SOCIAL BUSINESS

OPTIMISING ENGAGEMENT AND INTERACTION BY PLATFORM .
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BEST TIMES TO POST ON
SOCIAL MEDIA BY SELECTED
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PRIMARY AIM OF MARKETING USING SOCIAL MEDIA
PERCENTAGE OF BUSINESS-TO-BUSINESS (B2B) AND BUSINESS-TO-CONSUMER (B2C) MARKETERS THAT RATED THE FOLLOWING THEIR
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SOCIAL MEDIA PLATFORMS IN ORDER OF POPULARITY IN MARKETING
PERCENTAGE OF B2B AND B2C MARKETERS THAT USE THE FOLLOWING PLATFORMS
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