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1-Introduction  

According to competitors in business and following the use 

of efficiency and effectiveness, Online Advertising is one of the 

most suitable tools in this matter because of the increasing 

number of online users. Advertising on the Internet is almost a 

necessity for modern businesses, especially those that do 

business outside of their local community. Consumers use the 

Internet for more than simply being entertained or gaining 

information, as they do with radio, television, magazines and 

newspapers. Consumers use the Internet to assist them in nearly 

every aspect of life, creating countless opportunities to place 

relevant, targeted ad messages. 

The Internet's vast capacity can allow advertisers to reach 

significantly more people than traditional advertising media at a 

fraction of the cost. Internet advertising is ideal for businesses 

with a national or international target market and large-scale 

distribution capabilities. As a rule, the more people your 

business serves, the most cost-efficient internet advertising can 

be. Internet advertising can also be more targeted than some 

traditional media, ensuring that your messages are seen by the 

most relevant audiences. 

In this regard, selection of the best advertising site among 

the others with the least limitation and the highest speed will 

attract more users to the presented products and services for 

people, companies and organizations .According to effectiveness 

attributes in this selection, the offered model in this article pays 

attention to the ranking of several advertising sites which are 

working in electronic industries and information technologies. 

The aim of this paper is presenting a model for ranking 

advertisement sites and evaluating of agile capabilities and was 

performed in three phases: 

1) Verifying the criteria for evaluating of agile capabilities in 

advertising sites 

2) Criteria weighting 

3) Ranking advertisement sites and evaluating agile capabilities  

2-What is the sites ranking? 

     Traditionally sites ranking is based on a static s napshot 

of the Web graph, which is basically the link structure of the 

Web documents. The visitor's browsing activities is directly 

related to importance of the document. However in this 

traditional static model the document importance on account of 

interactive browsing is neglected. Thus this model lacks the 

ability of taking advantage of user interaction for document 

ranking.  

3-Agile capabilities 

Generally speaking agile capabilities in the appliance of 

internet and IT in advertisement sites means, improvement of 

organization agility condition the measurement of available 

capabilities and finding lost abilities should be places on the 

agenda. It requires identification and classification of changes 

and organizing online pressures and also analysis of the effects 

of those changes on sites .Final step in this conceptual model is 

finding agility facilitating factors, their performance and 

determination of obtained agility level by function evaluation 

Process and performing corrective actions. 

4. Verifying the Criteria and Weighting Process  

4.1. Verifying the Criteria for Ranking Advertisement Sites  

Based on Being 

Managerial Criteria-content, structure related: 

After studying advertisement sites, the main criteria extract 

(based on Standard models). Each of these criteria has some 

subsets and focus on some issues, and in this paper (because 
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there are lot of sub criteria and they can cover main criteria) 

each sub criterion have been studied. Each factor is coding and 

become one of the main criteria of this study (Table 3). 

Table 2 . Advertising Site Ranking Taxonomy 
Attributes 

Type 

Definition 

 Content Every web page has the potential to rank well in 
search engines and draw traffic from other sources, 

like social media sites and the blogosphere. Of 

course, whether a page draws traffic (and links) 

depends on whether it's optimized and how 
remarkable (useful, interesting, etc.) it is. But in 

general, most pages do "ok" and contribute to the 

cause, so it's both a quality and a quantity game. 

Optimize Optimizing that content is a key step, however, to 
ensure you give your valuable content the best 

chance possible of drawing traffic from the web. In 

essence, this section is about maximizing your ROC 

- return on content. 

Communication In touch with the benchmark site visitors and trying 

to attract more visitors and keep previous visitors, 

for site improvements and the increased popularity 

is very important 

Table 3. Main attributes and sub-attributes of the 

conceptual model 
Attributes Type Sub-Attributes 

 Content  Relevant website 

 Content update 

 New Content 

 Readability Level 

Optimize  site speed 

 Google Rank 

 Domain Info 

 Linking Domains 

 Metadata 

 Google Indexed Pages 

Communication  Traffic Rank 

 Conversion Form 

 RSS feed 

4.2. Criteria Weighting 

In decision making sciences, there are different methods for 

criteria weighting that can be used in decision making problem. 

In this paper, according to the number of criteria and considering 

all of experts’ votes, “Group Method” ( Toloie, 2007), based on 

geometric mean, is used. In this step, IT experts, express their 

ideas about each of the criteria, in a questionnaire based on Semi 

Metric Scale Presenting a Model for Ranking Advertisement 

sites Real Case Study of The Advertisement sites Which Are 

Working In Electronic Industries And Information Technologies 

(between 0 to100). Indeed, each of these experts expresses their 

idea about the level of influence of each measure in understudy 

sites, by presenting a number between 0-100  

4.3. Creating Decision Making Matrix 

Before starting the ranking algorithm, decision making 

matrix should get shaped. So that, every expert expressed his or 

her idea about the significance of each criterion, in every 

understudy sites, by a percent by using Semi Metric Scale 

(between 0 to100) in a format of a questionnaire. Because of 

using the geometric mean in weighting process, it should be 

used in forming the final decision making matrix so we, gained 

percent for each criterion are turned in to a unit percent for that 

criterion by using Geometric mean and the equation(1). 

 

 Indeed, by applying this method, gain a constant percent 

Wj for every criterion. So, the weight of each criterion is 

obtained by using normalization with the equation (2). 

ij/  

5. Ranking Advertisement Sites Based on PROMETHEE II 

Basically, there are two general compensatory and non -

compensatory approaches, to rank options in multi criteria 

decision making. Compensatory models include methods in 

which exchange is allowed among criteria. Non compensatory 

models include methods in which exchange is not allowed 

among criteria, therefore every criterion is not dependent on the 

others and comparisons are done based on the criteria one by 

one.  

The PROMETHEE method (Preference Ranking sites 

Method for Enrichment Evaluations) is one of the most recent 

MCDA methods that was developed by Brans (1982) and further 

extended by Vincke and Brans(1985), (Behzadian et al, 2009). 

PROMETHEE is amount ranking method for a finite set of 

alternative actions to be ranked and selected among criteria, 

which are often conflicting.  

PROMETHEE is also a quite simple ranking method in 

conception and application compared with the other methods for 

multi-criteria analysis (Brans et al., 1986). Regarding the 

circumstances of the problem, in this study, the algorithm of 

PROMETHEE II that is used, is counted as a compensatory 

model. So, the stages of this method will be described briefly. 

5.1. Determining the Threshold Value for Each Criterion 

First, a threshold value is determined for every criterion in 

the decision matrix, by using equation (3). 

Threshold Value= max i= 1r_ – min i= 1r_ /2 (3) 

5.2. Calculation of the Difference between the Elements of 

the Decision Matrix to the Threshold 

The difference between the values of both elements of the 

decision matrix to the related threshold is calculated in this step. 

5.3. Applying Preference Function with 0 

According to the status of criteria being positive or 

negative, one of Preference Functions 4 or 5 is used for all 

elements of the matrix: 

For Positive Criteria, 

 

Else  

For Negative Criteria, 

 

Else  

5.4. Applying Preference Function With 1 

Preference function with 1is applied on this step (equation 

6): 

 

Else  

5.5. Creating Weighted Matrix 

Now the weighted matrix must be shaped by using the 

weighting vector from criteria weighting step. 

So that, each column of the matrix is weighted by the 

weight of its related criterion. 

5.6. Formation of Collective Utility Function 

In this step, the collective Utility function is calculated by 

the equation (7): 
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-  

In fact, the collective Utility function will have created for 

every option. 

5.7. Ranking of Alternatives 

In the final step, alternatives (three Advertisement sites) are 

ranked based on the seventh equation Utility function. Which 

one that has the highest Utility is ranked higher. In the other 

word, the studied sites are ranked, based on different agile 

capabilities, by using the algorithm of PROMETHEE II. Table 4 

is declaring the result of performing this model in three 

studiedsites: 

www.istgah.com,www.irtabligh.com, www.iran-tejarat.com 

and rank these three sites. 

1-www.istgah.com 

2- www.iran-tejarat.com 

3- www.irtabligh.com  

6. Conclusion 

Nowadays, sites should attain essential factors to adopt with 

new online business methods, by creating or re-engineering in 

business process and use IT as a tool to achieve competitive 

advantages and improve business efficiency.  

The main question in this research was:” How can sites 

attain essential factors, to adopt with appliance of IT?” The 

answer is, identify agility of sites. 

Indeed, in the research, rather than finding this answer, 

following results achieved: 

Table 4 is declaring the result of performing this model in 

three studied sites: 

www.istgah.com, www.iran-tejarat.com, www.irtabligh.com 

sites. 

 As it is observed in table 4, after ranking the sites 

www.istgah.com has the most e-agility alternative than the 

others. That shows that the level of the electronic readiness is 

higher than the other sites. www.iran-tejarat.com has also better 

position in the e-agility levels than www.irtabligh.com. 

This research is careful classification of criteria that is 

mentioned in the fourth step (Table3). 

These criteria are obtained by the agile capabilities, based 

on the Presenting a Model for Ranking Advertising Sites Based 

on the agile capabilities: Real Case Study of Advertisement sites 

Which Are Working In Electronic Industries And Information 

Technologies 49 studies upon the available Advertisement sites 

on countries and also are consolidated by using the expert’s 

views so everyone can be used as references in practical 

researches. 

This research tries to join multi criteria decision making 

concepts to the recognition 

Advertisement sites problems by a different approach and 

models and using mathematics. 

In fact the experts of IT can consider the criteria in the 

Advertisement sites according to their value and importance and 

by entering the weighting element.  

It has given an appropriate approach for investment in IT to 

managers with the help of weights specified to each criterion. So 

that, it makes it preference to recognize each of criterion weight 

based on investing preferences and then introduce the related 

strategies that addresses how exactly agile capabilities will be 

improved Advertisement Sites . 

By studying literature review section about the agile 

capabilities, it was understood that any research has not 

performed yet about ranking Advertisement sites based on the 

agile capabilities.  

This ranking will help decision makers adopt strategic 

information technology with agile capabilities of Advertisement 

sites and edit strategic plans of information systems. 
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