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The changing behaviour of online travel shoppers
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According to a study carried out in 
November 2013 by Google and Millward 
Brown Digital, holidaymakers are 
increasingly comparing before taking a 
trip. 

Users browse the web to book a holiday as well as 
to look for inspiration for future trips.

Many have not yet decided on their destination 
when they search for information on travel websites 
and decide while browsing and comparing.

68% of users search and compare 
before deciding on their trip.

According to the same study:

42%  use tablet or smartphone to search for 
information on holidays or trips in contrast to
33% in 2012                                                                                     

Berlin 
or

Amsterdam?
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Source: Ipsos MediaCT/Google Travel Study, May–June 2013. 

The Internet is as essential for inspiring 
new travel as it is for planning travel
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By offering as much 
information as possible 
on a trip, providers can 
increase the probability of 
users buying a holiday on 
their website instead of 
going elsewhere.
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Users who travel for business tend to be more loyal to a 
brand and prioritise price and comfort, while users who 
go on holiday for leisure value additional activities related 
to their trip.

People looking for holidays online search, compare, and 
visit a lot of brands before reaching a decision. They use 
search engines, but also gain inspiration from different 
brands and websites in order to decide on their trip. 
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Online travel shoppers are not limited to using the PC alone, 
instead they switch from one device to another when 
searching for information to choose or plan their holiday.

Users search for and select trips on more than one screen 
and device depending on their spare time or circumstances.  

Most people start browsing on one device and end up buying 
on another. The proportion of users searching and buying on 
their mobile device is constantly increasing.

The Multi-Device 
Experience is increasingly 
relevant as a key factor in 
booking a trip.



MOBILE USABILITY TESTING
Online Booking Behaviour - Mobile & Tablet Usability of Holiday Websites

The Importance of Having a Mobile & Tablet Optimised Website
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When searching for 
information and comparing 
offers, it is best not having 
to download an App for each 
travel website you visit.
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Many users browse travel websites when comparing 
offers, although most websites are not mobile optimised. 

Surfing on a mobile web is often not convenient or easy 
on a mobile phone or tablet, because pages, filters, and 
forms are not adapted to the mobile user needs. 

App?
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888

Users are increasingly basing a purchase 
decision on additional information. 

They look for content related to their 
trip: user comments, activities offered, 
interesting sights.

Videos are becoming increasingly 
important as a source of information and 
are valued by users looking for holidays 
online. 

Content 
Scores Points

Offering additional, 
relevant information can 
make users decide to buy 
from your website.
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 Benchmark Study on Travel Websites
Mobile & Tablet Usability
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How did we
conduct the study?

*This study is based on the evaluation made at the time of analysis.
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Participants
We invited 360 users, habitual online travel shoppers, from the United Kingdom, Germany, and Spain to 
participate. They all browse travel websites on their mobile or tablet when booking or planning trips.  
All users performed the same 2 tasks, 60 people per country conducted the tasks on a tablet and the other 60 
on a mobile phone.

18 to 65 years

Habitual online travel 
shoppers.

They all browse travel 
websites on mobile and 

tablet.

18 to 65 years

Habitual online travel 
shoppers.

They all browse travel 
websites on mobile and 

tablet.

18 to 65 years

Habitual online travel 
shoppers.

They all browse travel 
websites on mobile and 

tablet.
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Holiday Websites
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COLOMBIA 

SLOVAKIA

In which countries did we conduct the study?
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Task-based Remote 
Usability Test

Mobile Testing
UserZoom

14
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Look for a
4-star hotel for a 

weekend city break

    Task 1     Task 2

Search for a
7-day Mediterranean  

cruise
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Resuls - Task 1
We asked the participants to look for a 4-star hotel with a parking space in a central location of a large city.
Other than this, the task was open.

Look for a
4-star hotel for 
a weekend city 

break 

Task 1
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Are users successful in booking a hotel?

• Despite task 1 being an open task, not all users 
are successful in finding a hotel. 

• Some abandon the search without finding a 
4-star hotel according to the features they 
want. 

• Finding a place to stay in a specific area 
including a parking space is not always easy.

• Both, mobile and tablet participants have a 
hard time filtering their search by the area or 
hotel features. The filters either do not work or 
the information is not visible or available at the 
start of each search on every website analysed. 

“It is not always possible to 
filter the hotel search by the 

area you want”

Screen size ceases to be 
important when access to 
information is complex, 
because the website is not 
optimised or well organised.
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Success Rate Task 1
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19Non-SuccessSuccess

Success Rate Task 1
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Success Rate Task 1

20Non-SuccessSuccess
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86%

14%

100

50

0
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Why do participants abandon the task to book a hotel?

On a tablet:

• The main reason for dropping out of the task are browsing 
difficulties, which make it impossible to find what you are 
looking for. 

• Not every website allows you to filter efficiently. Some 
websites do not allow you to filter by area or only show users 
a map of the city. If online shoppers do not know the city 
using a map can be tedious and not very intuitive.

• Users often search for a hotel by using the on-page search 
function. A lot of times they do not obtain desired results. 

• Another reason mentioned by users is the lack of sufficient 
information related to what you are searching for. 

• Being able to calculate the total price prior to booking is 
another thing mentioned by the participants.

On a mobile:

•  On a mobile phone the main difficulties encountered in this 
task are based on the lack of website optimisation for mobile.

• Some users have difficulties with the search function and how 
information is organised.

•    Others mention that they are unable to find the hotel due to 
difficulties selecting the district they want to stay in.

The main problem 
encountered is the lack of
website optimisation for 
mobile and tablet
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Why do users not book a hotel on a mobile device?

“Too much information on the page. I had a hard 
time understanding what they offered. Too many 
paragraphs. I had to scroll up and down, which is 
very inconvenient”

“There should be more filter options in 
order to find what you are looking for”

“The search function was confusing 
and the information provided wasn´t 
detailed enough”

“The page freezes. Mixed destinations. 
Few filters.”

“Not possible to filter by district, no 
pricing information available for the total 
stay”

“I could not tell which neighbourhood 
the hotel was in”

User comments:
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What do users expect to find on the hotel 
information page?
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The information users find 
is not always sufficient

Users value information such as 
services near the hotel, transport from 
the airport, activities to do in the city, 
videos, and maps.

• Users expect to find detailed information related to the hotel services.
     Participants say providers do not always specify whether services such as parking are free or not. 
     Or whether the hotel offers free Internet access. 

• Online holiday shoppers also expect to find the total price for the booking for the days selected in addition to 
the price per night. The users complain that they have to wait to finalise their booking before the final price is 
indicated. 

• In some cases, there is a lack of information regarding interesting sights in the area and public transport.
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What do you think about the information and description of the hotel and 
its services?

The information was very detailed, 
you can book straight away

There wasn´t a lot of 
information, but enough to 
make a decision

The information wasn´t 
sufficient enought to make a 
decision

25

Virgin Holidays Travel Supermarket Ebookers

100

50

0

15%

68%

17%
22%

58%

20% 21%

56%

23%

Virgin Holidays Travel Supermarket Ebookers

100

50

0

13%

57%

30%

14%

59%

27%
24%

38%38%
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The information was very detailed, 
you can book straight away

There wasn´t a lot of 
information, but enough to 
make a decision

The information wasn´t 
sufficient enought to make 
a decision
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What do you think about the information and description of the hotel and 
its services?

Travelscout24 Weg.de Ab in den Urlaub

100

50

0

19%

62%

19%

25%

50%

25%

8%

77%

15%

Travelscout24 Weg.de Ab in den Urlaub

100

50

0
8%

75%

17%

8%

53%

39%
29%

42%
29%
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The information was very detailed, 
you can book straight away

There wasn´t a lot of 
information, but enough to 
make a decision

The information wasn´t 
sufficient enought to make 
a decision

27

What do you think about the information and description of the hotel and 
its services?

Rumbo Logitravel El Corte Inglés

100

50

0

37%

0%

67%

33,5%

58%

8,5%

29%

59%

12%

Rumbo Logitravel El Corte Inglés

100

50

0

26%

34,5%39%

17,5%

74%

8,5%
13%

34%

53%
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What hotel information is missing?

“The price of parking. I would like to 
know at what time the hotel offers 
breakfast, lunch, and dinner - according 
to French or international times?”

“More information on what to do in the 
area. Transportation”

“Information about half-board and full 
board, cost of parking, rates for internet 
access were missing”

“Price for parking, night life venues, charges 
for extra services. The pictures don´t 
correspond to a 4-star hotel”

“More information about the 
neighbourhood and surroundings”

“Detailed room descriptions”

User comments:
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Some users would like 
to see photos taken by 
other hotel guests.

MOBILE USABILITY TESTING
Online Booking Behaviour - Mobile & Tablet Usability of Holiday Websites

Appealing pictures influence a user´s 
decision to book a hotel or not. 

Online shoppers like detailed photos that reflect the 
atmosphere of the hotel. 

They are looking for photos that are not too general and 
that reflect the real room size from different angles. Users 
would like to be able to see pictures of all the room types 
as well as of bathrooms and exterior views.
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Detailed and appealingI would have liked to see 
more pictures, showing 
different perspectives

They don´t seem to show 
what it´s really like 30

The pictures of the hotel and rooms are:

Virgin Holidays Travel Supermarket Ebookers

100

50

0
4%

68%

28% 22%

68%

16%
21%

66%

24%

Virgin Holidays Travel Supermarket Ebookers

100

50

0

11%

66%

23%
20,5%

70,5%

9%

24%

52%

24%
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Detailed and appealingI would have liked to see 
more pictures, showing 
different perspectives

They don´t seem to show 
what it´s really like 31

The pictures of the hotel and rooms are:

Travelscout24 Weg.de Ab in den Urlaub

100

50

0
6%

56%

38%

17%

50%

33%

8%

77%

15%

Travelscout24 Weg.de Ab in den Urlaub

100

50

0

17%
25%

58%

15%

31%

54%

0%

28%

72%



MOBILE USABILITY TESTING
Online Booking Behaviour - Mobile & Tablet Usability of Holiday Websites

Detailed and appealingI would have liked to see 
more pictures, showing 
different perspectives

They don´t seem to show 
what it´s really like 32

The pictures of the hotel and rooms are:

Rumbo Logitravel El Corte Inglés

100

50

0

45%

31%
24% 20,5%

62,5%

17%

22%

59%

19%

Rumbo Logitravel El Corte Inglés

100

50

0

26,5%

47%
26,5%

17,5%

78,5%

4%
6,5%

61,5%

32%
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What do you think about the pictures of the hotel? 

“More pictures of the room to get an idea of 
their real size. I would also like to see more 
photos of common areas and the restaurant. 
Being a 4-star hotel, I expect more detailed 
explanations”

“There were only 5 pictures, which 
were too dark”

“There was very little information and 
pictures. Not one photo of the dining room 
or any other common area.”

“The photos appear to be too commercial. 
They make me doubt if the hotel really looks 
like this”

“It would be nice to see pictures of the 
different hotel facilities”

“A mix of photos taken by other guests 
and professional ones published by the 
hotel”

User comments:
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Results - Task 2
Participants were asked to search for a Mediterranean cruise, departing from a given city, with specific stop-
overs. Users were given the name of the cruise ship.

The purpose of this task is to measure efficiency when searching for a cruise with a specific route, departing from 
a given city. All participants were asked to find the price of a suite on board, how they like the information on the      
product page and what information they value.

Search for a 7-day
Mediterranean cruise 

departing from a 
given city and 

selected stop-overs 

   Task 2
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Success Rate Task 2

Non-SuccessSuccess 35

100 100%

Virgin Holidays

39%

61%

Travel Supermarket

28%

72%

Ebookers
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Virgin Holidays
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25%

75%
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Ebookers
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Success Rate Task 2

36Non-SuccessSuccess

Travelscout24

39%

61%

Weg.de

16%

84%

Ab in den Urlaub

6%

94%100

50

0

Travelscout24

29%

71%

Weg.de

24%

76%

Ab in den Urlaub

10%

90%100

50

0



37

MOBILE USABILITY TESTING
Online Booking Behaviour - Mobile & Tablet Usability of Holiday Websites

Success Rate Task 2

37Non-SuccessSuccess

Rumbo

65%

35%

Logitravel

57%

43%

El Corte Inglés

24%

76%

100

50

0

Rumbo

82%

18%

Logitravel El Corte Inglés

23%

77%

100

50

0

45%
55%
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User comments:

“Because the search function didn´t really work 
and the site is not optimised for a tablet navigating 
the site was exasperating”

“I could only find flights and the search 
didn´t show any results related to 
cruises”

Why did you abandon the task to book a cruise?

“I couldn´t select the harbour where I 
wanted the cruise to start”

“The information seems messy. Depending 
on the cruise company you receive mixed 
information”

“Too much information for a mobile 
screen”

“It´s impossible to surf on the website 
on a mobile”
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Why do users abandon the task to book a cruise?

On a tablet the main difficulties with this 
task are:

•  Problems with the navigation, a lack of 
information, and the search engine not 
providing expected results.

The main reasons for dropping out of the task are problems filtering or finding the information users 
want, such as the destination and departure port. Some participants also have problems selecting the 
dates and even accessing cruises.

On a mobile the main difficulties with this 
task are:

•  The lack of optimisation, making it difficult 
to read and browse the information on 
a mobile screen, and difficulty using the 
search engine, information is not always 
visible.
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Not all websites
make 
information 
easily 
accessible 
on all devices
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How accessible is the information users are looking for?
On some pages, access to cruises is on hidden menus, which users are unable to find, because they are expecting 
to find the option on the main menu tabs next to the hotels.
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How accessible is the information users are looking for?

Some websites use an icon which can not be identified by all users at first glance. This problem is more 
pronounced on a smaller mobile screen.

42

Some users browse 
horizontally to 
compensate for the 
lack of mobile website 
optimisation.
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A Multi-Device Experience
is not always provided
Some websites do not offer the 
same content for tablets and 
mobiles as they do for desktop 
users. 

This is confusing for users when 
they are are looking for information 
on different devices.
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A mobile user 
using the search 
function, because 
he can not access 
cruises via the 
menu

Access to cruises 
on a tablet via the 
main menu

Sometimes users only have access to 
cruises on a tablet, but not on a mobile,  
so they use the search function.

When users are unable to 
find what they are searching 
for by browsing they use the 

search function. This does not 
always give them the results 

they are expecting.
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Generating false expectations 
leads to frustrated users
When users enter a web with a mobile device and it is mobile optimised, they do not expect the following pages 
to suddenly turn into a desktop version.
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What information is missing to book a cruise….?
Users say they are looking for in-depth information on a cruise such as the price of excursions and onboard 
services, especially whether they are for free or not. They also want to see pictures of the cabins and onboard 
facilities taken from different angles.
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Very detailed, 
you can book straight away

Not a lot of information, 
but enough to make a 
decision about booking

Not sufficient enough to 
make a decision about 
booking or not

47

What do you think about the information on the cruise ship and cabins?

Virgin Holidays Travel Supermarket Ebookers
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Very detailed, 
you can book straight away

Not a lot of information, 
but enough to make a 
decision about booking

Not sufficient enough to 
make a decision about 
booking or not
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What do you think about the information on the cruise ship and cabins?

Travelscout24 Weg.de Ab in den Urlaub
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50
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50%
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64%

18% 18%

Travelscout24 Weg.de Ab in den Urlaub
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Very detailed, 
you can book straight away

Not a lot of information, 
but enough to make a 
decision about booking

Not sufficient enough to 
make a decision about 
booking or not
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What do you think about the information on the cruise ship and cabins?

Rumbo Logitravel El Corte Inglés

100

50

0

33%

0%

67%

33,5%

58%

8,5%

29%

59%

12%

Rumbo Logitravel El Corte Inglés
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13%
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On a mobile:
Compared to tablet users, more mobile 
shoppers would complete the booking 
on a computer.

Users generally have 
fewer problems booking on 
a tablet than on a mobile. 
Although a mobile seems 
fine for browsing, online 

shoppers prefer to 
complete the booking on a 

desktop.

50

The moment of truth: Booking Online on a Mobile Device

On a tablet: 
More than half of the 360 participants say they would book straight 
away, if they find the trip they are searching for - for both, the hotel and 
the cruise. However, some users prefer to complete a booking on their 
PC.
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I would book the trip 
directly on my mobile 
or tablet

I would neither book online nor on 
my phone, tablet, or PC

I would use my PC 
to book the trip

51

Virgin Holidays Travel Supermarket Ebookers

28%

66%

6%

25%

59%

16%

31%

55%

14%

Virgin Holidays Travel Supermarket Ebookers

57%

39%

4%

52%

34%

14%

61%

30%

9%

Would you reserve a hotel on your mobile device?

Would you book a cruise on your mobile device?

Virgin Holidays Travel Supermarket Ebookers

20%

69%

11% 17%

59%

23% 19%

66%

15%

Virgin Holidays Travel Supermarket Ebookers

33%

54%

13%

25%

48%
27%

25%

52%

23%
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I would book the trip 
directly on my mobile 
or tablet

I would neither book online nor on 
my phone, tablet, or PC

I would use my PC 
to book the trip

52

Travelscout24 Weg.de Ab in den Urlaub

71%

19%

10%

71%

29%

0%

33%

5%

62%

Travelscout24 Weg.de Ab in den Urlaub

17%

33%

50%

25%

13%
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39%
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Would you reserve a hotel on your mobile device?

Would you book a cruise on your mobile device?

Travelscout24 Weg.de Ab in den Urlaub

32%
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10%

39% 39%
22%

10% 10%
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I would book the trip 
directly on my mobile 
or tablet

I would neither book online nor on 
my phone nor on my PC

I would use my PC 
to book the trip
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Rumbo Logitravel El Corte Inglés
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10%
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Would you reserve a hotel on your mobile device?

Would you book a cruise on your mobile device?
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54

Why would users not book a trip on a mobile or tablet?
Online Booking Barriers on Mobile Devices

Users who performed the test on a mobile as well as those that took it on a tablet mention the same barriers 
when it comes to completing a booking on a mobile device.

3 main reasons which apply to both devices in all 3 countries:

Booking online on 
a mobile or tablet is 

perceived as less 
secure than online 
bookings on a PC.

1. Inconvenient to browse, write, and search 
for information.

 Security issues: users perceive mobile 
devices to be less secure than a computer. 
They also believe a mobile connection 
to be less stable. They fear to be 
disconnected during the booking process 
and not being able to go back

.
3. Not able to save or print the booking 

directly.

With regards to bookings on a mobile, users 
also mention the small size of photos and 
difficulties accessing needed information.
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“It seems more comfortable and safer. 
With a touch sceen you might click on 
something by accident you can´t reverse”

“A computer offers more security”

Why would you not book a trip on a mobile or tablet? 

“Booking on a PC is more secure”

User comments:

“It´s harder to write and navigate on a 
mobile..”

“It´s easier to read terms and conditions 
on a computer”

“Because I can´t print the booking 
directly and I feel that the payment 
process is safer”
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Users are more reluctant to booking a hotel on a 
mobile or tablet than a cruise
Although the costs for booking a cruise are generally higher than reserving a hotel, more users would buy a cruise 
on their mobile or tablet as apposed to those who would book a hotel.

This mobile booking behaviour may be related to the fact that a holiday on a cruise ship is perceived as a closed 
package. A cruise includes specific onboard features and a set route offering users more security, whereas choosing 
a hotel requires a more active search and comparing offers, which creates more interaction.

Book a hotel on a
mobile or tablet

Book a cruise on a 
mobile or tablet
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In Germany, users who perform 
the test on a mobile say they 
would not book a cruise on the 
Net nor on their mobile or PC.
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Ready for the
Multi-Device Experience?

Not all websites are optimised for tablets and mobiles. While 
some offer Apps and/or mobile websites, they are often only 
available for some operating systems.

Most travel websites do not inform users that these Apps 
exist and can be downloaded, when you enter their site via 
the desktop URL.

Some online booking websites only optimise their homepage 
for mobile devices. When users go to other pages on 
their web, the pages change to non-optimised sites. This 
generates confusion and frustration and leads to a low user 
experience.
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What we noticed during the study...
Mobile optimised websites

Tablet AppMobile App

Brand Mobile Web Tablet Web iPhone Android iPad Android

*The results are based on the evaluation made at the time of analysis.



Satisfaction Levels of Tablet Users

NPS (Net Promoter Score) per brand
NPS is a metric for measuring user satisfaction. 
It is calculated as the difference between brand promoters and brand detractors.

NPS -30%50% 30% 20%

NPS -37,5%12,5%37,5%50%

NPS -44,45%11,11%55,56% 33,33%

NPS -4,76%47,62%28,57% 23,81%

11,11% NPS -44,45%55,56% 33,33%

NPS -23,81%42,86% 19,05%38,1%

NPS -27,78%27,78% 22,22%50%

NPS -87,5%87,5% 12,5%

NPS -73,68%73,68% 26,32%



Satisfaction Levels of Mobile Users

NPS (Net Promoter Score) per brand
NPS is a metric for measuring user satisfaction. 
It is calculated as the difference between brand promoters and brand detractors.

NPS -9,09%31,82% 45,45% 22,73%

NPS -12,5%25%37,5%37,5%

NPS -50%12,5%62,5% 25%

NPS -71,43%80,95% 9,52%9,52%

NPS 45,45%45,45%4,55% 50%

NPS -33,33%47,62% 38,1% 14,29%

NPS -9,09%27,27% 18,18%54,55%

NPS -23,81%47,62% 14,29%38,1%

NPS -55,56%55,56% 43,75%44,44%
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Booking a trip is already a          
Multi-Device Experience. 
The user journey starts on one 
screen and ends on another. A bad 
User Experience on a mobile or 
tablet can lead to loosing the sale.

MOBILE USABILITY TESTING
Online Booking Behaviour - Mobile & Tablet Usability of Holiday Websites

Holiday websites and the travel sector in general offer 
one of the most consulted internet products searched 
for on mobiles and tablets. 

The user behaviour, which already includes using 
tablets and mobiles to make purchase decisions, seems 
to be advancing more quickly than the User Experience 
provided by the holiday websites. 

While some users complete a purchase on their 
computer, most booking websites are not yet mobile 
optimised and do not offer customers an efficient and 
satisfactory Multi-Device Experience.

Mobile devices are changing 
the way users shop
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