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B (TO A) TO U MARKET

Customer chain

Users methods of payment

(V)

Related services

Suppliers of the final users
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Final user subscription and payback by the integrator to the
supplier
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BTOA (TO U) MARKET

Customer chain B to A (to U)

Users methods of payment No direct payment by the users

L) Financed by tax Financed by ads
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carrier...) citybikes
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Safran



BRAND VISIBILITY INB TO B
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MAIN FACTORS EXPLAINING THE
BRAND “PRINTABILITY"ONAB TOB
PRODUCT
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FACTORS EXPLAINING THE BRAND
VISIBILITY FOR THE FINAL USER
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BRAND VISIBILITY ON THE EQUIPMENT: A
KEY ELEMENT TO STRENGTHEN THE
LOBBYING STRATEGY?

Mass-Communication Event communication, PR,
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Equipmentbrand Corporate communication
visibility
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MAIN TARGETS OF A LOBBYING
ACTIONS
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Intermediary targets

Lobbying actions
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LOBBYING TECHNIQUES
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