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Creating and Delivering Client Value

Pilotage de la Relation Digitale avec une solution de
Web Analytics et ROl des Réseaux Sociaux.

- IBM Smarter Commerce
- Pourquoi Parler des Réseaux Sociaux ?
- Quelles strategies mettre en ceuvre ?

- Pour quels Genres de Résultats?
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IBM devient un Acteur Majeur du “Social Business”
metrics

Social ROl and
Conversions

Social Listening,
Sentiment &
Customer Service

metrics

An IBM Company
m®

metrics Understand

An IBM Campany

Competitive
Comparison &

St g
(LA  Benchmarking
Animer la Relation Digitale
Identifier les Véritables Influenceurs
Comprendre la Valeur des User Generated Contents
Tester et Péreniser les Initiatives qui Marchent
Suivre et Analyser la Performance
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Le Web devient un Réseau de Personnes ...

/J’ai 10,000 fans et

je peux les i - - .‘:Ia' regl;fune :
convaincre que | ~-':""-'--‘th Bt Bl S - - MEITieure o rehe.t 1€ o B
votre produit est "-1-4'. " NN ————  ne vais pas choisir .
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génial s » : 3
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Je mets toujours J aime recevoir des
des avis positifs promotions en

quand je suis . rapport avec ce que
content d’un produit j’aime, sinon je
\_ ou service . \_ n'achete pas )
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. et Souhaitent étre Reconnues et Bien Servies!

Aujourd’hui, les clients s'attendent a une expérience
cohérente et pertinente a travers de multiples canaux
et différentes sessions

© M
— ublicitaire

Naturellegl®
Estretourne via u

Est revenu sur le site

Recherch:

Pavante Flitk SUF annonce via recharche
’ Est arrivé Arepondua illustres, naturels, a entréun
directerment sur le un lien sur A selectionneg un code promo et a
ArEEhrEhE site et a acheté un newsletter produitrecommande acheté
uneTVHD lecteur Blu-Ray pour une surle site
promo T

sur Google
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TOUT LE MONDE PARLE DES RESEAUX SOCIAUX !l

facebook 'F |

* 500M+ Active Users * 100M+ Registered Users

* 50%+ Login per Day * 41% tweet regularly
« 200M access via Mobile » 37% tweet via Mobil

. o Of users between » 449 of users between 18-34
* 57% Female * 53% Female
e 70% of users are outside of U.S. » 60% of users are outside of U.S.

Sources:

Facebook.com Press Room

Exact Target/eConsultancy Marketing Survey, 2010
PalatnikFactor.com, Twitter Demographic Report
iStrategylLabs, Facebook Demographics & Statistics Report

9 © 2011 IBM Corporation



* En 2009, 16% des equipes
Marketing mesuraient le ROIL

*56% des sociétes disaient
vouloir augmenter les ventes
grace aux réseaux sociaux mais
seulement 24% suivaient
réellement cette métrique?

a I
Rapide,
Pas cher,
Pouvant rapporter gros...
Mais déconnectées!

- /

10

Professionals Worldwide Who Measure the ROI of
Their Social Media* Programs, August 2009 (% of
respondents)

Do ot
madsure ROI

Note: *includes blogs, chat, discussion boards, microblogs, podcasts,
ratings, social netwarks, vdea-shanng, wikis, efc.

Source: Mzinga and Babson Executive Education, "Social Software in
Business, " September 8 2009

108743 weoared e arketer. com

Source: eMarketer

1. Mzinga and Babson Executive Education, “Social Software in Business,” September 8, 2009
2. Chris Pirillo, “Social Media Statistics,” Feb 2010
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Nous Sommes dans I'Ere du Client Roi ...

< Lesclientsont maintenant Les réseaux sociaux et le Looatienieodesclientsen

L L
I . I
Cunaccésillimité a - commerce mohileont - terme de service, de prix et
! l'information et peuvent E considérablement changé - ! de livraison sont en plein JfﬂfE_'ng'E le
E instantanémentla partager E dynamigue entre ['acheteur E essor, maintenant ou
E avec le monde entier p et le vendeur, E passez aautre
I ! I
| ' | chose!
: L

"

155 millions 75% 93 milliardsde $

Mombre de tweetsenvoyesvia Pourcentage de personnes qui Montant desventes manguées due aux
Twitter chague jour pensentque lesentreprises ne disent  de ruptures de stocks dans lesinventaires
paslaverite dans les publicites
11 © 2011 IBM Corporation



. Avec le Pouvoir de Convertir ou de Nuire.

Avoir une image complete des interactions de chaque
personne avec vos produits et services

Social & Mobile LIVE Profile
_‘ Un profil du com portement A Systemes
(1] Tube de chague visiteur ] d'enregistrements
acebuo

* Robuste entrepot de
donnees Com portementales

O Interactions

C— 'moff line

ﬂ mysp ace.

Sources deTrafic

@o._,

Historique du compoltement
du visiteur surle site

spattribution Marketing
s Produits wisualisés, Panier,
Comim ande, Abandon
= Contenu, Cheminem ent, Ségquence
= Evanem ents Business
= Segments
s Affinité des produits {notation)

Attributs Clients

* Comportem ent

* Lem ographie

* Donnees CRM

* Statuts des programm es de fidéelité
s Lifetime Yalue

= Scoring

* otc,..
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Des lors, la Stratégie Devient plus Simple ...

w + :m' ' l . +

Profils Web Analytics E:I:ﬁcuﬁlec:p du

Consommateurs arketing
Digital

Une experience precise et pertinente tout au long du cycle de vie
digital de chaque client.

© 2011 IBM Corporation



... En Combinant les Différents Silos Marketing!

Link offline with online behavior

Benchmark performance
against peers and

[ Social Sites % of Site Traffic

Sy 4 0.40% * vour ste AvgOny
L 1.04% * ys s Avg Oy
«57.92% avg Dirarencanay
e
i Bl 0.40% * vour 2 agoay

L 0.90% = Apcarsl Avg Doy

54 42“'- avg DifarencaDay
Lllmmﬂ ’ a

\

Understand web site and

marketing program performance

to build customer profiles

Measure social ROl relative to
other digital marketing efforts

.

14

et s
- oo

o —
i oting Impresann Impact e pre—
. re— ™ T

Gain a more complete understanding of the
downstream impact of marketing efforts

' v [v] v v ‘
Term | Tweet Count - Feed Name

H O+  fumiue 17

E' * ashiey 2

M #® chocolate 2

F ® g 2

B # #busyday 1

H = n 1

+  abergic 1 -

\.Z J

Track and segment customer
behavior over time

r

o RN oo o
Unigue Visitors Unique Visitors Unigque Visitors
34,215 17,034 6,375
(22.0%) (11.0%) (4.1%)
Days to Reach Days to Reach Days to Reach
32.4 43.9 111.2
Sessions to Reach Sessions to Reach Sessions to Reach
3.8 5.9 13.8
L+ More Metrics # More Metrics H More Metrics J

©

2011 IBM Corporation



Pour Maitriser Enfin et Partout la Relation Digitale.

Measure and track interactions

from social channels

- Torm | Tweet E]c.oum" Feed Name
B + fumiue 17
[¥] #®  ashiey 2
[¥] #  chocolate 2
B = den 2
B # #ousycay 1
EH = 1 1
M *  asergic 1

7

Analyze the downstream
impact of social media
impressions

e —

facebook

14

Facebook helps you connect and share with
‘the people in your life.

Optimize social presence
& Corporate communication

Track online behaviors for
visitors from social sites

[ Social Sites % of Site Traffic )
NMTNA 4 0.40% * vour ste AvgOny
L 1.04% ® us el A Oy
II.lmll «57.92% avg DifwrsncaDay
~ S ™ 0.40% * vour Sk AwgOay

L 0.90% = Apcarsl Ay Dy

-r4 42“" Awp DiforencaDay
Llllll“lilj ’ a

.

Execute social campaigns and
measure ROI relative to other
digital marketing efforts

Koﬂﬂ Products 1
[ Paricd 11/28/2010- 1/1/2001 [l 7! |
ARRS NN -]
Chart
Table
] a. e #4 1  ofwe Go b N
B
Social Site Product Rame
[~ Faoboos 14 WHTE GOLD RING ACUAMARINE {1173 CT, T.W,) AND DLAMOND ACCENT
Facabosk MICHARL MICHASL KORS HANDBAD LARGE MAMILTON CHAM TOTE WITH SILVIR MARDWARE
= ShopStyle KENNETH COLE REACTION COAT LONG SLEEVE WITH FALI FUR HOCO
= Facebock LE VIAN 14K GOLD RING CHOCOUATE CLAMOND (14 CT. T W | AND WHITE DIAMOND PAVE (18
Lﬂ Fambook KERMETH COLE REACTION COAT LONG SLEEVE WITH FALD FUR HOGD J
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Les Réseaux Sociaux ne sont pas gu’une Source de
Traffic, mais une Source de Connaissance et de Revenul!

. Les visiteurs
provenant des
réseaux sociaux sont
plus prompts a
convertir que les
visiteurs des autres
canaux Marketing.

16 © 2011 IBM Corporation



Il Faut Etre Capable d’Ecouter et de Comprendre ...

3 site Toggle v = @ Coremetrics Dashboard

Core metrics | Social

Social Brand Conversations

& My Profile | ? Help | 3_ Support | *I Log Cut
Welcome, Jane Doe

x

Surier 3¢ || [ Facebook

A“

! \E Twitter Conversations

- jeff_noethen I'm attending Coremetrics' webinar on Mobile
| Analytics on 86 httpYbit. ly/cREskY #measure
|

g = days agn

JLReed @coremetrics I'm testing your beta release, vastly
improved!
F'days ago

Facebook

bobbystopholes BT @lauraheber: anybody else just get an email
confirming #coresummit registration in Fort Worth? #coremetrics
S days ago

OFiter 53 |

Chris Martiniak virgin Atlantic selects Caremetrics for web analytics. T love
Wirgin! Cool deal,
Yesterday at 12:33pm

Boaz Ronkin NEW STUDY from @coremetrics: How marketers invest in

and #rmeasure ROT bttpe kit y bB3oWewa

NEW STUDY: How marketers are investing in Faceboole ar
measuring ROI + The Metric System

bty

Fecently, Rob Brosnan [@brosnara) from Seton Hall University
and I (i@boazronkin] hosted a webinar about using social media
anahytics to measure Facebook ROI (return onvinwestmentl,

& 2pril & at 1:3d4pm

laurahebert @@ coremetrics Mo worries! Figured that was the case
but was struck by a momentary panic that I'd booked a trip to the
werang city o)

John Squire It was great to see <o many of the Coremetrics dientz on the
East Coast last week, We did spend_quite_a hit of time discussing how best s

] Ll
Mar 28, 2010

I
18, 2010

| B Twitter Tweets

200

T T T T

2010

E 1 5 T
Apr 7, =010 Aprlz)

QuFiter 32 |

7 Y

200

—— i

~

201 Tweets - Apr 6, 2010

- 2 standard deviations

|
|

[E3 Facebook Fan Posts

Urer 5% |

ZNL N

15

30 i ‘%wm
T /\/ N\~
N Wy

T

N

Post - Apr 4, 2010

- 2 standard deviations

|
|
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P I Effi ité d s .
our Mesurer 'Efficacité des Reseaux Sociaux ...
Social Conversions Report Options
Period | 1/23/2011-1/29/2011 ﬂﬁ ‘
e =9
* Chart
" G Metric: | Sessions o st
241K % . facebook.com
22K
S0k ® Q shopstyle.com
18k X D answers.yahoo.com
16K
B yak ® B blog.materialgirlcollaction.com
=]
S 12K x g api.shopstyle.com
10K »
=18 Referral Name: answers.yahoo.com X . printable-coupons.blogspat.com
5K Secmes ol ekl ® Q community.thenest.com
4K [ -
2K r l‘: x . twitter.com
|
_JEE___ % e e
faceboak.com answers.yahoo.com apishepstyle.com cammunity thenest.com sfbay.craigslist.org Q 24 i g2
shopstylz.com blog.materialgirlcallection.com  printable-coupo...blogspet.com twitter.com farums.th..not.com X ﬁ forums.theknot.com
Referral Name
~ Table
"\FindinTabIe Q-:’ 9 - 4 _l infﬂ- Go F W Total = 725 Rows Rows per page | ililn
lw| vl vl vl -I'-i (w! lwl (wl Sales Orders: &
= Referral Name ~ | Sessions ~  Eventz. P Views Sales  Orders  Avel Order Value
° age : i 7 =tk 7 €=k 5
. facebook.com 23840 B86 95378 |s22 41449 238 9579 | s33987.01 234
E shopstyle.com 19089 322 TR 7TB4 59.138:80 102 589.58 | 521,230.50 198
¥ answers.yahoo, com 3,449 11 12318 | sto030 1 5100.30 $450.18 5
= blog.materialgitlesllection.com 1778 11 10948 546,93 # 523,47 548,93 ‘2
[+ api shopstyle.com 1481 58 4165 | s1.290.74 16 580,87 | 'S1.578.67 2
i printable-coupons blogspot.com 551 11 2,384 535985 2 517953 §1.,008.11 a
cormmunity thenest.cam 519 i 982 50.00 a = SE71.92 1
H twitter.com ATT 2 1,088 5147.85 3 54833 5147.95 3
=] sfbay, caigslist.org 405 3 830 5000 0 = 3000 0 =
-

18
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Ainsi Que Celle des Campagnes Publicitaires.

@ Coremetrics Social 7 Help] ® Feedback | ® Support| me ] Looout

Coremetrics | Coremetrics Social™
e Welcome, biomz{coremetrics.com

Business Unit: ]
Social Impressions Impact | Reportoptions
Sacial Metrics ' '
Facebook o | Period | 11/28/2010-1/1/2011 “@
Twitter G = @
Social Site Referrals
Social Impressions Impact ¥ Fable =
B  Find in Table a @ 41 of100 Go » W Total = 10000 Rows  Rows perpage | 100 |L0)
Social Impression Engagement =) N O pressions © CICk-ThrOugh ™ Sales Y. Page Views ¥  Events ¥ |4
Rate {IMP]90|Avg) {IMP[S0|Avg) {IMP|20|Avg)
@ MEDIAEDGE > B3 > Retargeting > Women's Fragrance 4,072,087 0.00% 1,563,188 15| 8433963 92,148  |=
[¥] MEDIAEDGE * MSytleLab = Continuity > B3 3,965,247 0.08% £1,231,887.07] 3,198,855 85,142
E MEDIAEDGE = CorporateGift > B3 = Yehoo 8,803,781 0.04% $487 858,58 1,355,583 24282 ~
[¥] MEDIAEDGE * B3 » Retargsting > Men's Fragrance 27977389 0.00% 5458,957 09 1,788,730 24,604
@ MEDIAEDGE > MSitleLab > Continuity > Glam 8,119,854 002% $159,291.03 724,823 9,314
J MEDIAEDGE * B3 > Retargeting > Women'sCoats 1,929,114 0.01% 597,311 84 393,840 5318
D MEDIAEDGE = B2 > Retargeting = MensCoats 1,887,208 0.03% 58282213 388,350 4,581
O MEDIAEDGE » B3 > Retargeting > All Jewelny 1,927,027 0.00% 387,354 47) 377,485 4877
D IMEDIAEDGE > B3 > Retargeting > All Watches 1,207,213 0.02% $82 673.04] 247,108 4197
J MEDIAEDGE = MSytleLak = Continuity = Conds 1,782,831 0.13% 57343281 375,830 4,288
D MEDIAEDGE = MSytleLab > Continuity > Alloy 3,451,850 0.08% $58,792.85| 338,332 3,412
O MEDIAEDGE » B3 > Retargeting > ChildrensCoats 897.077 0.00% 554,470.33) 225,792 2,842
D MEDIAEDGE > MSitleLab > Continuity > Gaia 3,192 257 0.35% 512,128 84 B4 724 653
[l MEDIAEDGE > CorporateGift > B3 = Woddoree 88,389 0.08% 58 031.75 22,394 472
] MEDIAEDGE > MSytleLab = Continuity > ACL 44,378 4 70% $4,380.63 21,094 238
[l MEDIAEDGE * CorporateGift > B3 > Salesforce 26,708 0.32% 5848 96| 2,539 7
] MEDIAEDGE > CorporateGift > B3 = Incentive 1,144 282% 3486899 433 ag || |
1 MACTUATTWIC = 1 o L i A5G a9 |7
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Il Faut Suivre Les Tendances Mobile et Favoriser
les Interactions Souhaitées par les Mobinautes

4 )
10
® =t L R

Mobile seront
plus de 1 Millard
a la fin 2011.

© 2011 IBM Corporation



Comprendre Quel Couple Réseau Social / Mobile

est le Plus Efficace ...

21

Core metrics | Coremetrics Soctal™

Business Unit:

& Coremetrics Social

Social Metrics

Facebook

Twitter

Social Site Referrals
Social Conversions
Social Events

Social Mobile Devices

Period | 11/28/2010-1/1/2011 u@

@ Filter Apphed...

o= 9

Social Engagement
Social Products

Social Geos
Social Mobile Devices

Social Impressions Impact

» Chart
+* Table
_ Find in Table a. @ “ 41 |of5 | GO B W Total = 487 |
S Social Site Ewvent Hame - Unigque Visitors 4 ! Sales !- Average Order Vﬂhje-!ll
= ShopStyle APPLE IPAD 1872 5376348 512441
[+ Faceboaok ANDROID 1,378 528958 5382.98
[+ ShopStyle APFLE IFOD TOUCH eca S14418 54508
= ShopStyle APPLE IPHONE 591 S7E4 47 S180.89
[ Faoehook AFFLE IPAD 575 5542 .91 5108.58
| Facebook AFPFLE IPHONE 529 521488 521488
| Faceboak APFLE IPOD TOUCH 425 $0.00 -
] Answers.Yahoo  APFLE IFOD TOUCH a1 50.00 =
| Eotetk HTC 9292 204 S148.97 7349
O Facebook HTC ADRS200 212 50.00 -
il ShopStyle ANDROID 210 $501.98 510040
| Answers.Yahoo  APPLE IPHONE 1985 50,00 =
| Craigslist AFPLE IPHONE 185 50.00 =
1 Craigslist APPLE IPAD 153 30.00 -
] Facebook SAMSUNG SGH-TI59 149 S0.00 o
O Faocebook RIM BLACKBERRY 144 50.00 =
O Facehook HTC ESFRESS0 118 50.00 =
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ldéalement Benchmarker Son “Social Business”

Social Sites % of Site Traffic Social Sites % of Sales Social Sites Average Page Views
Diac 2010 Dec 2010 Diac 2010
J'\f’\ﬂ\ | M
A~ ?g?l"?ﬂ - i B ey MMM& 0.16% ® voursie AvgDay ~ ALl Y 7.38 ™ Your ste AvgDay
A\t R — . fl | e
! ou US:Retall Avg/Day N 0_73% " |js:Retall Avg/Day 4,60 US:Retail Avg/Day
||||"|||||||||||||III||||| -57.92% Avg Difference/Day gl -78.03% Avg Difference/Day |||||||"I"||II.|"""|I| +62.19% Awg Difference/Day
(A .
VAN 0.40% ® vors | L J) -
i ! o ™ Your Site Avg/iDa i A ! 7.38 ® vour site AvgiDa
s \fLL 0.90% ™ apparel & gD 5‘ i K/k e 08 - VN i 5.29 " apparel Mg:gDavy
; pparel Avg/Day G JI A 0 51{}, . ; (Day
— i 0 ° Apparel Avg/Da
II i | -54.42% Avg Difference/Day o 5 v .|||..|||..I. III|||"I| .l +41.37% Awg DifferenceDay
|I||"||""""" ”"l ||"|"|"""|""|||""| -71.69 /a Avg Difference/Day
Social Sites Sessions Social Sites Conversion Rate
Dec 2010 Dec 2010
Compara = A Pamantis Compars Your Sita [ ] Ay Percantila
Facabeok — (.F4B%  -B3T7% [T Teaml[ ] Facabomok — 2.80% 1386% -TB.7T% [T Tsow] |
Myspacs N 1z 0000w T T 1 WySpaca i ‘ 000%  47.16% -100.00% B T T ]
Tuter 0.082% -91.74% Twitiar ; i 000%  1354% -100.00% [ |
Orkut — -100.00% B T T 1 Orkut P i 0.00% 47.73% -100.00% [ |
LinkedLn 0.047% 93 TEY Linkedin i " 0.00%  22.08% -100.00% [
YouTube S— nogaw to000% 1T 1] YouTub i i 0.00%  22.53% -100.00% [ I
WordPress 0.038% %3.;1'!—’:. T ‘.".:::I[ﬂ;l:BE [r— 0.00%, 3.‘;81‘;- _1[:,3..;0!5.;' [
E'Egsef - el 135::’ 1—;053; C T 1T Tow Blogger — BA2%  1497% -BBA% T T
StumbleLipen — 0004%  0433% B704% [T Twmw] | Eﬁibmum . - Sﬁ I;v\;" -E;g%—; [ I ——
Your Sits O A Perantls Your Site —_ AU Percentila
Facaitol - DOEth By Facabook 280%  1243% -teem% [ [eew] ]
'T":Sm?‘” — 43 ‘3?““’ B T T 1 e 000%  ATe%-10000% L1 T |
—_— it I I p a0 L AT |
o —_— ; o R — oon et s ERET—T]
:':f?ﬁ':a bt . Linkadin 000%  0.00% - O
Wordrrees — DO0G%  00M% 7937% Tl pr— ':"mf' 10'25:"5' Lok . )
Bloagar P— 0.044%  0400% -5ESO% [ 1 Tewml ] Wertfias — OO0 D0GR% 100 0% [ -
Digg 0000%  0003% -0000% B LT Blogger i Bafl HB0A I
stumbleLipen 0004%  0055% -9286% | | [eowl | E'ﬁiblaupm . :%u zg:%::-m.aw; :::-:::
T EE USResi }
Compars 1 Apparel Compare E g;;i[zall
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Exemple L’Occitane en Provence

Targeted, Relevant Email
Boosts Revenue by 2500% at
[’OCCITANE EN PROVENCE

For retailers who market both enline and through brick-
and-mortar outlets, email is vital to customer retention and
loyalty. Online marketers at L'OGCITANE EN PROVENGE
have used emall for years to help build excitement about
campaigns and entice customers with free shipping and gift-
with-purchase offers.

CASE STUDY / EMAIL MARKETING I

A True Story.

’OCCITANE

Les campagnes eMall

EN PROVENCE personnalisées generent
In addition to this challenge, the staff recognized that many d eS résu Itats i m m éd i atS "

consumers today suffer from email overload. Increasing
emall frequency was reaching the point of diminishing

returns. Custormer engagement through email

To counter these frends, marketers sought to increase
the relevance of email through smarter, more effective
segmentation and thorough testing of content and offers.

Open rate 43.10%

Before

26.10%

Unique click rate 19.50%

3.00%

Conversion rate 2.43%

0.14%

Revenue per emalil $2.84

$0.11

cantrol group using a message containing the same creative

© 2011 IBM Corporation



Exemple Seton Hall University
Facebook Impressions (Menthly) CLJAlIDats | - Report v | |- ReportSettings %
March 2010 3/1/2010 - 3/31/2010 |KFF lAJ‘ O
[ segment: Al Visitors ® | @ L0 | =

~ Chart
il 9

195

165
150
135

120

what is fidipidi?

- O

-
watch this to find out.

How To fidipidi

create a free account my upcoming events

ghve vl fs R Deniz Kursunoglu

* Usa Fosebook phoos o create a Bithday
cord o choose one of ue designs S

* Signin and syne wih ’ Birbay
o focbost s > - v S

* We print and mal i Ky srd s e

Hans-Henning Bluhm
Bithay

Legend

2| A~ K-Axis:  Sassions ...00| Avg) [0 Y-Axis:

Marketing Pragrami Facebiole > Undergraduste Admissions > Class of 2014 Page >
wall Tab

Events (IMP|90|Avg): 171.71 lumni Relations > Seton Hall Alumni Page > Wall Tab
Sessions (IMP|90|Avg): 5,401.44

Impressions / Unique Impression Viewers; 3.72 ublic Relations and Marketing > Seton Hall Page > Wall Tab

ndergraduate Admissions > Class of 2014 Page > Wall Tab

.g Facebook > Whitehead School of Diplomacy and International Relations > W
x a Facebook > School of Health and Medical Sciences > SHMS Page > Wall Tab
X Q Facebook > College of Nursing > CNL Page > Wall Tab

[ | Facebook > Undergraduate Admissions > Class of 2015 Page > Wall Tab

f\ffairs > Housing and Residence Life > Wall Tab

FB Tab X Influenced 171 Events This Month  edsitsteitenis

ations and Marketing > MLK Scholars Page > Wall Tab

real cards.
real fun. 1 8 5 6
real easy.

Ready to make a fidabulous

card? Cuslomize your own of 3.2K 4K 4.8K 5.6K 6.4K 7.2K ek 8.8K 9.6K 10K
choose ane of our designs.

? ] I ]

dlick the “get started”
button, yes, that one.

el ol et © 2011 IBM Corporation
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Exemple Vegas.com

22% reduction in bounce rate
16% increase in page views
14% increase in hotel searches
Significant increase in overall
conversion on Mobile and Web
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Production Shows
Blue Man Group >
Criss Angel Believe >

DAO - The Asian Celebration >
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Mercl et Venez Nous Voir Sur le Stand F14
Contact : despres@fr.iom.com
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