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MOBILE BEHAVIOR

1

Understanding the 
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STAT SOURCES

THINK GOOGLE COMSCORE MARY MEEKER
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MEDIA TIME SPENT 

2010 - 33% 2018 – 51%

Print, Radio, TV, Desktop, Mobile

DESKTOP

25%

MOBILE

8%

DESKTOP

18%

MOBILE

33%
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GLOBAL MOBILE VS. DESKTOP

Desktop Mobile

2007 2009 2011 2013 2015
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TOTAL VOICE VS. DATA | 2007-2011

Voice Data

2007 2008 2009 2010 2011
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TIME SPENT (SMARTPHONE)

09% |  SENDING EMAIL 

12% |  WEB BROWSING

32% |  COMMUNICATION - TEXT/VOICE

47% | UTILITIES, GAMES, SOCIAL, MUSIC, VIDEO
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WHERE DO YOU TEND TO USE YOUR SMARTPHONE?

HOME

96%

WORK

83%

ON THE GO

72%
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EMAIL CONSUMPTION – DESKTOP VS MOBILE

DESKTOP

MOBILE
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39% USE SMARTPHONE IN THE TOILET

75% of Americans
bring their phones to the bathroom.
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72% USE IT WHILE DOING OTHER THINGS
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USING SMARTPHONE WHILE…

LISTENING TO MUSIC

WATCHING TV

BROWSING THE WEB ON DESKTOP

PLAYING GAMES

READING A MAGAZINE/NEWSPAPER

READING A BOOK
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MOBILE STRATEGY

2

Defining your
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MEET POCKET | 30M USERS
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CONTENT SAVED FOR LATER (DAILY)
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CONTENT READ ON SMARTPHONE
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CONTENT READ ON TABLETS
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DESKTOP VS. MOBILE

DESKTOP MOBILE
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CONTENT READ FROM DESKTOP
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DEVICE PREFERENCE (COMSCORE)
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BING ADS
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THE FINANCIAL TIMES
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LINKEDIN
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BROADCAST TRAFFIC PATTERNS
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DIGITAL MEDIA TIME SPENT (JUN 17, COMSCORE)

34% - DESKTOP  

50% - SMARTPHONE APPS

07% - SMARTPHONE WEB

07% - TABLET APPS

02% - TABLET WEB
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A TYPICAL DAY

TAB TAB TAB

S S S S S S S S S S S S S S S SS S

DESKTOP DESKTOP DESKTOP

TV
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CONTEXT OF USE
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CONTEXT OF USE
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A TABLET MOMENT

BuyNow
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A SMARTPHONE MOMENT – VERSION 1
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A SMARTPHONE MOMENT – VERSION 2
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DIFFERENT USAGE PREFERENCES

DESKTOP

Work, Creation, Consumption

Heavy applications

E-commerce – Big purchases

30 Min + 

Static env. (Work, home)

Sitting, 2 hands

Single user

TABLET

Entertainment

Free time, Vacations

Not really mobile

15 Min +

Static env. (Home)

2 hands 

Sitting, Lay back

Multiple users

SMARTPONE

Impulsive use

On the move

Short & immediate

5 Sec +

Changing env.

1-2 fingers

Single user
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RESPONSIVE DESIGN

4

Rethinking

40

A TYPICAL DAY

TAB TAB TAB

S S S S S S S S S S S S S S S SS S

DESKTOP DESKTOP DESKTOP

TV
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RESPONSIVE DESIGN

IS NOT
RESPONSIVE DESIGN
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WEB/MOBILE – THE CLASSIC WAY

WEB

MOBILE

=
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WEB/MOBILE – DONE RIGHT

OFFICE
MONDAY 

9:43am, Mobile

WAZE

CAR
WEDNESDAY

8:13am, Mobile

OFFICE
MONDAY

9:42am, Desktop
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THE CUSTOMER JOURNEY
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THE 3 SECRETS
5

For effective mobile design
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3 SECRETS OF MOBILE DESIGN

DESIGN 
FOR 

CONTEXT

FIND
YOUR
FOCUS

GREAT
ARTISTS
STEAL
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6 QUESTIONS OF CONTEXT 

TIME
When do they use?

ACTION
What do they do?

LOCATION
Where are they?

DATA
What info do we have?

ENVIRONMENT
What affects them?

STATE OF MIND
What’s the vibe?
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HEALTH GOV

BUSINESS IN JAPAN - 
CULTURAL GUIDELINES
In fact, Netflix now goes beyond”binge-
watching” and induced something 
called “binge-racing,” in which fans 
complete a new series on the very 
same day it’s released. The number of 
viewers pulling off that ambitious feat 
actually increased more than 20 times 
in the last three years–to 8.4 million 
Netflix members. The company even 
referred to it as a “sport” in a recent 
press release.

הקידב תייצקילפא
?גוהנל רשפא םאה

הקידב לחתה
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GET INTO CONTEXT

BUSINESS IN JAPAN - 
CULTURAL GUIDELINES
In fact, Netflix now goes beyond”binge-
watching” and induced something 
called “binge-racing,” in which fans 
complete a new series on the very 
same day it’s released. The number of 
viewers pulling off that ambitious feat 
actually increased more than 20 times 
in the last three years–to 8.4 million 
Netflix members. The company even 
referred to it as a “sport” in a recent 
press release.

הקידב תייצקילפא
?גוהנל רשפא םאה

הקידב לחתה
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CONTEXT = MUSEUM

52



20/04/2020

23

CONTEXT = MUSEUM

VISIT BARNEY’S
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CONTEXT = CAR
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CONTEXT = CAR

BUSINESS IN JAPAN - 
CULTURAL GUIDELINES
In fact, Netflix now goes beyond”binge-
watching” and induced something 
called “binge-racing,” in which fans 
complete a new series on the very 
same day it’s released. The number of 
viewers pulling off that ambitious feat 
actually increased more than 20 times 
in the last three years–to 8.4 million 
Netflix members. The company even 
referred to it as a “sport” in a recent 
press release.
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FINDING YOUR FOCUS
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STANDISH GROUP

45%
NEVER

19%
RARELY

16%
SPORADIC

7%
CONSTATLY

13%
FREQUENTLY
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IT’S ALL ABOUT FOCUS

16%  |  SPORADICLY

13%  |  FREQUENTLY

07%  |  CONSTANTLY

19%  |  RARELY

45%  |  NEVER
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ןוילעה טירפתב
תוסיט חול•
תועצהו םיעצבמ•
עסונל עדימו תוריש•
הסיט ידעי•
דימתמה עסונה ןודעומ•
ןובשחל תסינכ•

ףדה ךרואל
תוליבח/תודוקנב/הסיט תנמזה•
ןיא ק'צ•
םדוקמ ליד•
תועצהו םיעצבמ ,תוסיט•
ימלוע ןיזגמ•
•Bid2Fly
ירפ יטויד•
•FLY CARD
לע-לא תחפשמל ופרטצה•
רטלזוינל המשרה•
לע-לא תושדח•

FEATURE RANKING FOR MOBILE
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FEATURE RANKING FOR MOBILE
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A TRUE STORY.
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THAT MOMENT

“ I WANT PIZZA,
BUT I DON’T WANT 

TO ORDER A PIZZA.”
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MEET MR. FOGG
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THE FOGG BEHAVIOR MODEL
M
o
ti
va
ti
o
n

Ability

NO

YES

HARD EASY

LO

HI
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THE CONTACT CASE

M
o
ti
va
ti
o
n

Ability

NO

YES

HARD EASY

LO

HI
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GREAT ARTISTS STEAL (OR USE DESIGN PATTERNS)

69

PTTRNS > LOGINS
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CREATE YOUR INSPIRATION BOARD

LOGIN PROFILE FEED SETTINGS
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ANATOMY OF SMARTPHONE

6

Understanding the 
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THE 2 FORCES

73

LEADING HIERARCHY
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1 > 2 > 4

PRIMARY 
OPTICAL AREA

1

TERMINAL
AREA

4

PRIMARY 
OPTICAL AREA

1

STRONG 
FOLLOW 

2

TERMINAL
AREA

4

WEAK 
FOLLOW 

X
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F-MODEL

1 2

3 4
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GOLDEN RATIO

77

RULE OF THIRDS

2/3 1/3
1/3
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NEVER SPLIT

1/2 1/2 1/2 1/2
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CONTENT HIERARCHY

1/4 3/4

1/4

3/4
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ORDER OF ELEMENTS

1 1

2 3 2

3
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LABELING

LABEL 1 LABEL 2 LABEL 3 LABEL 1

LABEL 2

LABEL 3

MODULEMENU
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GRIDS

83

FOLDS

TITLE OF THIS AREA
Since this is the first time that I’m actually 
writing Since this is the first time that I’m 
actually writing Since this is the first time that

HORIZONTAL FOLDFOLD

HORIZONTAL FOLDFOLD

VERTICAL FOLD
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THE MOBILE FUNNEL

7

Optimizing the
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WINNING THE MOBILE FUNNEL

KNOW ABOUT THE APP

DECIDE TO INSTALL

OPEN THE APP

UNDERSTAND THE APP

OPEN FOR THE SECOND TIME

OPEN CONSTANTLY
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NAVIGATION MODELS

8

Optimizing the
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MEET THE MEAT

HAMBURGER KEBAB BENTOMEATBALLS

88



20/04/2020

41

BASIC NAV STRUCTURE

APPLE WINDOWSANDROID GLOBAL
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CHOOSE YOUR SWIPES

APPLE WINDOWSANDROID DON’T!
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BASIC LISTS

Category

Category

Category
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FROM LIST TO DETAILS

NEXT SCREEN DON’T!EXPAND SIDE PANEL SNACK BAR
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USING PANELS

Actions ▼

Actions

▼

▼
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DESIGN FOR LAYERS
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THINK 3D
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DESIGNING FOR CARDS

9
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SUMMARYTIME ADMIN
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SUMMYBOX
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SUMMYBOX

99

DESIGN SPRINT
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DESIGN SPRINT

101

TIME TO BRING YOUR PARENTS…

102


