palmier coupées a 1.5 cm
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Fig. 12 Lissage des échantillons
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Fig. 13 Brigues d'argile renforcé par les fibres de palmier aprés lissage
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3D BUILDING MOROCCO

Soukaina souhami Hasna oukmi Zakaria louizy Hind benkirane
Architect Energy consultant Robotics consultant Energy consultant

3D BUILDING MOROCCO

Hanane YAAGOUBI
CEO & founder of 3D building startup



