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Abstract

With the advent of digital marketing, followed by the emergence of social net-
works such as Facebook and Instagram, followed by the emergence of entities
called influencers in social networks, several sub-branches for optimizing mar-
keting with the aim of a larger audience, greater impact, more accurate targeting
and lower advertising cost for businesses came into being. Influencer marketing
is a branch of marketing that identifies and focuses on individuals or a particular
style of society and after observing potential audiences directs other marketers'
activities in this area such as determining methods and markets, criteria for se-
lecting the right target influencers, as well as how to convey the right message
and attract the audience to improve and increase the efficiency and commercial
value of brands, businesses, and products/services. The present study aimed to
provide a decision-making model for selecting the most effective influencer from
the influencer community under study (Instagram social network) for the product
/ service being marketed. Criteria for identifying influencers in the present study
were obtained by collecting the criteria that were sparsely examined and deter-
mined in determining the optimal influencer in various studies. These criteria
were developed through a 17-point questionnaire of a five-point Likert scale,
which was approved and after confirming the content validity among 100 experts
in the fields related to the research topic, it was purposefully distributed and was
examined by fuzzy Delphi method. The questionnaire was also scientifically ac-
cepted with Cronbach's alpha higher than 0.8 and was finalized. The weight of
the final criteria was determined separately for each of the 5 proposed products
through the Savara technique, and finally, having the weight of each criterion
suitable for each product, those criteria were examined separately for 14 Insta-
gram social network influencers and using multivariable decision-making mod-
els (MCDM) Positive and significant relationships were found between the se-
lected influencer and the desired product / service.
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weighted Normalized score

La 59, &35 0/1110 | 0/1043 | 0/0975 | 0/1048 | 0/1040 | 0/1242 | 0/1140 | 0/1316 | 0/1085
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11 0/0283 | 0/0393 | 0/0370 | 0/0397 | 0/0401 | 0/0418 | 0/0530 | 0/0619 | 0/0424 | 0/3835
12 0/0859 | 0/1043 | 0/0975 | 0/1048 | 0/1040 | 0/1085 | 0/1140 | 0/1187 | 0/1085 | 0/9463
13 0/0369 | 0/0431 | 0/0383 | 0/0429 | 0/0415 | 0/0972 | 0/0461 | 0/0471 | 0/0456 | 0/4387
14 0/0228 | 0/0685 | 0/0580 | 0/0687 | 0/0673 | 0/0511 | 0/0736 | 0/0981 | 0/0758 | 0/5839
15 0/0993 | 0/0743 | 0/0662 | 0/0742 | 0/0730 | 0/0452 | 0/0949 | 0/1009 | 0/0794 | 0/7075
16 0/0890 | 0/0899 | 0/0733 | 0/0911 | 0/0845 | 0/1033 | 0/1028 | 0/1316 | 0/0938 | 0/8594
17 0/0141 | 0/0462 | 0/0321 | 0/0468 | 0/0412 | 0/0448 | 0/0589 | 0/0853 | 0/0499 | 0/4192
18 0/0304 | 0/0000 | 0/0018 | 0/0000 | 0/0000 | 0/0091 | 0/0000 | 0/0000 | 0/0000 | 0/0413
19 0/0149 | 0/0187 | 0/0000 | 0/0186 | 0/0076 | 0/0377 | 0/0224 | 0/0228 | 0/0191 | 0/1617
110 0/0387 | 0/0677 | 0/0555 | 0/0682 | 0/0660 | 0/1242 | 0/0693 | 0/1025 | 0/0752 | 0/6673
111 0/0823 | 0/0326 | 0/0300 | 0/0328 | 0/0315 | 0/0000 | 0/0532 | 0/0506 | 0/0331 | 0/3461
112 0/1110 | 0/0944 | 0/0836 | 0/0953 | 0/0927 | 0/1188 | 0/1134 | 0/1315 | 0/0984 | 0/9391
113 0/0362 | 0/0422 | 0/0331 | 0/0424 | 0/0414 | 0/0871 | 0/0566 | 0/0906 | 0/0489 | 0/4784
114 0/0000 | 0/0547 | 0/0399 | 0/0548 | 0/0517 | 0/0580 | 0/0661 | 0/1098 | 0/0631 | 0/4982
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