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The Problem

Hilton has three primary digital experiences: desktop
web, mobile web, and mobile app. Guests leverage
multiple devices to engage with these experiences.
Are there any differences in activity based on device
type and experience? Does the guest type instead of
device type drive any of these differences?
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What’s keeping
mobile searches
from converting
into sales?
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Searches Digital Reservations

50,000,000

Computer

Searches Digital Reservations

400,000,000

200,000,000

———_____

App Experience
Browser Experience

Computer: Digital
Reservations and Searches

Mobile Devices: App vs.
Browser Experience
Searches and Digital
Reservations



First Time
Sessions

Number of First Time Sessions by
Device Type
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Next Steps

e Find out what’s hindering the mobile
experience:

O

O

O

Survey after reservation is made on mobile, desktop
Compare reservation process on mobile vs desktop
Reduce and simplify steps to make a reservation on
mobile device

Improve site and app design efficiency using A/B testing
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