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Abstract

marketing connections on social media applications such as Instagram, Telegram. etc. are
considered as marketing tools for business investors and they enable investors to expose their
brands within various business fields and thereby improve public opinions on their own brands.
One of the recent marketing tools in electronic marketing that has become available to
organizations and marketers is utilizing influencers on social media and big and small
businesses cooperate with these individuals to introduce their products and services to audience
and to also leave an effective and lasting impression on them. In addition, according to a number
of studies, the degree of similarity of consumers in relation with influencers can also affect their
motives and behaviors. Strictly speaking, the characteristics of an influencer such as
appearance, gender, similar social standing, etc. can affect the decision making of consumers
including decisions concerning their purchases. This matter ultimately resulted in most
organizations that are engaged with their clients and audience in proportion with their own
activities, put great emphasis on the actions and behaviors of audience. Therefore, by properly
influencing consumers, an organization is capable of observing citizenship behaviors that apply
to behaviors beyond the role of a respondent (customer or follower). These behaviors (meta-
functional) were not only cost-efficient, but also lead to an increase in productivity and
profitability in organizations. Accordingly, the goal of this study is to examine the effects of the
homophily with influencers on the purchase intentions through the role of citizenship behavior
as a mediator.
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