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Summary:

This research paper aims to raise the issue of the successive developments
and influences brought about by information and communication technology
(the Internet and social networking sites) at the level of marketing and
promotion of products and institutions, as well as organizations of all kinds
and forms, especially those interested in food and food products in general. ,
which has shifted from traditional direct marketing to social media marketing
through influencers. Based on the foregoing, we will discuss in this paper
three main topics. The first topic is to highlight the "social media marketing
mix", while the second topic of the study will be devoted to presenting "the
most important means of applying influencer marketing through social
media”, while we thought that In the last section, we review the "stages of
"building a marketing strategy through influencers

Keywords: marketing mix, social networking sites, influencers, marketing
.Strategy
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