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Obijective: This study aimed to design an optimal social media advertising model for
Business-to-Business (B2B) marketing within the Iraqi market. The model examines the
impact of social media advertising on trust, brand image, brand equity, and the intention
to collaborate among organizational customers. Furthermore, this research seeks to
provide a practical framework for marketing managers' decision making processes within
the competitive landscape of Irag.

Method: This study is applied in terms of objective and follows a descriptive survey and
correlational design. The statistical population comprised managers and purchasing
decision-makers of companies operating in the Iragi market. Data were collected via a
Likert-scale questionnaire and analyzed using descriptive statistics, Pearson correlation,
and Structural Equation Modeling (SEM). The validity and reliability of the research
instrument were verified through standard statistical analyses.

Results: The results indicated that social media advertising has a positive and significant
impact on trust, brand image, and brand equity. Additionally, these variables directly
enhance the intention to collaborate. It was further revealed that trust and brand equity play
mediating roles in the relationship between social media advertising and the intention to
collaborate. The final model successfully explained a significant portion of the variance in
collaboration intention, demonstrating the effectiveness of digital advertising in the B2B
sector.

Conclusion: Professional and targeted social media advertising can foster long-term
collaboration intentions among purchasing firms and facilitate the development of B2B
relationships in the Iragi market by strengthening trust, brand image, and brand equity.
Consequently, it is recommended that companies pay particular attention to the pivotal role of
social networks in shaping sustainable business relationships when formulating their
advertising strategies..
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Introduction
In recent decades, rapid developments in communication technologies and the expansion

of the internet have fundamentally transformed marketing practices and the ways
organizations interact with customers. The emergence of social media as one of the most
significant digital communication tools has substantially altered the traditional structure of
marketing and encouraged organizations to utilize online platforms to engage with their
customers. In this context, social media marketing, as one of the most important subsets of
digital marketing, has created new opportunities for organizations to generate value through
content creation, user engagement, and the development of long term relationships with
customers (Alalwan, 2018). By providing a platform for direct, rapid, and low-cost
communication between companies and customers, social media has enabled the
development of innovative advertising strategies and has become a key tool in customer
relationship management (Kizgin et al., 2020).

From the perspective of marketing theories, advertising is one of the primary elements
of the promotional mix and plays a crucial role in creating awareness, shaping attitudes, and
influencing customers’ purchasing behavior (Kotler & Armstrong, 2021). With the
expansion of social media, the nature of advertising has also changed, shifting from a
traditional one-way communication approach to an interactive and participatory process. In
this environment, users are not only recipients of advertising messages but also active
participants in the creation, dissemination, and evaluation of content. This characteristic
allows companies to utilize the capabilities of social networks to design advertising
messages that are more targeted and aligned with the needs of their audiences (Fondevila
Gascon et al., 2020). Consequently, advertising on social media has emerged as one of the
most effective marketing tools in the digital era and has attracted significant attention from
both researchers and marketing managers.On the other hand, industrial marketing, or
business to business (B2B) marketing, represents an important domain within marketing
studies that focuses on commercial interactions among organizations and firms. In this type
of marketing, purchasing decisions are typically more complex, decision making processes
are longer, and a greater number of stakeholders are involved compared with consumer
markets (Hutt & Speh, 2020). In B2B markets, long-term relationships, organizational trust,
and joint value creation play fundamental roles in the success of marketing activities
(Hadjikhani & LaPlaca, 2020). Therefore, organizations seeking to create sustainable
competitive advantages must employ effective communication tools capable of establishing
continuous and meaningful interactions with their business partners.In recent years, social
media has gradually gained an important position in B2B marketing. Although these
platforms were once assumed to be primarily suitable for consumer markets (B2C), recent
studies indicate that social networks can play a significant role in facilitating professional
communication, knowledge transfer, trust building, and relationship development among
organizations (Cartwright, Liu, & Raddats, 2021). Firms operating in industrial markets
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increasingly use platforms such as LinkedIn, Twitter, YouTube, and even certain general
social networks to introduce their products, share specialized knowledge, interact with
organizational customers, and strengthen their corporate brands (Barry & Gironda, 2020).
This trend suggests that social media is gradually becoming one of the key tools in B2B
marketing strategies.

Method

This study is applied in terms of objective and follows a descriptive survey and
correlational design. The statistical population comprised managers and purchasing
decision-makers of companies operating in the Iraqi market. Data were collected via a
Likert-scale questionnaire and analyzed using descriptive statistics, Pearson correlation,
and Structural Equation Modeling (SEM). The validity and reliability of the research
instrument were verified through standard statistical analyses.

Results

The results indicated that social media advertising has a positive and significant impact
on trust, brand image, and brand equity. Additionally, these variables directly enhance the
intention to collaborate. It was further revealed that trust and brand equity play mediating
roles in the relationship between social media advertising and the intention to collaborate.
The final model successfully explained a significant portion of the variance in collaboration
intention, demonstrating the effectiveness of digital advertising in the B2B sector.

Conclusion

The primary objective of this study was to design and test a model examining the impact
of social media advertising on the willingness to collaborate in the Iragi B2B market,
considering the mediating roles of trust, brand image, and brand equity. The results of the
data analysis indicated that social media advertising has a positive and significant effect on
the trust of organizational customers. This finding suggests that the active presence of
companies on social media, the provision of accurate and up-to-date information,
responsiveness to customer inquiries, and continuous interaction with audiences can
contribute to the development of trust among purchasing organizations. In B2B markets,
where purchasing decisions are typically complex and based on long-term relationships,
trust is considered one of the most important factors in selecting a business partner.
Therefore, the use of social media as a tool for enhancing information transparency and
establishing direct communication with organizational customers can play a significant role
in increasing trust.

The findings of the study also indicated that social media advertising has a considerable
impact on brand image. This result implies that the content published on social media can
shape audiences’ perceptions of a company’s professionalism, expertise, and credibility. In
the competitive environment of the Iragi B2B market, companies that utilize social media
to provide specialized content, present their projects, demonstrate their technical
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capabilities, and share successful experiences are more likely to create a stronger and more
professional brand image in the minds of organizational customers. The formation of such
an image can enhance brand credibility and increase customers’ willingness to interact and
collaborate with the company.

Another important finding of the study is the positive effect of social media advertising
on brand equity. Brand equity refers to the set of positive perceptions and attitudes that
customers hold toward a brand, which can lead to increased loyalty and brand preference.
The results of this research indicate that advertising activities on social media can contribute
to enhancing brand equity by increasing brand awareness, creating positive associations,
and strengthening perceived quality. This issue is particularly important in B2B markets, as
organizations generally prefer to collaborate with brands that possess a strong reputation
and credibility .Furthermore, the findings revealed that trust, brand image, and brand equity
have positive and significant effects on the willingness to collaborate or purchase. This
result indicates that in the Iragi B2B market, collaboration and purchasing decisions are not
made solely based on the technical characteristics of a product or its price; rather,
psychological and perceptual factors also play an important role in these decisions. In other
words, when a company is able to gain customers’ trust through social media, create a
positive brand image, and enhance brand equity, the likelihood that other organizations will
show greater willingness to collaborate with that company increases.
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