
Your 
desktop 

website is 
a dinosaur.

GET VALUABLE 
RESEARCH, 

STRATEGIES AND 
TACTICS FOR MOBILE-
CENTRIC MARKETING. 
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Mobile vs. 
Desktop



Source: ”The 2014 Traveler’s Road to Decision:, Think with Google ‘, Jun 2014.

Left a website 
because it 
wasn’t mobile 
optimized.



Source: Survey of 2000+ independent hotels in US and Europe

Of independent 
hotel web 
revenue will be 
mobile in 2015.

But nearly 60% DO NOT have a specific budget for mobile 
booking.



Source: “Mobile Travel Services: A Look At Offerings by Sector”, Business Travel News, Apr 2013.

Mobile users 
booked 
“direct” vs 
64% with 
OTA.



State of the American Traveler
• Online survey conducted bi-annually since 2006

• Survey invitation sent to a nationally representative 
sample of US adults

• Total sample of 2,000+ American leisure travelers

• Examines traveler sentiment, motivations & behaviors

• July 2015











Source: MovableInk “mobile email opens surged to an all-time high in Q4. The report says that 66 percent of all email in 
the US is now opened/read on smartphones or tablets and 34 percent is viewed on a desktop.”

Of email opens 
are on mobile 
devices.



Vs.





Mobile site

Responsive 
site

Pinch & zoom





If your hotel website 
is not responsive 

yet, make a plan to 
get there ASAP.



Mobile-centric 
thinking



Reset expectations



Mobile performance – overall mobile usage



Mobile performance – overall mobile usage



◦Lower: Time on Site, Page Views Per Visit

◦ Similar:  Bounce Rate & Signals of Intent to 
Travel/Goal Completion Rates

Reset expectations



Signals of Intent to Travel – review & update for 
mobile
Examples: 
◦ Click to call
◦ Page depth - Load More / Read More / scroll-

based event
◦ Mapping interactions (e.g.: directions)
◦ Mobile content interactions (e.g.: event listings
◦ Pricing and availability views (vs. booking)

Mobile-specific metrics



Wrap phone numbers in links:

<a href=“tel:+18135541414”>
(813) 554-1414

</a>

Can also attach Analytics events to these links and 
track how many phone calls you are generating to 

partners or other important numbers.

Click to call



Mapping



Card-based interface

Pinterest – The granddaddy of them all

Twitter – “Player” card example



Card Design



Fitts’ Law
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Tap targets



Social media
Things to do
Family – kids
Cuisine 
Events & shows
Top lists
Maps & directions
Calls to action - Click to 
call/deals/booking

Source: Google Analytics, 30 destination marketing organization mobile user behavior to May 2015

Mobile Content



Booking
7. Mobile booking



Speed



Google PageSpeed Insights

Pingdom

WebPageTest.org



Managed DNS hosting
◦ Easydns
◦ Dnssimple
◦ Ultradns/Neustar

CDN
◦ MaxCDN
◦ CacheFly
◦ Akami

Image Optimization
◦ Kraken
◦ ReSRC.it
◦ Responsive.io

Reduces response 
time for every request 

to your server.

Reduces the latency 
and delivery time for 

static assets (images, 
js/css, etc.)

Reduces the largest 
category of files on 

your site, dynamically 
delivers images.



Designing for Situations



Designing for Situations
Don’t take a big site and make it small

Likewise, don’t take a small site and make it big

Think about the situation of the user, and design for that 
in each case

Add in information that will help you adjust to the 
situation:
◦ Location
◦ Referrer
◦ Login
◦ …



Sort listings by near me

Referrer

Geo Past Behavior

Campaign

Dynamic Content



Mobile Centric Key Points
1. Optimize analytics and reset expectations

2. Look out for common pain points –
maps/click to call

3. Tap targets - can I click that with my thumb?

4. Optimize content for mobile users

5. Speed is critically important

6. Design with situations in mind



Thank 
you!
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