ReaderTT.config = {"pagecount":28,"title":"Stratégies Marketing BtoB sur les réseaux sociaux","author":"lboutaleb","subject":"","keywords":"","creator":"Impress","producer":"LibreOffice 7.2","creationdate":"D:20220626220149Z'","moddate":"","trapped":"","fileName":"document.pdf","bounds":[[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825],[1100,825]],"bookmarks":[{"title":"","page":1,"zoom":"XYZ 0 825 0"},{"title":"Contexte : La Révolution Numérique","page":2,"zoom":"XYZ 0 825 0"},{"title":"Contexte: La Révolution Numérique","page":3,"zoom":"XYZ 0 825 0"},{"title":"Contexte : Mutation du comportement du client\u2026B2B","page":4,"zoom":"XYZ 0 825 0"},{"title":"Slide 5","page":5,"zoom":"XYZ 0 825 0"},{"title":"Profil de l\u2019Acheteur B2B du 21ème siècle","page":6,"zoom":"XYZ 0 825 0"},{"title":"Problématique des entreprises B2B sur les médias sociaux","page":7,"zoom":"XYZ 0 825 0"},{"title":"Les médias sociaux répondent aux principales tendances du Mark","page":8,"zoom":"XYZ 0 825 0"},{"title":"Partie II : Etude Quantitative","page":9,"zoom":"XYZ 0 825 0"},{"title":"Objectifs et Méthodologie","page":10,"zoom":"XYZ 0 825 0"},{"title":"Limites de l\u2019Etude","page":11,"zoom":"XYZ 0 825 0"},{"title":"Résultats : Analyse des différence source de génération de lead","page":12,"zoom":"XYZ 0 825 0"},{"title":"Résultats : Analyse des différence source de génération de lead (2)","page":13,"zoom":"XYZ 0 825 0"},{"title":"Résultats : Entreprises B2B et Médias Sociaux : Enjeux, Usages,","page":14,"zoom":"XYZ 0 825 0"},{"title":"Résultats : Entreprises B2B et Médias Sociaux : Enjeux, Usages, (2)","page":15,"zoom":"XYZ 0 825 0"},{"title":"Résultats : Entreprises B2B et Médias Sociaux : Enjeux, Usages, (3)","page":16,"zoom":"XYZ 0 825 0"},{"title":"Résultats : Entreprises B2B et Médias Sociaux : Organisations,","page":17,"zoom":"XYZ 0 825 0"},{"title":"Résultats : Entreprises B2B et Médias Sociaux : Organisations, (2)","page":18,"zoom":"XYZ 0 825 0"},{"title":"Résultats : Entreprises B2B et Médias Sociaux : Investissements","page":19,"zoom":"XYZ 0 825 0"},{"title":"Principales Conclusions de l\u2019Etude","page":20,"zoom":"XYZ 0 825 0"},{"title":"Partie III : Recommandations stratégiques pour intégrer les méd","page":21,"zoom":"XYZ 0 825 0"},{"title":"Reco 1: Comprendre les fondements d\u2019une stratégie de Social Mar","page":22,"zoom":"XYZ 0 825 0"},{"title":"Reco 2: Intégrer les médias sociaux dans la chaîne globale du m","page":23,"zoom":"XYZ 0 825 0"},{"title":"Reco 3: Trouver l\u2019équilibre parfait entre Outbound Marketing et","page":24,"zoom":"XYZ 0 825 0"},{"title":"Reco 4 : Mettre en place un processus de lead management de bou","page":25,"zoom":"XYZ 0 825 0"},{"title":"Reco 5 : Maîtriser les aspects organisationnels","page":26,"zoom":"XYZ 0 825 0"},{"title":"Slide 27","page":27,"zoom":"XYZ 0 825 0"},{"title":"Slide 28","page":28,"zoom":"XYZ 0 825 0"}],"thumbnailType":"jpg","pageType":"html","pageLabels":[]};
