
 

 
 
Module Four, Interactive Copywriting 
Video Four, Copywriting for Mobile 
 
Here’s what you’ll learn: We’ll go over mobile writing’s unique challenges 
and opportunities; we’ll talk about the difference between apps and mobile 
web; we’ll talk about how to write for mobile, and then you’ll learn how it’s 
evaluated.  
 
Challenges and opportunities. We are just at the very, very beginning of 
exploring what can be done with mobile as a mechanism for marketing. And 
we are learning more, and coming up with more things you can do with it 
every day. The possibilities also change as more and more types of devices 
are created and released with different sizes and different types of 
functionality. The term “mobile” itself, includes both smartphones and 
tablets and those varying screen sizes require at least two major different 
designs though that’s bound to change as new sizes are released.  
 
Small sizes require different thinking about what interactions or what 
information needs to be shown. You also have to consider the context in 
which people are viewing your mobile message—where and when are they 
using their mobile devices? Are they most likely to be looking at their 
mobile devices at work? Or are they most likely to be looking at their mobile 
devices on the go? That’s going to depend on your target audience and their 
habits and lifestyle. The design also requires a lot of finger room around 
buttons and links to ensure that someone can tap the button or link without 
accidentally taking any other action. This finger room is called “affordance” 
and that extra room further limits the space for copy and design. Also, 
functionality from the website may have to change because it can’t be 
supported on a phone or a tablet. This obviously affects your designer a bit 
more, but you and your designer may have to work together to figure out 
how to get around any issues like that.  
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Apps versus mobile web. When people visit a site on their phone or their 
tablet, they can do it in one of three ways. They can just go to the regular site 
via the browser on their phone or tablet. The regular site will probably scale 
down to some degree to fit on the phone or tablet, but it’s probably not a 
great experience for the user. It usually involves forcing the user to zoom in 
a lot, move the scroll a lot and generally make do in a very inconvenient 
manner. The second way they could interact via mobile is that they could go 
to the mobile site via a browser (if the site has one.) The mobile site is 
similar to the regular site, but optimized for use on a mobile screen. 
Sometimes they’ll automatically be sent to the mobile site when they access 
it via smartphone or tablet, or sometimes they’ll be given the option on the 
regular site to view the mobile site.  
 
The third way to interact via mobile is to download an app for a site (if there 
is one). An app is actually a separate entity from the site, though it may 
perform similar functions as the site and as the mobile site. An app needs to 
be downloaded from the internet and it can be used offline for any functions 
that don’t require the internet. Obviously if a major part of the app is using 
the internet for something, then there’s not much use for it offline.  
 
Some companies have mobile sites, some companies have apps and some 
companies even have both apps and a mobile site; which is best depends 
completely on the company’s needs and the consumer’s needs. But luckily, 
writing for apps and mobile web is pretty similar. Responsive design is a 
type of website design that automatically adjusts to work on mobile screens. 
It will show up one way on computers and then will rearrange itself and/or 
suppress some elements depending on what kind of mobile screen a viewer 
is using. We won’t go into responsive design very much; suffice it to say 
that writing for it requires thinking with both a website mindset and a mobile 
mindset. 
 
So how do you write for mobile? Simplicity and clarity are the keys to 
mobile success. Because you have so little space, your copy needs to be as 
straightforward as possible. Think clarity above all. In general, you’re going 
to have to sacrifice “fun” copy for directional and functional copy. There 
isn’t a lot of space on mobile apps and mobile sites to convey the personality 
of a site unfortunately, so until we make further advancements in the mobile 
technology, the personality is generally going to have to come through in the 
main website. If you’re converting site copy to mobile as opposed to starting 
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fresh with mobile, evaluate whether some things even have to exist on 
mobile. You may find that some pages are completely crucial to have on 
mobile; the additional functionality would just make the mobile app or site 
more complicated for not a great deal of added benefit. For example, a hotel 
booking site might let you look up any and all past trips on the website, but 
it’s probably not necessary on the mobile site to list anything beyond any 
current trips. Or if it does list the past trips, it won’t give any greater detail 
between the dates, hotel name and price.  
 
Eliminating unnecessary pages and functionality just makes an app or 
mobile site easier for a user to navigate. You will also want to evaluate how 
and when they will be using it to determine if one piece of functionality will 
take precedent over others. Let’s look at the hotel booking site example 
again. If a user is on the website on their computer, they could be booking 
for any period of time. But if they’re on their mobile phone, there’s a higher 
chance that they’re actually going to be trying to find a hotel room for that 
night, so your functionality that allows them to search for hotels near where 
they are right now should have more prominence than just the regular 
search.  
 
Mobile writing is very collaborative with the designer and with the project 
manager. Like writing for banner ads, you have to work so closely with your 
designer to make sure that things fit in the actual screen. But you and your 
designer also have to work with the project manager to make sure you’re all 
understanding and evaluating what actually needs to be included in the 
mobile version and what doesn’t. You three also need to determine if there is 
functionality that is necessary for mobile that isn’t even a part of the regular 
site. That “book a hotel near me” functionality for the hotel booking mobile 
site or app would probably not even be a part of the normal site.  
 
So how is mobile tested? The download rate will be pertinent if it’s an app, 
but that has little to do with the app itself and more to do with how the app is 
advertised, marketed and/or publicized. Otherwise, the evaluation will be 
very similar to a website. The measurements will mostly be based on 
conversion rate, which again is the rate at which people complete the action 
you want them to take. You might also evaluate places where people click 
and how often they do that to determine the average or most common 
behavior. It’s very interesting to see how different mobile behavior can be 
from the web. And again, this is affected by the context in which people are 
using their phones. But it’s fascinating to watch and see what kinds of things 
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people click on and do on their phones or on their tablets versus what they 
do on websites.  
 
Next steps! Visit some sites from your smartphone and download some 
apps. What copy works well and what doesn’t? Are you seeing copy that’s 
too long? Or are you seeing copy that’s too short? What’s there that 
shouldn’t be and what are you missing? Try to use the apps and the mobile 
sites in the context that you would use them as much as possible. So, for 
example, download a travel app when you’re planning travel. When and 
where do you end up using this most often? Download a restaurant-booking 
app and use it when you would actually be booking a restaurant. In what 
context are you using it and why? Putting yourself in the user’s shoes by 
actually being the user and watching your own behavior can give you insight 
into your target audience’s behavior as you begin to plan for writing mobile 
sites and apps. And now you’re all set with mobile copywriting, move on to 
video 5 and learn about content! 
 


