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PRACTICAL BUSINESS GUIDE

Mobile-First Reality
Explain why a polished desktop site can become difficult on a phone, and how to
inspect the experience as a customer rather than as the person who built it.

What Your Site Looks Like to the Visitor
Mobile-first means designing and reviewing around a small touchscreen instead of treating
mobile as a squeezed desktop page.

01

Design for a thumb.
Buttons need enough physical
space to tap without precision.

02

Protect the first
screens.
Large imagery can push the
key action several screens
lower.

03

Test the real device.
A properly linked number can
turn interest into one-tap
action.

Use this guide →
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PURPOSE

The problem this guide helps you see
MISSION

Explain why a polished desktop site can become difficult on a phone, and how
to inspect the experience as a customer rather than as the person who built it.

WRITTEN FOR

Local and service businesses whose
customers call, compare, book, find directions
or submit an enquiry from a phone.

USEFUL BOUNDARY

Desktop still matters. The point is that mobile
must be intentionally usable in its own right.

DEFINITION

Mobile-first means designing and reviewing around a small touchscreen
instead of treating mobile as a squeezed desktop page.

THINK OF IT LIKE THIS

Reading a broadsheet newspaper through a letterbox slot. The content may
still exist, but the experience is determined by what fits and what can be
reached.
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MECHANISM

What Your Site Looks Like to the Visitor
The useful question is not whether the page looks finished. It is whether the
customer can complete the intended task reliably.

ENQUIRE

DESKTOP · action visible early

ENQUIRE

PHONE · action pushed lower

The page does not merely shrink. Columns stack, input changes from cursor to thumb, and
the order of content decides how far the customer must travel.

USEFUL TEST

Measure the live customer task from start to finish. Do not infer success from a
polished screen or a technical setting.
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COMMERCIAL EFFECT

Why this matters beyond the page itself
The commercial effect comes from making the customer task easier, harder,
more reliable or less reliable.

WHAT CHANGES

Touch replaces cursor
Buttons need enough physical space to tap
without precision.

WHAT CHANGES

Vertical space is expensive
Large imagery can push the key action several
screens lower.

WHAT CHANGES

Calling can be immediate
A properly linked number can turn interest into
one-tap action.

WHAT CHANGES

Typing is harder
Field type, field count and keyboard behaviour
matter more.

WHAT CHANGES

Overlays dominate
A small desktop pop-up can cover nearly the
whole phone screen.

WHAT CHANGES

Your data decides
Use real analytics and device tests instead of
demographic assumptions.

Evidence boundary: improvements can change usability immediately, while commercial results still depend
on demand, traffic quality and where the fault sat in the journey.
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FAULT REGISTER · 1 OF 2

What I would flag
Severity reflects customer impact. Each fault is paired with the visible
consequence and what it costs.

CRITICAL Cursor-sized tap targets
Small links and icons demand precision a
thumb cannot provide.

Mistaps and abandonment rise
at the point of action.

CRITICAL Phone number is not tap-to-
call
The number is visible but not a functional
phone link.

A high-intent action becomes
unnecessary work.

MAJOR Horizontal scrolling
A fixed-width element extends beyond the
viewport.

The visitor loses orientation
and must pan sideways.
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FAULT REGISTER · 2 OF 2

What I would flag
Severity reflects customer impact. Each fault is paired with the visible
consequence and what it costs.

MAJOR Action buried below the fold
Hero content and repeated introductions
come first.

Intent fades before the visitor
reaches the task.

MODERATE Text requires zoom
Desktop typography is merely scaled
down.

Reading becomes effortful and
the site feels dated.

MAJOR Overlay blocks the page
Chat or promotion occupies most of a
small screen.

Visitors must dismiss UI
before inspecting the page.

READ NEXT

The Broken Call to Action
A usable mobile page still fails when the action itself goes nowhere.

Read next →
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CORRECTION

The assumption that keeps this fault alive
COMMON MYTH

“Our customers are older. They use desktop.”
Better framing: Check the assumption against your own device data. Age does not make a
broken phone experience acceptable, and many local tasks begin on a phone.

WHY IT PERSISTS

Device data
The real traffic split is stronger
evidence than a demographic
guess.

WHY IT PERSISTS

Task context
Calls, directions and quick
checks often happen away
from a desk.

WHY IT PERSISTS

Input change
A thumb and on-screen
keyboard create different
constraints.

WORKING CONTROL

Design for touch
Give buttons and links
sufficient size and spacing.

WORKING CONTROL

Design for sequence
Keep important actions
reachable after content stacks.

WORKING CONTROL

Design for typing
Use sensible field types and
fewer fields.

Useful boundary: Test the customer’s live task before trusting the assumption.
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STANDARD

What a working version looks like
This describes the condition to reach. The exact implementation depends on the
live site and business context.

QUICK SELF-CHECK RELEVANT FOLLOW-UP SERVICE

Website Snapshot
Use this when you want the live journey tested,
not just the fault category explained.

$89

AREA FAILING PATTERN WORKING PATTERN

Tap targets Small, crowded links and icons Controls have enough size and spacing for touch

Phone Visible number only The number is a proper tap-to-call link

Layout One element forces horizontal scroll Every element stays inside the viewport

Priority Primary action appears several screens
down

The important action remains easy to reach

Forms Generic keyboard for every field Phone, email and numeric fields trigger the right
input
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Primary buttons work comfortably with one
thumb

Main number is tap-to-call

No element creates horizontal scrolling

The key action appears before excessive
visual content

Body text is readable without zooming



WEBSITE FUNDAMENTALS  •  DUE DILIGENCE

DUE DILIGENCE

Five questions worth asking whoever
maintains the site
These questions are diagnostic rather than confrontational. Clear answers show
whether the live customer journey is being actively owned.

01 What percentage of our traffic currently arrives on mobile?

02 Which actions matter most on a phone?

03 Have we tested every primary action on a real device?

04 Which element creates the longest or widest page?

05 What overlays appear before a visitor can act?

WHAT A USEFUL ANSWER SOUNDS LIKE

Ask for evidence from the current site, current provider and current route - not what was
supposed to be configured at launch.
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What Your Site Looks Like to the
Visitor.
Design for a thumb. Protect the first screens. Test the real device. Keep the
customer’s real task visible and test the live route, not only the design.

PRIMARY NEXT STEP

The Broken Call to Action
A usable mobile page still fails when the action itself goes nowhere.

Continue →

Website Fundamentals
See every guide in this collection.

Explore collection →

All guides
Browse every topic and problem.

View library →

Want help applying this to your business?
Bring me the page customers are most likely to use on a phone. I can identify the first thing making
the task harder than it needs to be.

Discuss the task →
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