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Abstract

This study aims to examine the role of digital advertising In strengthening
visual identity and to identify its psychological effects on the audience through
a field study on a sample of Riyadh youth. The sIgnificance of the study lies in

the rapid growth of digital advertising as a key tool for building mental image
and enhancing the visual distinctiveness of brands, in addition to its
psychological impact on receivers, such as attention, recall, emotional
impression, and willingness to engage. The study adopts the descriptive-
analytical method and relies on a sample of Riyadh youth to measure their
attitudes toward digital advertising and its influence on their perception of
.visual identity

The study found that digital advertising clearly contributes to consolidating
visual identity when design elements such as colors, logos, fonts, and images
are consistent. It also exerts varying psychological effects on the audience,
ranging from attraction and fascination to Influence on purchasing decisions.
The study recommends further development of digital advertising to achieve a
balance between visual appeal and effective communication.Keywords: digital
.advertising, visual identity, psychological effects, Riyadh youth, mental Image
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