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Sec2on One: 

Introduc2on 

Amlak Interna2onal for Financing is dedicated to upholding customers’ interests with equity, integrity, 
and transparency. In this regard, Amlak Interna2onal commits to keep customers informed and 
conscious of ongoing market developments and challenges, taking into account poten2al effects on their 
overall financial well-being.  Amlak Interna2onal raises the bar when interac2ng with customers by 
enhancing their customer service standards and enriching their financial experience.   

Amlak Interna2onal for Financing handles with utmost care its products and services offering, in 
compliance with the current regulatory instruc2ons that follow the best opera2onal prac2ces for 
product development, service delivery, sales and post-sales services. In contrast to solely pursuing 
profits, the sales process discloses all product and service features, poten2al hazards and advises 
customers on how to properly resolve complaints and disputes in a transparent, fair and thorough 
manner. 

The ul2mate purpose of implemen2ng a customer protec2on policy is to achieve favorable outcomes for 
the company and its customers. In order to monitor all direct transac2ons between Amlak interna2onal 
and our customers, a policy has been established. Abiding to this rulebook will earn customers’ trust, 
strengthen their connec2ons and increase their sa2sfac2on levels. 

This policy, designed to complement the rela2onship management policy and maintain privacy, ensures 
all customer interests are professionally, fairly, and impar2ally protected. 

1. Objec2ves: 

The policy includes the below objec2ves: 

- Guaranteeing all our employees adhere to the customer protec2on principles.  

- Applying these principles to protect the interests of the customers.  

- Increasing customer sa2sfac2on by fostering a mutual trust between par2es dealt with fairness, 
transparency, honesty and accountability.   

- Improving the company’s reputa2on and quality of service via our easy, cost-effec2ve and high-
standards products and services. 

- Limi2ng customer complaints via a designated, independent and specialized management team. 

- Raising awareness and knowledge among both customers and employees. 

  

2. Responsibili2es: 

All employees, whether directly or indirectly involved, are held accountable for implemen2ng customer 
protec2on principles by cherishing integrity, transparency, fairness, and clarity when developing and 
providing the services and products. 



Amlak Interna2onal’s board of directors is in charge of safeguarding customers’ rights, while the top 
management, represented by the CEO, is accountable for their protec2on. All departments and 
employees are liable for complying with the laws and regula2ons that define and safekeep these rights. 

Amlak Interna2onal’s team should constantly remind customers of their rights and du2es and alert them 
of the products and services’ poten2al hazards. It is our duty to con2nuously educate our staff members.  

3. Defini2ons: 

Unless the context requires differently, each of the words and expressions listed in the men2oned terms 
has a definite meaning. 

DEFINITIONS TERMS & PHRASES 
Kingdom The Kingdom of Saudi Arabia. 
Central Bank The Saudi Arabian Monetary Authority (SAMA). 

Financial Institution The entity that is under the supervision and direction of the Central Bank, in 
compliance with the applicable regulations.  

Bank Any natural or legal person who primarily practices any banking activities licensed 
by the Central Bank. 

Company A joint-stock company licensed to engage in finance activities compliant to the 
finance companies control system. 

Insurance Company A joint-stock company practicing insurance or reinsurance, or both, compliant to 
the insurance companies control system. 

Payment Company A company providing payment services, licensed by the Central Bank in 
accordance with its system and services. 

Money Transfer Executors  A financial institution transferring money according to its license by the Central 
Bank. 

Credit Card & Monthly Debit  
Issuers 

A financial institution licensed by the Kingdom to issue credit and monthly debit 
cards. 

Credit Card Companies  
Companies licensed to gather credit information about consumers, and to 
provide such data to members when requested, following the credit information 
system.  

Credit Report A report with customer’s credit data, issued by credit information companies. 

Conflict of Interest 

Any situation where the objectivity and independence of a financial institution or 
any of its employees are influenced when executing their tasks, in pursuit of their 
personal interests, compromising justice, fairness, integrity, and responsibility 
towards customers. 

Customer Any natural person for whom services and products are intended or who 
purchases them from authorized financial institutions.  

Complaint Any verbal or written statement of dissatisfaction regarding the quality of the 
service received regardless of its legitimacy.  

Complaint Handling 
The process by which a financial institution fairly and effectively responds to a 
customer’s complaint, leading to a final resolution within the specified time 
frame.  

Inquiry Customer’s request regarding the products and services offered by financial 
institutions.  



Request A query submitted by the customer while seeking a service from the financial 
institution.  

Product or Service Request 
An official statement issued by the financial institution stating that the customer 
has no unresolved obligations for a product or service they have previously 
obtained.  

Employees 

Individuals involved in providing services and products offered by the financial 
institution, including all directly or indirectly contracted employees. 
Individuals designated to offer services and products provided by the financial 
institutions. Directly and indirectly contracted employees are both included.  

Error 
Any conduct that violates the stated policy of work and has financial 
repercussions or breaches the legal or regulatory rights of one or more 
customers.   

Attribution An arrangement in which a third-party signs with financial institutions to supply a 
service on their behalf.  

Authenticated Channels Valid means of communication that can be verified or reversed, electronically.  
Day A calendar day that includes weekends and official holidays. 
Business Day A working calendar day that excludes weekends and official holidays. 
Third Party An entity assigned to perform on behalf of the financial institution. 

 

  



Sec2on Two:  

Customer Protec2on Principles: 

The policy of customer protec2on aims to secure good rela2onships between the company and their 
customers by outlining, regula2ng, and implemen2ng ethical business prac2ces and behaviors when 
interac2ng with current or poten2al customers.  

The customer protec2on principles are designed to assist in providing financial security for customers. 
The principles are binding and must be adhered when supported and enhanced by specific regula2ons 
and legisla2on. These are what they are:  

Principle One: Fair and Equitable Treatment 

The company must deal fairly, honestly, and impar2ally at all stages of the customer-company 
rela2onship. It is an integral part of the company’s culture to exercise special care and aben2on to 
customers with limited income and educa2on, seniors, and individuals with disabili2es.  

Principle Two: Disclosure and Transparency 

The company should guarantee that the offered services and products are understandable and clear. The 
informa2on must be up to date, clear, brief, concise, and non-decep2ve. Its terms and primary 
characteris2cs ought to be accessible as well. The rights and obliga2ons of each party must also be 
clarified, and detailed informa2on on the costs and commissions charged by the business must also be 
included. The taxes, excep2ons, penal2es, types of risks, main advantages, termina2on procedure, and 
its implica2ons, as well as informa2on about alterna2ve products and services the company provides. 

Principle Three: Instruc2on and Awareness 

The company must develop suitable programs and mechanisms in order to enhance customers’ 
knowledge and abili2es. By fostering awareness and providing guidance for them to understand the key 
risks and make informed and effec2ve decisions when seeking the clarifica2ons they need. 

Principle Four: Ethical Business Conduct 

The company must operate in a highly professional manner that reflects customers’ interests and 
strengthens rela2onships with them. The company is primarily held accountable for protec2ng the 
interests of its customers. Addi2onally, it should ensure that all areas within the Kingdom have the 
human resources and customer service required to implement all of the above. The corpora2on should 
also offer customer care centers with trustworthy means of communica2on. 

Principle Five: Protec2on against Fraud and Misuse 

To prevent fraudulent opera2ons and improper use, the company should safeguard its customers’ assets 
by implemen2ng technical measures of the highest standards and efficiency. Once detected, such issues 
should be promptly resolved in line with the relevant regula2ons and guidelines.  

Principle Six: Protec2on of Informa2on and Data Privacy 

The company pledges to put in place the appropriate procedures, instruc2ons, and ongoing policies 
regarding the protec2on of customers’ informa2on linked to their financial, credit, insurance, and 



personal statements. Incorpora2ng all rights men2oned in the personal data protec2on system aims to 
maintain their privacy while establishing high-level monitoring systems with mechanisms suitable to the 
purpose of data collec2on.  

Principle Seven: Complaints Handling 

The company must offer a suitable, clear, and effec2ve procedure for customers’ complaints. Complaints 
should be addressed with proper, fair, and efficient measures and course of ac2ons. Appropriate and 
prompt solu2ons should be offered according to the applicable regula2ons and guidelines. 

Principle Eight: Market Compe22on 

The company should enable customers to easily seek and clearly compare top services, products, and 
providers.  It is the company’s promise to promote innova2on through products and services of high-
quality with prices that meet the needs and desires of customers. 

Principle Nine: Outsourcing/Support Services 

When outsourcing any service related to customer interac2ons, the company must guarantee the 
adherence of the third party to set principles and rules, when applicable. Based on the current 
instruc2ons issued by the Central Bank, the third-party acts in the best interests and for the safety of the 
consumers, while the company is held responsible in case the direc2ves of their assigned ac2vi2es are 
not followed.  

Principle Ten: Conflict of Interest 

The company must have a clear policy to help recognizing poten2al conflicts of interests and ensure its 
execu2on. When a poten2al conflict of interest arises between the company and any other party, it 
should be disclosed to the apt authority.  

  



SECTION 3:  

General Conduct Rules:  

Rule Number (1): The company must ensure and encourage customers to read the contracts, their 
appendices, the ini2al disclosure form, terms and condi2ons, documents, and any other document 
requiring customer signature. The latest terms and condi2ons should be available on all digital channels. 

Rule Number (2): The company must clearly and thoroughly provide informa2on and/or documents to 
the customers, and prevent any misleading, deceit and fraud.  

Rule Number (3): When reques2ng a product or service, the company must list all terms and condi2ons 
in the applica2on. It should contain clauses that minimize risks related to using the agreed-upon 
products/services.  

All terms and condi2ons should be wriben in Arabic and in a simple, clear and undeceiving manner. An 
English version is available upon request.  

Rule Number (4): Any changes to the terms and condi2ons (eligible for change) must be communicated 
to the customer via a SMS sent to their registered mobile phone number, as well as to other 
authen2cated channels, prior to the effec2ve date with a no2ce period of no less than 30 days without 
viola2ng Rule Number (8) of this sec2on.  

The customer must be given the opportunity to object if he disagrees with the no2ce delivered through 
the authen2cated channels.  

Rule Number (5): When finalizing the contract or agreement, the company must provide the customer 
with an ini2al disclosure form containing informa2on about the products and services, details of fee 
calcula2on, charges and the cost of credit if applicable.  The customer should acknowledge reading, 
understanding, and agreeing to its contents. The disclosure form must be wriben in a clear and simple 
tone and presented in a straighhorward manner.  

Rule Number (6): The company must standardize the font size to a minimum of 14 and confirm its clarity. 
And legibility in contracts and their annexes, including the ini2al disclosure forms, terms and condi2ons, 
documents, excep2ons, and any other document that requires the customer’s signature (electronic or 
handwriben) on any document.  

The company’s du2es include safeguarding the documents and customer signatures. 

Rule Number (7): The company should provide customers with a sok or hard copy (as they prefer) of all 
documents related to products and services once acquired and obtain acknowledgment from the 
customers upon their receipt when provided in hard copy.  

This includes, but is not limited to, the contract and its appendices, insurance documents, terms and 
condi2ons, and the fee and commission schedule.  

Rule Number (8): The company cannot make any changes in increasing the fees and commissions paid by 
the customers aker using the service and signing the agreement, contract or similar document. Fees and 
commissions associated with a third party are not included if they are 2ed to the benefit of the funded 
principal. Customer must be no2fied upon comple2on of contract. 



Rule Number (9): The company must provide a clear and structured list of fees and commissions 
(including other par2es’ fees) in its headquarters, branches and on the website.  

Rule Number (10): The company must adhere to these guidelines when customers ask for a service or a 
product:  

a. Send a text message to the customer immediately aker receiving the request, informing them of the 
applica2on details, the reference’s number, the expected execu2on date, and the contact number for 
inquiries.  

b. No2fy the customer once the request has been accepted or rejected via a text message, within a 
maximum of 3 working days. In case of rejec2on, the reason of denial and procedure to appeal will be 
included in the no2fica2on.  

c. The insurance claims are an excep2on to (b) as they are communicated using a wriben no2ce, within 
the 2meframe defined by the applicable seblement periods. The no2ce should comprise:  

- For a completed or par2ally accepted claim: the seblement amount, clarifying the access to 
the seblement amount, and jus2fying the reason for decreasing the seblement amount, or 
par2al acceptance.  

- For a rejected claim: the reason of rejec2on, the documents suppor2ng the rejec2on upon 
request. 

Rule Number (11): The company is held accountable for the protec2on of customer informa2on, 
documents and maintain its confiden2ality. Whether the informa2on is stored internally or via a third 
party, the company must abide to:  

a. Providing a secure and confiden2al environment across all channels to safeguard customer’s 
data when carrying out opera2ons, and establishing appropriate work procedures and effec2ve 
control systems to maintain the data safety to avoid and stop any breach from occurring.  

b. Requiring all permanent or temporary employees, as well as third-party personnel, to sign a 
confiden2ality agreement related to customer data. This agreement ensures that they do not 
disclose any personal informa2on to customers and restricts access to authorized individuals 
only, both current and former employees.  

c. Upholding the privacy of customer informa2on in compliance with applicable rules and 
regula2ons. 

Rule (12): The company must ensure the availability and security of all electronic channels. When direct 
losses due to the channel’s breach or insecurity occur, the customer should be compensated without any 
delay. The company should also:  

a. Apply several iden2ty verifica2on standards when using digital services, while taking the 
appropriate precau2ons to prevent any electronic fraud ac2vi2es.  

b. Specifying the reason for sending text messages that include verifica2on codes to customers, 
such as account registra2on, password reset, account login, and financial transac2ons. 

Rule Number (13): The company must verify that its opera2onal systems and services are always 
available to suit the needs of customers. Any disrup2on that might occur as a result of a mistake or 
technical issue needs to be compensated immediately. If a customer experiences a similar issue within 



five working days, they should be no2fied, receive fast correc2ve ac2ons via one of the authen2cated, 
and men2on it on the other accessible channels.  

Rule Number (14): The company must ensure that all employees perform their du2es efficiently and 
effec2vely, and uphold high standards of professionalism and ethics toward exis2ng and poten2al 
customers.  

Furthermore, educa2ng front-line employees who frequently and directly interact with customers will 
ensure they acquire the professional qualifica2ons linked to the company’s products and services. The 
upper management receives semi-annual reports on staff performance for tracking. 

Rule Number (15): The company must conduct rou2ne and confiden2al assessments of the performance 
of front-line employees at all branches, call centers, and collec2on agencies, including third-party staff, 
while adhering to applicable guidelines. The best prac2ces for dealing with customers should be 
implemented based on the Central Bank’s regula2ons direc2ng the company’s services and products. 
The upper management receives semi-annual reports on staff performance for tracking.  

Rule Number (16): The company must regularly instruct customers regarding products and services, 
associated risks, methods for handling debt and default situa2ons, fraud preven2on, unauthorized 
financial and investment en22es, savings, awareness, and financial planning via all available channels 

Rule Number (17): The company must offer a variety of channels for customers to express enquiries, 
complaints, and requests in a 2mely and appropriate manner that follows the essence of the company.  
The channels should at least consist of toll-free phone numbers, branches, website, smartphone 
applica2ons, and email.  

Rule Number (18): The company must have a clear procedure for handling complaints at all of its 
loca2ons, including branches, website, and smartphone applica2ons. 

Rule Number (19): The procedure for handling complaint and inquiries should include: 

a. Procedures for submilng complaints and/or inquiries. 

b. No2fying the customer via a confirma2on message sent to their registered mobile phone number, 
documen2ng the receipt of the complaint/inquiry, and giving the customer a reference number.  

c. Guiding the customer to the appropriate department that deals with complaints and/or inquiries in 
order to facilitate the communica2on.  

d. Documen2ng the channel used to communicate with the customer and archive the records for a 
minimum of five years.  

e. Responding to direct complaints and/or queries that the business receives in compliance with the 
Central bank’s direc2ves.  

f. Provide the customer access to the relevant department for processing complaints and/or inquiries in 
a thorough, exemplary and understandable manner. This department will also provide the customer with 
the appropriate records to prove that the issue has been resolved correctly via one of the authen2cated 
channels.  



g. If a customer is unsa2sfied with how their complaints were addressed and wants to take it further, 
they should be given informa2on on how to do so within the company, or if they prefer, be sent to the 
relevant authority.   

Rule Number (20): The company should improve its performance indicators to track the direct handing 
of complaints, and measure customer sa2sfac2on and the effec2veness of resolu2on. Such report ought 
to be provided to the financial ins2tu2on’s execu2ve commibee every quarter.  

Rule Number (21): Upon the customer’s request, the company must send copies of the following 
documents within five working days:  

a. Copy of the service or product’s original forms. 

b. Copy of the product or service’s updated terms and condi2ons. 

c. Copy of the customers contracts, warran2es and guarantees included. 

d. Copy of the insurance policy, if provided within the transac2on. 

Rule Number (22): The company must offer a toll-free phone number that customers can call from within 
the Kingdom on both landlines and mobile phones in order to get in touch with them. A phone number 
for overseas calls should also be provided (for banks and insurances firms) so that complaints and 
queries can be submibed. Along with other means of communica2on, the company’s website homepage 
should prominently show the toll-free phone number.   

Rule Number (23): The company must consider humanitarian condi2ons and social du2es when 
interac2ng with customers facing financial difficul2es. Before taking regulatory ac2on against them, 
suitable solu2ons should be explored. 

Rule Number (24): The company and all of its personal shall not engage in any unfair or unlawful 
discrimina2on, whether against current or poten2al customers, on the basis of race, gender, religion, 
color, age, disability, socioeconomic status, or any other manner.  

Rule Number (25): The company must clearly and prominently display its policies and guidelines for the 
protec2on of financial ins2tu2ons’ customers on its website. 

Rule Number (26): The company must highlight the branch's working hours as well as the phone 
services’ available 2mes at the main entrance and on its website 

  



Sec8on Four: 

Special Conduct Rules: 

Rule Number 1: The company’s fees, commissions, and administra2ve service costs cannot be greater 
than SAR 5,000 or 1% of the financing amount, whichever is less. These fees may only be deducted aker 
the contract has been signed, except for property evalua2on fees, which may be subtracted when the 
customer has preliminary permission for real estate finance.  

Rule Number 2: Without affec2ng Rule Number 1 of this sec2on, the bank or financing company must 
obtain a statement from the customer (prior to beginning the contrac2ng procedures) indica2ng the 
customer’s right not to receive a refund for the cost of the property appraisal in the following scenarios: 

- Non-comple2on of financing procedures due to the customer. 
- Withdrawal of the request by the customer before the execu2on of the property  

Rule Number 3: The company must send the customer a seblement leber, via one of the authen2cated 
channels, aker paying any past-due obliga2ons or sebling the agreed-upon sum without the need for a 
request. This excludes circumstances subject to judicial rulings.  

Rule Number 4: The company is required to no2fy the customer via authen2cated channels of the 
results reflected on their credit record with credit informa2on companies upon reaching a seblement 
with the bank or financing companies that involves the waiver of outstanding amounts not fully paid by 
the customer from the total debt. 

Rule Number 5: The company must, upon customer's request, provide a detailed, cost-free statement of 
the outstanding balance, including all fees, costs, interest rates, and addi2onal costs, within one working 
day. This should occur once in the event of default or early repayment request for financing. 

 


