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For marketing company, determining the best marketing is a strategic decision. It is
able to affect the companys future purposefully. The study conducted to propose a novel
decision support model (DSM) for determining the best marketer. Seventeen parameters
were considered into model and two methods fuzzy logic and profile-matching (PM) were
combined as main method in constructing the model theoretically. The model was applied
in medical appliance marketing company. It is finally also able to measure and present the
best ranking of marketers that is able to make company for easily making a crucial decision.

1 Introduction

Today discussing department of marketing in a company cannot be
ignored practically. Where the department is able to be compared to
spearhead of the company, marketing itself has a very imperative
function that is able to support the company’s prosperity and profits
[1]. Marketing allows interactions involving factors that provide
attractiveness that are tailored to the company’s strategy [2], as well
as making a positive contribution through the process of developing
long-term relationships through marketing interaction activities [3].

Thus, being able to give a stronger priority to marketing strate-
gies and have positive implications for business [3], which are going
to greatly affect the growth of a company. If the marketing per-
formance is good, the company’s growth will also be much better.
When marketing increases business performance, a creative mar-
keting strategy will be produced, to achieve the effectiveness of the
implementation of corporate strategy [4]. Basically, a successful
marketing department can be obtained by being success in support-
ing customers to buy back the products [5]. It can make customers
become loyal customers [6].

Furthermore, the high level of competition in product marketing
makes marketing department responsible in increasing sales value
[7]. Marketing is a media that is very close to building business
relationships to support companies. Helping companies in provid-
ing support and motivation to the marketing team to improve their
ability to work is good effort to increase the company’s income.

Based on technological developments, many ways have been

taken by several companies to help or optimize marketing activities.
Among other things, by implementing a decision support system
(DSS) in e-tourism applications to help decide on the destination
that best suits the interests of customers [8], the application of the
Mehrabian-Rusel (MR) method to marketing DSS (MDSS) to ex-
amine weather factors in influencing consumer buying interest [7].
In addition, DSS is also combined with geographical information
system (GIS) in marketing information systems as a tool for the
decision making process to determine strategic locations to increase
attractiveness for customers [9], and is also applied based on the
concept of customer decision making (CDM) by using Model P6
for customers to determine web services that fit their needs [10].

In studies on the spread of advertising through social media,
DSS has been successfully implemented too [11],[12]. But from
a number of cases that help improve the quality of the company’s
business, there hasn’t been any specific discussion in the marketing
department itself. Because as we all know, marketing is an impor-
tant point in improving the quality of a company’s business [13];
then research on how to market to find out who is the best marketing
person in a company through DSS is academically feasible to do.

Specifically for companies that distribute medical appliances
in West Jakarta (Indonesia), which are the object of research, the
company has difficulty in determining the ranking of marketers.
This condition has an impact on the objectivity in determining the
commission value of its marketers. This condition also, directly
or indirectly, has an impact on the motivation of marketers’ per-
formance. Therefore, this research is carried out with the main
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objective to build a decision support model (DSM) that can deter-
mine objectively top-marketers.

Furthermore, DSM to determine the best marketers (top-
marketers) is able to be used to provide incentives (bonuses) made
already. This is a novel model to select the best marketer in spe-
cific pharmaceutical marketing company. Thus, the company is
able to operate the best marketer suggested to next action, such as
annual bonus giving. By considering seventeen selected-verified
parameters and also applying a combination of fuzzy logic (FL)
and profile matching (PM) methods, a constructed DSM is new
scientific-proposed model. It is able to enrich a knowledge of
computer science domain. Practically, it is able to become a new
procedure to determine the best marketer specifically or employee
commonly. The procedure is functioned to make the decision more
objectively.

Moreover, for designing the model, object-oriented (OO) de-
velopment method was functioned. This OO combined the data
structure and behavior of all entities involved in the model through
the abstraction of real world objects. OO was able to prove the effi-
ciency for design modeling, and the implementation of a small scale
object-based component information system involves segmentation
steps [14]. Where the data analysis itself was carried out using data
marketers at one of the medical distributor companies.

2 Theoretical Framework

2.1 Fuzzy Logic (FL)

FL was discovered by Prof. Lotfi Zadeh from the University of
California at Barkeley in the mid-1960s, that the laws of right and
wrong from Boolean logic did not take into account real conditions
[15], Boolean reasoning itself conceptually related to unclear truth
[16]. The main contribution of fuzzy logic is to provide a basis for
the development from binarism to pluralism [17].

FL is part of artificial intelligence (AI) that is able to capture
uncertainty or ambiguity into truth values. FL is used in assessing
opinions based on human assumptions [18]. Fuzzy method itself
is a classification and algorithm of ambiguity in the grouping of
data [19]. Likewise what was said [20] that fuzzy can be used as a
method in developing DSM based on gray and unexplained human
language. The application of fuzzy methods is done because of its
ability to capture uncertainty [21]. FL describes the variables that
are the most unclear so that it can help in estimating reasons [22].

Compared to general methods that still provide subjective judg-
ments in technical justification, through FL feelings of subjectivity
can be avoided scientifically [23], where fuzzy-based models can
provide realistic estimates [24]. Such as the application of fuzzy
logic in predicting the location of mineralization that is known in
the study area through complete and incomplete data [25]. The
application of FL in considering different noise levels in a number
of alpha planes and four types of membership functions in a compar-
ison simulation to analyze the type-2 fuzzy approach when applied
in fuzzy control [26]. Application of fuzzy sets in chaos control and
chaos synchronization such as turbulence control, laser dynamics,
plasma, chemical reactions, ecological systems and arrhythmias
[27].

Then there is also the design of FL controller complexity with
some rules embedded as energy management for microgrids that
are connected to residential networks including renewable energy
sources and storage capabilities [28]. In the proliferation of cellular
devices and heterogeneous wireless communication environments
in increasing the need for additional spectrum for data transmission
is done by fuzzy-based decision making (FLB-DSS) which together
deal with channel selection and channel switching to increase over-
all device throughput [29]. The selection of the right cluster head
in reducing energy consumption dramatically through the fuzzy
inference engine in choosing the opportunity that is most likely to
overcome this [30]. The design of an index based on FL is aimed
specifically at assessing the dynamic quality of agricultural land
- Dynamic Quality Index (S-DQI) [31]. Overcoming the issue of
merger and acquisition (M&A) assessments and investors in terms
of configuration of factors that cause positive and negative reactions
[32]. Fuzzy convergence as a control of diversity in Ant Colony Op-
timization, a kind of population-based meta-heuristic that exploits a
form of memory of past performance inspired by the real behavior
of ants in foraging, with the aim of maintaining diversity at a certain
level in order to avoid premature convergence created [33]. The
following is explained in equation (1); where Mt(x) is a fuzzy value,
x is inputted as a fuzzy value, xi is the lower bound and N is the
upper limit.

Mt(x) =


x − 1, 1 ≤ x < N
1
xi, A < x ≤ N

(1)

2.2 Profile Matching

Profile Matching (PM) is a decision making method assuming that
decision making process considers a fulfilling of ideal value for
predictor variable [34]. The decision maker should have an ideal
value for each parameter operated to check all value of alternative
decisions’ parameter. The comparison between ideal and current
value is going to produce gap value [35]-[36], like a distance of two
parameters’ value. Here, the marketing company has a standard
value compared broadly with all aspects and then identify such a
gap. The gap (δ) itself is measured by subtracting the profile of the
marketer (µ) by the target value (τ).

After getting a gap value for each marketer profile, each profile
is given a weight value by measuring the difference in weight values.
The grading of weights can be determined as follows; if the differ-
ence is 0 then the weight value is 5, if the difference is 1 then the
weight value is 4.5, if the difference is -1 then the weight value is 4,
if the difference is 2 then the weight value is 3.5, if the difference is
-2 then the weight value is 3, if the difference is 3 then the weighted
value is 2.5, if the difference is -3 then the weighted value is 2, if
the difference is 4 then the weighted value is 1.5 and furthermore if
the difference is -4 then the weighted value is 1 [35].

After determining the gap value in the difference between mar-
keting profile and target value, then dividing aspects into two groups,
namely core factor (CF) and secondary factor (S F), is done. CF is
a major factor in determining the criteria factors in the assessment
process that can produce optimal performance as in equation (2);
with NCF as the average value of CF, NC(a, n) as the total number
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of CF and IC values as the number of CF items. Whereas S F itself
is a secondary factor apart from factors in the main criteria [37],
can be calculated through equation (3); with NS F as the average
value of S F, NS (a, n) as the total number of S F values and IS as
the number of IS items.

NCF =

∑
NC(a, n)

IC
(2)

NS F =

∑
NS (a, n)

IS
(3)

Calculation of the total value is obtained based on the calcula-
tion of CF and SF value calculations in determining the ranking of
each marketing. The total value is the ranking of each marketing in
a particular position [37]. Examples of calculations can be seen in
the formula equation (4); where (a, n) is the marketing profile and
target value, N(a, n) is the total value of the aspect, NCF(a, n) is
the average value of CF, NS F(a, n) is the average value of S F and
(x)% is the percentage value inputted.

N(a, n) = (x)%NCF(a, n) + (x)%NS F(a, n) (4)

3 Research Methodology
Based on the existing research framework, it is necessary to ex-
plain further about the stages of the research conducted. Where
this stage starts from determining the objectives of the study, then
finding the source of the existing problems, which is followed by
conducting a literature study so that related parameters are obtained
in dealing with the problems that occur. Then after that, the related
parameters are analyzed further to further determine the appropriate
method in handling the existing problems, until then carried out
implementation and testing.

3.1 Identification of Research Problems

In medical appliance distributor companies, the problem that has
been identified is related to the company’s marketers. Where the
motivation of the marketer itself is used as one of the sources in
increasing company profits, one of which is by giving a commis-
sion. But technically the commission giving that is happening at the
moment is still considered unsatisfactory because it tends to be an
assessment carried out by the top-level subjective nature with the
assumption that feelings tend to be more dominant so that social
factors of jealousy often occur among fellow marketers. This has
an impact on the decrease in motivation for some marketers who
feel unacceptable to the existing assessment. For this reason, this
research is conducted so that the research that takes place prioritizes
the reality of the facts compared to the value of assumptions that
have not been proven to be true.

3.2 Literature Study

Literature study is carried out to collect variables and problems that
arise and the needs that are expected in determining top-marketers
in the company. As this stage is carried out through a systematical
literature review (SLR) to obtain relevant information in accordance

with the research topic. SLR consists of identifying, evaluating and
interpreting findings in research topics in order to answer prede-
termined research statements [38]. SLR was done by collecting
related data through Sciencedirect literature library, with searches
limited to the last 10 years. Where the title, abstract or keyword is
also limited to the ”decision support system” and marketing. Not
only that, the data was also collected through Googlescholar library
related to the data of the last five years with searches limited to only
about multi-criteria DSM, so a number of data were obtained for
analysis.

3.3 Parameter Determination and Data Collection

Henceforth the data obtained through the literature review stage are
grouped again based on the objectives and research themes that have
been determined. Through this, the influencing factors and related
parameters are able to provide an initial picture of why this research
is important to do. The data that has been collected correlatively,
then also analyzes the factors that affect the performance or perfor-
mance of marketers, until some parameters or criteria are identified
that might affect the performance of each existing marketer.

Figure 1: Class Diagram of Constructed Model

3.4 Parameter Priority

Based on the identification and collection of data that has been
presented previously, it is necessary to analyze the data first. It is
intended that problem solving can produce a solution, not a new
problem. The decision support system using the PM and FL method
is the right solution after an analysis of the problems often faced
by one of the medical equipment distributor companies, so that the
right decision can be generated easily based on available data.

Henceforth, the FL method with PM is a method that will be
used as a solution to the existing problem, with FL functioning
as the initial process in defining large amounts of data so that a
mathematical definition is obtained which will be used as input to
the PM method. Through the FL method linguistic terms defined
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membership function, where the membership function has a mem-
bership interval value from 0 to 1. In order to solve the problem is
able to produce the expected solution, the PM method is used as
a right solution after FL analysis is done to obtain a ranking value
so that it is easily determined top-marketer in medical equipment
distributors.

4 Result and Discussion

4.1 Proposed Model

4.1.1 High Level Configuration of Constructed Model

The constructed model clearly depicted via class diagram in Figure 1.
Mainly, it consists of three type of central classes: Marketer, Fuzzy-
Logic, and ProfileMatching. Class criterion describes parameters
considered in the model. Here, interconnections among parameters
are described obviously. They operated to measure the quality and
ranking of each marketer. All seventeen selected parameters are
input of fuzzy rules and ranking is an output of fuzzy rules. The
membership function used in the model is triangular membership
function (TMF) with specific linguistic variables and limit value.

4.1.2 Selected Parameters/Criterion

Fuzzy values are formulated to help support the decision value by
declaring right or wrong as an absolute input in the PM method to
eliminate the value of ambiguity. FL is implemented on the market-
ing criteria attribute as shown in Table 1, so that the relevant values
obtained as input to the PM method are obtained.

For the fuzzy membership value, the Education criteria are con-
figured in Figure 2, where the level of member (X) that intersects
the axis (Y) is divided into several level categories namely; Diploma,
Bachelor, and Master with each fuzzy value (1, 1, 2), (1, 2, 3), and
(2, 3, 3). For the pair of measurement criteria 1, there are three levels
of Goodness as shown in Figure 3. Where each level of membership
(X) which intersects the axis (Y) is divided as follows; Not Good
(NG), Good (G), and Very Good (VG) with each fuzzy value; i.e.
(1, 1, 2), (1, 2, 3), and (2, 3, 3). The fuzzy rules for Education VS
Goodness criteria are then made as in Algorithm 1.

Algorithm 1: Fuzzy Rules for Education VS Goodness
Result: Goodness value
if (Edu is Diploma) then

Goodness is NG;
else

if (Edu is Bachelor) then
Goodness is G;

else
Goodness is VG;

end
end

4.1.3 Process of Fuzzy Logic - Profile Matching

Calculation of the value of the selected object gap has different
calculation values [44]. Where the processing of raw data is carried

out as follows; for marketers with parameter P01, the value of the
raw data entered refers as in Figure 1 with diploma education level
having a value of 1, bachelor education level having a value of 2
and master education level having a value of 3.

For parameter P02, value input refers to the number of customers
handled by each marketer. For example, Marketer M01 handles two
customers who are in the presence, the raw data input value is 2. As
for the parameter P03, the input value is based on the current billing
amount. Where if there is 1 smooth customer bill, the value is 1 and
for 1 non-current, worth -1. Then the next value is added up as raw
data input.

For the parameter P04, the input value of raw data is obtained
based on the accumulation of the number of machines that can be
installed on each customer. For example, Marketer M01 the number
of machines installed on the customer he has is 4, the raw data
input value is 4.Then for the parameter P05 input value, the value
is inputted based on the service class owned by the marketer. For
example, Marketer M01 service class service is 1, then the value
of raw data input is also worth 1. Furthermore, for the value of
parameter P06 input, inputted based on the amount of reduction
in the machine to the customer owned by each marketer. Missal
marketer M01 has 1 engine reduction in the customer he has, so the
value of raw data input is 1.

Followed by the parameter P07, the input of raw data is accu-
mulated based on the year of joining the company. For example,
marketer M01 started to join the company in 2018, so based on
the current year (2019), the marketer has only joined the company
for 1 year. So the raw data input value is 1. Furthermore, for pa-
rameter P08, raw data input is obtained based on the average value
of customer actions owned by each marketer. If the marketer M01
has an average value of customer actions of 15, the raw data input
value is also 15. Then the parameter P09 input value is based on the
consistency value of the promise fill. If the Marketer M01 has the
consistency value of promise filling is 0, then the raw data input is
also worth 0. And for the parameter P10, if the percentage value of
achieving the Marketer M01 target is 60%, the raw data input value
is also worth 60.

Then for the parameter P11, input is based on the number of
additional machines that can be done by marketers. If the addition
of machines installed by Marketer M01 amounts to 0, then the value
of inputting raw data is also worth 0. For the input of the P12 crite-
rion is based on the average achievement of visits to the number of
customers handled. If the marketer M01, the visit is 0, the raw data
input value is also 0. And for the parameter P13, based on the level
of productivity. If the Marketer M01 has a productivity value of 0,
the raw data input is also 0.

For parameter P14 itself, raw value input is based on the number
of HD products that can be sold in each month. For example, a
Marketer M01 is able to sell 120 HD products, so the raw data input
value is also 120. As for the Marketer M01’s P15, the value of raw
data input is based on the amount of cooperation that can be built by
the relevant marketer. If Marketer M01 does not get a cooperative
relationship with any customer, then the raw data input value is 0.
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Table 1: Selected Parameters

Code Parameter Reference
P01 Education [39]
P02 Verbalization idea [39][40][41]
P03 Reasoning and real solution [39]
P04 Concentration [39][40][41][42]
P05 Creativity of imagination [39]
P06 Anticipation [39]
P07 Years of service [39][43]
P08 Accuracy and responsibility [39]
P09 Behaviour [39]
P10 Work achievement [39][40][43]
P11 Vitality and planer [39][40][41]
P12 Discipline [39]
P13 Attitude toward company [40]
P14 Quantity of work [40]
P15 Work setting [40][41]
P16 Reliable [40]
P17 Competitive [41]

Figure 2: Membership Functions for Parameter 1

Figure 3: Membership Function for Goodness of Parameter 1

Then for parameter P16, raw data input is based on the number
of new HD Center additions. If the Marketer M01 cannot get the
addition of a new HD Center, then the raw data input value is 0.

And finally for the parameter P17, the raw data input value is based
on the marketer’s ability to reduce the number of machines installed
at the customers they have. For example, Marketer M01 cannot
reduce the number of competitor machines installed on the customer
he is handling, so the raw data input value is 0. Likewise for raw
data input on other marketers, the data input process is the same as
inputting the Marketer M01’s raw data.

Next we can see in Table 2, an example of the data of 21 mar-
keters that we will use as a sample calculation of FL and PM values.
The processing of raw data from each marketer is presented here-
inafter to be inputted to FL which then produces output which will
be inputted to the PM method.

Table 2: Sample Data of Marketers

Marketer P01 P02 ... P16 P17
M01 2 2 ... 0 0
M02 2 4 ... 0 0

... ... ... ... ... ...
M20 2 2 ... 0 0
M21 2 10 ... 0 0

The first step is to determine the polar interpolation of this value,
then proceed to determine the center of gravity with the following
formula. Equation (5) is a formula for determining linear inter-
polation of marketer criteria. Also equation (6) is a formula for
determining Central of Gravity (CoG) on marketer’s criteria.

Y = Y0 + (X − X0)
Y1 − Y0
X1 − X0

(5)

CoG =

∑
(Fot)(FGrade)∑

(Fot)
(6)

We see fuzzy calculations for the Education criteria for Mar-
keters with the M01 code. Numeric values in the basic rules will
be processed to get the value of Y(S 1). Through the description
of Figure 1 we get the input for Y0 is 1, Y1 is 0, X is 2, X0 is
2 and X1 is 3, so after being entered into equation (5) following
Y(S 1) = 1 + (2 − 2)(0 − 1)/(3 − 2) the result is 1. After the Edu-
cation criteria interpolation results are obtained, then adjusted to
rules 1 and adjust fuzzy interpolation input with Table 3, ElS EIF
Edu is 1 T HEN Goodness is 1. Then the CoG value is determined
according to equation (6), CoG = ((1 ∗ 3) + (1 ∗ 3))/(1 + 1) so that
the value obtained is 3.

Next we look at fuzzy calculations for the Verbalization Idea
criteria on Marketers with the M01 code. Numeric values in the
basic rules will be processed to get the value Y(K). Through the
description of Figure 3 we get the input for Y0 is 1, Y1 is worth 1, X
is worth 2, X0 is worth 5, and X1 is worth 10, so after it is entered
into equation (5) following Y(K) = 1 + (2 − 5)(1 − 1)/(10 − 5) the
result is 1.

After interpolation results obtained by the Verbalization Idea
criteria, then adjusted to AF 02 rules and adjusting fuzzy inter-
polation input with Table 3, IF (VI is 1) T HEN Goodness is
1. Then the CoG value is determined according to equation (6),
CoG = ((1 ∗ 1) + (1 ∗ 1))/(1 + 1) so that the value obtained is 1.
Henceforth we do the same steps in the sample data Table 2. by
following the calculation method of P1 and P2 on Marketer M01.
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After the calculation is done for all criteria and marketers, the overall
results can be seen in Table 3.

Table 3: Result of FL Process

Marketer P01 P02 ... P16 P17
M01 3.0 1.0 ... 1.0 1.0
M02 3.0 1.0 ... 1.0 1.0

... ... ... ... ... ...
M20 3.0 1.0 ... 1.0 1.0
M21 3.0 3.0 ... 1.0 1.0

4.2 The Result Applied to Medical Company

After the fuzzy value is determined, the next aspect is divided into
two groups, Core Factor (CF) and Secondary Factor (S F) as in Ta-
ble 4. CF is the main factor in determining the assessment process
that can produce optimal performance, while S F is a secondary or
supporting factor in addition to factors in the main criteria [36]-[37].

Table 4: Assessment Aspects

Core Factor Secondary Factor
Accuracy and responsibility Work achievement

Education
Concentration
Quantity of work
Reliable

Verbalization idea Reasoning and real solution
Creativity of imagination
Anticipation
Vitality and planner
Competitive

Attitude toward company Years of service
Behaviour
Discipline
Work setting

Table 5: Calculation of GAP Value for Each Parameter

Marketer P01 P02 ... P16 P17
M01 3.0 1.0 ... 1.0 1.0
M02 3.0 1.0 ... 1.0 1.0

... ... ... ... ... ...
M20 3.0 1.0 ... 1.0 1.0
M21 3.0 3.0 ... 1.0 1.0

GAP 3.0 3.0 ... 3.0 3.0

M01 0.0 -2.0 ... -2.0 -2.0
M02 0.0 -2.0 ... -2.0 -2.0

... ... ... ... ... ...
M20 0.0 -2.0 ... -2.0 -2.0
M21 0.0 0.0 ... -2.0 -2.0

After classifying CF and S F, the next step is to determine the

gap value for each criterion based on equation (2). Where we can
see an example of determining the Gap value for M01 marketers in
the Education criteria column, 3 minus the gap value 3 (the standard
ideal value in the Education criteria) the result is 0. With the overall
marketer’s results can be seen in Table 5. After the gap value is
obtained, the weight value is determined based on the provisions
in Table 1. With each employee there is a weight value table [44],
which looks like in Table 6. After the difference results are obtained,
each aspect is grouped into 2 groups, namely by determining the
value of CF and S F [44]. How to calculate the average value ac-
cording to equation (3) and equation (4) so that the results obtained
are as in Table 7 and Table 8.

Table 6: Weight for each Parameter

Marketer P01 P02 ... P16 P17
M01 5.0 3.5 ... 3.5 3.5
M02 5.0 3.5 ... 3.5 3.5

... ... ... ... ... ...
M20 5.0 3.5 ... 3.5 3.5
M21 5.0 0.0 ... 3.5 3.5

Table 7: CF Value

Marketer VI AR Atc CF
M01 3.50 2.00 3.50 3.00
M02 3.50 4.00 3.50 3.67

... ... ... ... ...
M20 3.50 1.00 3.50 2.67
M21 0.00 3.50 3.50 1.75

Table 8: SF Value

Marketer P01 P02 ... P16 P17 SF
M01 5.0 3.5 ... 3.5 3.5 3.25
M02 5.0 3.5 ... 3.5 3.5 2.64

... ... ... ... ... ... ...
M20 5.0 3.5 ... 3.5 3.5 2.79
M21 5.0 0.0 ... 3.5 3.5 3.29

Table 9: Ranking for each Marketer

Marketer CF SF N (a, n) Ranking
M01 3.00 3.25 3.10 5
M02 3.67 2.64 3.26 4
M03 0.17 3.15 1.36 21

... ... ... ... ...
M09 3.67 3.61 3.65 1

... ... ... ... ...
M20 2.67 2.79 2.72 8
M21 1.75 3.29 2.37 14

Calculation of the total value of each marketer is obtained based
on equation (5) with the percentage of CF is 65% and the percentage
of SF is 45%. The total value itself is a ranking of each marketer in
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a certain position [37], as shown in Table 9. In addition, for more
details, we can see the value of marketer ranking through Figure
4. It can be seen on the graph that the highest value achieved by
Marketer M09 is ranked first with a ranking value of 3.65, while the
lowest value can be seen obtained by Marketer M03 with a rating
of 1.36. The result of marketer ranking is new idea to see marketer
objectively. Then, the company can take a proper decision to give a
reward.

Figure 4: Marketers’ SF Value Charts

5 Conclusion and Furtherworks

A generic DSM for determining the best marketer of particular
medical equipment distributor company based on main methods FL
and PM was methodically developed. Seventeen verified-selected
parameters considered in the model; where they were scientifically
adopted from five scientific manuscripts. The model is a novel
model that is able to enrich the knowledge domain of computer
science. Also, the study result can be functioned as a formal proce-
dure in evaluating the employees’ performance generally. Thus it
contributes to the real world practically.

In addition, the application of FL and PM methods is very useful
in determining the value of marketer ranking. Because the level
of accuracy of the FL method is able to minimize the value of
ambiguity, so the expected final results will be more accurate and
rational. The model is very useful in helping top-level decision mak-
ing. Because here the top-level is required to be more professional
by putting aside feelings and assumptions in deciding something.
Through the results of research that have been obtained, top-level
companies where research is conducted can make decisions more
quickly and effectively when determining who has the right to be-
come a Top-Marketer of the company. So that with this also doubts
can be minimized and can reduce mental burdens or mistakes that
may be more dominated by the feeling element.

Finally, new parameters should be taken in to account for next
study (e.g. communication skill, informal education, etc.). To do
so, the deep literature study is possibly to conduct. And also, for
implementing other methods is still open to conduct (e.g. optimiza-
tion method, simple additive weighting, etc.). The proper and more
detail methods implementation is able to make the model more
reliable and fruitful scientifically.
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