Introduction:
In recent years, celebrity culture has created new dynamics and developments in the cultural and political atmosphere of Iran. On the optimistic side, the civic capacities of celebrities and their mediating role in restoring the relations between the state and the nation are generally taken into consideration, and in a pessimistic way, the potentials of celebrity culture in keeping the audience away from important priorities, spreading consumerism and creating disruption in the cultural and political system are pointed out. In this article, while identifying the types of celebrities in Iran, to examine the interaction between celebrities. We seek to show the place of celebrities in the public opinion of the society and specifically in the mutual relations with the people and to present a compact picture of the discourses around celebrities in the daily Iranian culture. The main questions are: What are the types of Iranian celebrities and what are their dynamics? What is the process between celebrities and their audience and with what strategies?
Methodology:
In this research, we read virtual texts (examining Instagram, YouTube and Twitter (X) pages of celebrities and microcelebrities) as well as media texts including all kinds of talk-oriented programs available on TV and Internet, various official and unofficial programs and news about the lives of celebrities and the opinions and reactions of their audience, which were included as comments. We also conducted a systematic review of previous researches that had partially investigated celebrities in terms of their actions and with audiences and we use their findings to complement the findings obtained from our textual studies. In both the textual and documentary parts, we analyzed the data with thematic analysis. An effort was made to establish a balance between concepts arising from previous theories and researches and inductive concepts.
Research findings:

In this research, all kinds of Iranian celebrities including bloggers of lifestyle, mother and child, beauty, fashion style, food bloggers, humor, travel, blogger-teachers, medical, academic and political bloggers were identified with all their characteristics. Also, in this research, we aimed to show how judgments and attitudes about old and new celebrities arise through the process of their interaction with their audiences in their daily lives. Through "influence management", we see themes such as "originality", "intellectualism", "creating controversy" and "linking with political and economic power". They use solutions such as boasting, making themselves aura, self-deprecating, changing roles, getting aura from accepted people and even entering the role of a social agent. But how the audience tries to accompany them based on their own interests and in many cases disrupt their implementation is also very important.
Through the "identification" process, themes such as "lifestyle", "education and activism" and even "celebrity worship" are created. It seems that lifestyle is the biggest area of ​​​​celebrity influence on the audience, and compared to other areas, the audience experiences a one-sided relationship and relatively lack of criticism with celebrities in this area. In spite of this, although the audience ultimately needs identification through celebrities, but she is aware and tries to follow the example of celebrities in positive cases and as long as her interests and the society are not endangered. In cases where the Iranian audience discovers the connection between the celebrity and the centers of power, they read her and her actions in a oppositional way. Also, in unacceptable cases and especially when celebrities intend to consider themselves as intellectuals of the society and even in some cases when they want to appear in the role of a social hero, audiences reject them as a reference group. They find better alternatives and therefore we always see "relative acceptability of celebrity". Seeking refuge in celebrities is for reasons such as finding an identity, getting rid of everyday life, enjoying mental fantasies, gaining the way and customs of a privileged and luxurious life, and becoming a celebrity and enjoying its social and economic benefits.
The path to becoming a celebrity is smooth and audiences and even people from other fields (science and politics) can join it. Despite this, the incompatibility of some fields with the nature of celebrity has created many challenges. The joining of different people to the celebrity culture has created the phenomenon of microcelebrity with all the mentioned types, which are often done with the motive of becoming a traditional celebrity and maintaining all its benefits. In other words, the Iranian celebrity, like her audience, is concerned about showing distinction. Audiences have also realized that in an era when family authenticity, which in Iranian society was defined by having financial wealth and having all kinds of power, can be created through a virtual space and the field of celebrity, celebrities are a good role model. Therefore, despite the audience's secret hatred towards celebrities, which reminds him of his failures, he always imitates celebrities and especially microcelebrities. There is a fierce competition to show one's originality and innovation to accompany the audience among the types of traditional celebrities and new celebrities with all its types, and so we witness the convergence between celebrity and microcelebrity, and their borrowing from each other.
Conclusion:

It seems that Iranian celebrities are one of the social forces that have become more important in recent years, if they can ignore some of their showy and consumer characteristics and bear part of the burden of social responsibilities, from the point of view of the Iranian society, they will be more acceptable. In addition, by comparing the findings and the background of research in other countries, the lack of work in the social responsibility sector and the vacuum of activities of Iranian celebrities in the transnational arena are clearly visible.
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