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INCREASING MOBILE 
CONVERSIONS
how to get more from mobile
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A
nyone looking to get more out of their mobile site looks 
first and foremost at one number: conversions. A conversion is 
whatever the ultimate goal of your site is. For retailers, it’s completing an 

order; for many service minded sites, it’s account signups. 

Despite the growth in mobile usage, desktop visitors are still four times 
more likely to convert than a mobile visitor. The standard conversion rate 
for ecommerce mobile websites hovers under 1%. Compare that with a 3% 
average conversion rate on desktop and the problem becomes clearer.

Conversion rates are improved by crafting better user experiences. This 
eliminates friction from the process and guides your visitor gracefully towards 
that ultimate goal - a conversion. And while we often become too focused on 
traffic, improving conversion rates from .5% to 1% results in the same results 
as doubling your traffic.

THE SHIFT 
TO MOBILE

GETTING 
MORE

Total phone & tablet  
sessions now outnumber  
traditional desktop traffic.

T
he balance is shifting. We’ve reached an important inflection 
point on the web. As of late 2014, total phone and tablet sessions now 
outnumbers traditional desktop traffic. In only a matter of five years, 

how we consume and interact with the web has undergone a dramatic 
change. But, for many companies, the business results from that mobile shift 
are still lagging behind. Websites have struggled to make the transition, and 
mobile conversions reflect that. It’s a problem, but there is a massive payoff 
for getting it right.

So the question on everyone’s mind is, “How can we get more from mobile?”
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W
e all use our mobile devices in frequent, but short 
sessions. When someone sits down at a desktop computer, the 
average usage time is somewhere around 28 minutes. Mobile sessions 

are a fraction of that. About 3 minutes. Desktop is forgiving. Your visitors 
have time. They’re focused. Mobile is a game of moments. 

Your mobile visitors are on a bus, or on the couch during a commercial 
break. It’s your job to narrow the flow and decrease friction so that they are 
able to do what they need to do in a limited amount of time and attention. 
Otherwise you’ll lose them. They navigate away to respond to a text, 
or it’s their bus stop, or the game is back from on, and they are another 
unconverted mobile visitor.

And you’ll have even less time if the experience is frustrating. It becomes 
tiresome when a visitor feels like they are battling the site to do what they 
need to do. Eventually they’ll just think, “I’ll do this when I’m at my laptop.” 
And how many never return? Or worse, how many just go to a competitor?

YOUR 
MOBILE 

VISITOR

GET IN THE 
GAME S

o first things first, you need a mobile experience. Your 
mobile visitors don’t want a desktop experience that requires them to 
pinch and zoom to be able to read anything, only to have to search high 

and low, left and right, hunting for a search bar or category page. Get in the 
game with a mobile experience. But that’s just the prerequisite. You probably 
have already figured out that much. But optimization is so much more. Now 
start smoothing out those points of friction. Time is limited.

Mobile experiences convert nearly

than serving the desktop experiences to mobile

70%

better
📱💻



15% of mobile shoppers use mobile 
search. When they do, they are 
twice as likely to convert.shoes
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“Make it easy for people 
to interact with content 
and controls by giving each 
interactive element ample 
spacing. Give tappable 
controls a hit target of about 
44 x 44 points.”

iOS Human Interface Guide

BE  
TOUCHABLE B

ut adjusting the experience to the physical dimensions of 
the device is just the beginning. A mobile visitor is so much more than 
just a smaller screen. It’s the same site, but it’s a different experience. 

Mobile interaction is all about touch. When you sit down to a laptop, you 
have the precision of a mouse. Touch is different, and often that means a 
more connected experience. 

The visitor feels like they are interacting more naturally with the experience. 
That is, right up until they mis-tap and get hi-jacked to the wrong page. 
Some of us have fat fingers, and when several tap-able elements are in 
close proximity your just asking for them to hit the wrong one. The rule 
of thumb is 44 pixels. If you expect your visitors to be able to tap it, give 
them plenty of space. You have it, trust us. Mobile visitors have no problem 
scrolling down on a well laid out, easy to consume mobile experience.

M
obile visitors that know exactly what they’re looking 
for are more likely to use the search bar to find it. Only 15% of 
mobile shoppers interact with the search bar, but when those that 

do are twice as likely to convert.

That speaks to the value of making search visible, but it illustrates a larger 
point: when you make it easy for your visitors to make their way seamlessly 
through flow, they’re much more likely to convert. 

The challenges here are not simply in interface design.  Effective mobile 
journeys need excellent user experience design. As well as excellent mobile 
delivery, that is: the ability to iterate on user experiences and to deliver 
these experiences to the mobile device.

THE 
MOBILE 

FLOW
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STREAMLINE 
CHECKOUT W

ithout a doubt, the point of greatest friction in the 
mobile experience is checkout – largely because input can be tricky 
on a mobile device and so a sea of input fields can be daunting 

enough to turn a visitor away from a potential conversion.

Easy Pay — Eliminate the barrier of payment by providing multiple 
payment options, like Paypal, V.me, and Google Wallet. 

Hold Their Hand — Make the process obvious by letting them know 
where they are in the process. 

Be Specific — Avoid vague text “next” or “continue”, let them know where 
they are with “enter shipping address”. 

Narrow the Flow — Eliminate on page distractions. Cut the fat. Cut 
fields and pages. Only make mobile visitors do what is absolutely necessary.
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SPEED 
MATTERS T

oo often performance is thought of as a technical 
issue. But as anyone who has waited on a slow-loading site knows, 
performance issues are UX issues, which quickly translates to 

business issues.

A study from the Aberden group found that a 1 second increase in 
load time resulted in a 7% decrease in conversions. That means a 
e-commerce site that is making $100,000 a day would miss out on over 
$2.5 million in annual sales from just an extra second of load time.

And with the mobile visitors, time is even larger factor. Slow-
loading mobile pages bring the journey to a crawl, resulting in higher 
abandonment and plummeting conversion rates.

⏳👤

47% 2
seconds or less

 OF VISITORS 
EXPECT A MOBILE 
PAGE TO LOAD IN

40% 3+

seconds to load

OF VISITORS 
ABANDON A SITE 

THAT TAKES
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speed up your mobile site »

Optimize Images
needlessly downloading large 
images and resizing them 
to be smaller is a waste of 
bandwidth and increases 
download and rendering time.

🌄

Bundle & Minify
Bundle multiple scripts that 

will be used toghther and 
avoid separate downloads. 

Minify to save processing time.


Use CSS, Not Images
For every image you avoid 

you can save an unnecesary 
request and download. Use 

CSS for simple page elements, 
like buttons.

📰

Use a Global CDN
With datacenters all over 

the globe, content delivery 
networks can use the fastest 

route to deliver your page.
🌎

Minimize Redirects
 redirect chains bounce visitors 

from one URL to another, 
extending the time before load 

can begin.


Sprite Icons
Load just one image with 
all your icons and cut down 
of requests. Don’t hide — 
Hidden elements are needless 
downloads.

⚏

Lazy Load
First load what is absolutely 
necessary to render the en 
load slower page elements 
that are not immediately on 
the page.



Cache & Reuse
Logos, icons, and scripts that 
appear again and again during 
a visitor should be cached to 
prevent visitors from having to 
re-download.

🔄



8i n c r e a s i n g  m o b i l e  c o n v e r s i o n s

MICRO
CONVERSIONS C

reating a better mobile experience to drive increased 
conversion rates is an aggregate effect of all of these concerns. 
Touchable buttons, the right keyboard, a fast page load, each one 

makes the mobile journey just a little easier.

And being mobile optimized isn’t the result of a one-time tuning. 
Benchmark again. Return to your flow and see where you can continue 
to streamline. Most importantly, take out your phone and put yourself in 
your customer’s shoes. See where you get lost. Is there something you 
can’t find? What mis-taps do you make? Chances are thousands of your 
visitors are dealing with the same problem. 

And start to look beyond your primary conversions. You don’t have one 
singular goal for all of your visitors. Sure, you want to streamline the 
purchasing process, but you also value a newletter signup, or a store 
locator lookup. There are different micro-conversions that play a role 
in future and in-store purchases that can be streamlined to bring even 
more value to your mobile site.
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A LITTLE BIT ABOUT MOOVWEB

M
oovweb is a cloud-based platform powering and delivering experiences optimized 
for any device. As the fastest-growing mobile vendor for the Internet Retailer Top 500, Moovweb 
allows market leaders to launch new experiences fast, iterate often, & deliver real business results. 

Founded in 2010, Moovweb is headquartered in San Francisco, with offices in New York & London.

On average, Moovweb optimized experiences see a 70% increase in conversions over delivering desktop 
experiences to mobile, and a 40% increase in conversions over traditional mobile sites.

Moovweb® is a registered trademark of Moov Corporation. All other registered and unregistered trademarks in 

this document are the sole property of their respective owners.

Want to learn more? Give us a shout.
www.moovweb.com
1-877-moovweb (666-8932)
+1 415-426-1200
go@moovweb.com


