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ABSTRACT

This study examines the role of digital
advertising on social media in enhancing trust
between lIraqgi banks and their customers, It
analyzes content from the Facebook pages of
Rafidain Bank and the Iraqgi National Bank
between October 1, 2024, and March 31, 2025,
using a descriptive analytical approach and
content analysis of 238 posts. The research
explores how advertisements include trust-
building elements such as transparency,
credibility, and interaction, and evaluates
audience responses. Findings indicate that most
ads focused on brand reinforcement and financial
awareness, using rational and emotional appeals
to engage users, Visual media, such as images and
videos, significantly attracted attention, with clear
differences in strategies between the two banks.
The study concludes that well-designed digital ads,
combining  psychological, interactive, and
technical elements, can effectively build customer
trust in the banking sector.
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