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a letter from

GEORGE GALLATE
CHIEF MARKETING OFFICER, EVP of MERKLE 

The year is off to a vigorous start. Already, the marketplace has been flooded with news of 
developing capabilities, shifting priorities, and changing approaches to digital marketing. As part of 
our commitment to sharing our insights and innovation in people-based marketing, we are excited 
to release version 8.1 of Merkle’s Dossier. Now in its eighth year, Dossier is a semi-annual collection 
of articles that explore digital strategies for enabling and delivering data-driven marketing. This 
release features commentaries on a number of important and timely topics from Merkle thought 
leaders who are experts in digital marketing.

In “Preparing for Google’s Mobile-First Search Index,” Melody Petulla, Sr. Manager of Accounts for 
Merkle’s SEO practice, discusses Google’s move toward a mobile-first search index and offers 
guidance for brands to prepare for this transition.

Robbie Schnizler, Sr. Search Analyst and Connor Ecklund, Sr. Search Analyst teamed up to pen 
“Advertising with Amazon Sponsored Products.” The article offers an overview of the rapidly 
growing ad format that enables brands to jump straight to the top of Amazon’s listings, along with 
some keys to success.   

“Loyalty’s Powerful New Role in the Successful Enterprise” was written by Sara Hogan, Director 
of Growth Marketing for Loyalty Services. In it, she outlines the iconic role of loyalty in today’s 
marketing landscape and explains how marketers must go beyond one-dimensional, transactional-
only models.

In “Why Google Shopping Yields Smaller Orders, and Why that May Be Okay,” Andy Taylor, Assc. 
Director of Research, discusses the pros and cons of this popular ad format. Drilling into the data to 
understand why Shopping ads generally produce smaller orders, he offers his analysis of why this 
isn’t necessarily a bad thing.

“Say Goodbye to Keywords: Baidu Industry Bidding,” authored by Hermes Ma, Sr. Manager, SEM, 
sheds light on the enormous opportunity in China brought about by Baidu’s groundbreaking industry 
bidding tool, through which search ads can be triggered by specific URLs in the search results. 

Priyanka Salona, Sr. Manager, Digital Solutions, explores how marketers may be underinvesting 
in digital co-op campaigns, in her article titled “Making the Most of Co-op Advertising with Digital” 
Learn how this option can provide unique value to advertisers at many points along the marketing 
funnel. 

We hope you find these articles valuable and that you consider Merkle a trusted partner in your 
digital marketing endeavors. 

George Gallate
Chief Marketing Officer, EVP

P.S. Mark your calendars for one of Merkle’s premier industry events, the Performance Marketing 
Executive Summit, taking place June 12-14 in Palm Beach, FL.  If you haven’t received your invitation, 
please email events@merkleinc.com.

mailto:events%40merkleinc.com?subject=RE%3A%20Merkle%20Performance%20Marketing%20Executive%20Summit%202017
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PREPARING FOR 
GOOGLE’S MOBILE-FIRST 

SEARCH INDEX
MELODY PETULLA

One of the hot topics in SEO today is mobile search, and rightfully so. Merkle’s recent Digital 
Marketing Report shows that over half of organic traffic is coming from mobile devices. Mobile 
search results have undergone quite the transformation over the years, and with Google’s 
late 2016 announcement of the upcoming mobile-first index, the mobile revolution is not likely 
to end any time soon.
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     Despite the negative impact on mobile organic search volume that paid search has, mobile share of organic search 
continues to rise and hit just under 51% in Q4. Source: Merkle Digital Marketing Report, Q4 2016
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So What is Mobile-First Indexing, and What Should You Do About It?

Put most simply, Google currently uses the desktop version of a site’s content for rankings; 
the mobile-first index represents a switch to primarily using the mobile version of a site’s 
content for rankings instead. 

Sites that display the same content in both their mobile and desktop environments likely will 
not require any changes to maintain their same level of relevance when the mobile index rolls 
out. However, not all websites have perfectly equivalent mobile and desktop experiences. 
Those sites showing mobile and desktop users different content are vulnerable to potential 
fluctuations in organic search relevance and performance upon the release of the mobile 
index later this year.

This article will overview the following:

Different mobile configurations and their risk levels with respect to mobile-first indexing

Guidelines for preparing a site for mobile-first indexing

Tools to incorporate into daily SEO work to help shift to a mobile-first mindset

For a more in-depth look at preparing for the mobile-first index, check out our upcoming 
whitepaper, Merkle’s Technical SEO Guide to Becoming Mobile-First.

     Mobile Configurations

The first step in optimizing for a mobile-first index is understanding the capabilities and limitations 
of each major mobile solution: responsive design, dynamic serving, and separate mobile URLs.
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For SEO, scalable mobile optimization requires consistency and crawlability across devices.

Responsive design is Google’s (and Merkle’s) recommended mobile configuration. It uses 
a consistent URL and the same HTML for all devices. The only thing that changes is the way 
the content is displayed to the user. Using a consistent URL and HTML simplifies reporting, 
content maintenance, and optimizations, making it significantly less error-prone for SEO. 
However, it can result in a heavier page load.

 Mobile index implications: Overall, responsive sites assume the least risk pending the 
upcoming mobile-first index because they serve the same HTML to mobile and desktop user 
agents. However, responsive sites still need to ensure that what is available to the user is the 
same as what is shown on desktop to prevent a drop in relevance in the mobile-first index.

Dynamic serving can be considered the midway point between responsive design and 
using separate URLs for mobile content. It enables a website to serve a completely different 
HTML document on the same URL depending on what type of user agent makes the request. 
This setup offers many of the same benefits as a responsive design, but it allows developers 
to serve mobile users a customized experience.

• www.website.com

• consistent URL with
custom HTML by device

DYNAMIC SERVING

• www.website.com

• consistent URL & 
HTML across devices

RESPONSIVE DESIGN

• www.website.com  
m.website.com

• individual URLs, each 
with its own HTML 

SEPARATE MOBILE URL
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 Mobile index implications: Dynamic websites are more likely to be at risk than responsive 
sites because they often display a larger variation between desktop and mobile content. 
Dynamically served sites should be reviewed to ensure that all URLs have a mobile-friendly 
version and that the content served is as equivalent as possible across devices.

Separate mobile URLs or “m dot” sites are, from an SEO perspective, the least desirable 
mobile design because they require more maintenance, analytics, and tagging. They also 
often offer vastly different experiences across devices. Though they do allow for true mobile 
customization, like dynamic serving, maintaining separate URLs and HTML is more resource-
intensive and error-prone.
 Mobile index implications: Separate m dot sites are the highest risk mobile setup, though 
they can perform fine if configured properly. In addition to reviewing to ensure that all desktop 
URLs have a mobile equivalent and to ensure all content also appears in the mobile design 
(similar to dynamic serving), webmasters also need to review all tags to ensure that each 
mobile URL is properly associated with its desktop counterpart.
      
      Guidelines for Mobile-First Indexing

The emergence of a mobile-first Google index means webmasters should start designing 
sites from the perspective of a mobile user, while accommodating for bot compatibility. 
Content, ranking signals, HTML tagging, and metadata should be consistent across devices, 
while still offering a strong user experience (UX) and speed. Additionally, mobile analytics 
should not take the back seat when identifying opportunities through data analysis. When 
evaluating the state of a website in preparation for the mobile-first index, webmasters should 
focus on reviewing the following:

1. Mobile Comprehensiveness – Ensure all pages that are available on the desktop experience 
also have a mobile equivalent. All mobile pages should be accessible through the mobile 
navigation. Note, however, that Google does not recommend rushing a mobile design 
because “a functional desktop-oriented site can be better than a broken or incomplete 
mobile version of the site. It’s better for you to build up your mobile site and launch it when 
ready.”

2. Equivalent Content – One of Google’s strongest recommendations in preparing for mobile-
first indexing is to maintain equivalent content between mobile and desktop experiences. 
This includes maintaining equivalent copy, internal linking, and supporting content, such as 
images or modules.

3. User Experience – One common concern with adding copy to a mobile design is balancing 
that content with a clean and easy-to-use experience. To ensure that content additions do 
not negatively impact mobile UX, consider using functionality such as tabs, accordion scripts, 
or similar implementations; content hidden behind this type of functionality should be granted 
full weight.
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4. Mobile Popups & Interstitials – As of January 10, 2017, Google will penalize pages that 
show intrusive interstitials on mobile devices. To provide a user-friendly experience, 
webmasters can instead use banners that take a reasonable amount of screen space 
and can easily be exited. Note that popups for cookie usage, age verification, and exit 
intent will not be impacted by the penalty.

5. SEO Signals in HTML – The same way on-page content should be equivalent across 
desktop and mobile devices, signals placed in the HTML of a page that help bots 
understand content and relationships should be consistent as well. This includes tags 
such as page titles, meta descriptions, alt text, header tags, canonicals, rel=“prev” and 
rel=“next” tags, and structured data. 

6. Site Latency – The role of page speed continues to evolve in SEO along with the user’s 
demand for fast content. Although Google sources suggest mobile site latency may not 
be a ranking factor in the initial launch of the mobile-first index, reducing site latency 
can and will have positive effects for SEO in the long run and is Merkle’s recommended 
best practice. Webmasters should aim to optimize the overall size of the page, eliminate 
unnecessary requests, and prioritize rendering of above-the-fold content on both mobile 
and desktop. Outside of addressing individual resources on web pages, webmasters 
can also improve latency by updating the HTTP version at the server level to HTTP/2.

7. Considerations for Separate Mobile URLs – Sites using separate URLs to host mobile 
content need to consider a couple of additional factors to prepare for mobile-first indexing. 
Namely, rel=“canonical” and rel=“alternate” tags need to be properly configured to associate 
the desktop and mobile URLs. Additionally, robots.txt files for separate mobile subdomains 
should be customized to ensure that they properly control crawling for mobile URLs. 

     Mobile Toolbox

SEOs across the industry use a variety of tools to audit websites, perform crawls, and track 
performance. Regardless of the tools used, one thing is certain – testing with only desktop-
specific tools will no longer suffice. Below are a few suggestions for tools that can help SEOs 
in a mobile-first world.

• Chrome Developer Tools
Use to view a page and its fully rendered DOM as a mobile device.

• User-Agent Switcher Chrome Extension
Use to view a page as various different mobile user-agents or as a custom user-agent.

• Crawling as Googlebot for Smartphones
Use to mimic Google’s crawls of mobile content and diagnose technical issues.

• Google Search Console Fetch & Render
Use to see an accurate picture of what Google actually crawls and its interpretation of 
what it looks like to a user.
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• Merkle’s Fetch & Render Tool
Use to fetch and render a URL as any bot and check for blocked resources.

• Google Search Console Mobile-Friendliness Reports
Use to identify and diagnose mobile-friendliness issues that could be penalized by Google.

• Google’s Mobile-Friendly Testing Tool
Use to ensure new or underperforming pages are considered mobile-friendly and do not 
have user experience issues on mobile devices.

• Merkle’s Mobile-Friendly Bulk Testing Tool
Use to pull results from Google’s mobile-friendly testing tool for multiple URLs at once.

• Google’s Structured Data Testing Tool
Use to test structured data added to mobile pages

• Page Speed Tools
Use to test latency on mobile devices; good tools to try are WebPageTest.org and 
Google’s PageSpeed Insights.

Conclusion

Mobile is only getting more prevalent in the search world, and a webmaster’s only option 
is to keep up or get replaced. Google’s upcoming mobile-first index has the potential to 
seriously shake up the search results, so every good SEO should make it a priority to take 
a close look at the site’s mobile experience sooner than later. The shift in mentality from a 
desktop-focused approach to a mobile-first mindset must be reflected in the development 
of websites, creation of content, addition of structured data markup, and day-to-day work 
moving forward. 

For a more detailed look at preparing for the mobile-first index, read our upcoming whitepaper, 
Merkle’s Technical SEO Guide to Becoming Mobile-First.

Melody Petulla oversees a team of SEO specialists and manages internal process development for the 
Merkle SEO team. Having worked with a multitude of brands in the retail, financial, and services verticals, 
Melody has extensive experience in technical SEO, on-page optimization, and content strategy.

7GOOGLE’S MOBILE-FIRST SEARCH INDEX  | MERKLE DOSSIER 8.1



A search for a popular product on Amazon 
often returns dozens of sellers listing the 
same item. Add in the many brand and color 
variations that populate the results, and it’s 
even harder to own the Amazon organic 
space for top searches.

Previously, the Amazon Product Ads format 
was the only means for promoting products 
on Amazon beyond showing up organically 
in the Marketplace results. The model was 
very similar to Google’s PLAs, as shoppers 
were taken away from Amazon and to the 
advertiser’s website.

With the shuttering of Product Ads in October 
2015, many advertisers have adopted 
Sponsored Products, Amazon’s advertising 

platform available to any seller on Amazon.com. 

Comparable to a combination of Google 
text ads and Product Listing Ads (PLAs), 
Sponsored Products allow brands to pay 
to catapult straight to the top of Amazon’s 
results page. The format has quickly become 
popular, and Morgan Stanley estimates 
that the program is already generating $1.4 
billion a year for Amazon and growing by 100 
percent year over year.

What is the Sponsored Product 
Ads format?

Sponsored Products ads appear on Amazon 
after users conduct on-site searches, as well 
as when users navigate to a product detail 

ADVERTISING WITH

AMAZON SPONSORED 
PRODUCTS

ROBBIE SCHNIZLER & CONNOR ECKLUND

8MERKLE DOSSIER 8.1



Morgan Stanley 
estimates that 
Amazon Product 
Ads are already 
generating $1.4 billion 
a year for Amazon and 
growing by 100% 
year over year.

page. The ads very closely mirror Amazon’s 
organic product listings, the only difference 
being a “Sponsored” label showing above 
product titles. Sponsored Products can 
appear on the top rail, right rail, or bottom 
rail, and on product detail pages.

Other Amazon ad formats, such as Product 
Display and Headline Search ads are currently 
only available to vendors (brands that wholesale 
their products to Amazon), while Sponsored 
Products Ads are available to anyone selling 
on Amazon, including third-party sellers (those 
who sell directly to the consumer).

Advantages of Being a Vendor vs. 
a Third-Party Reseller

There are some pros and cons to being a 
third-party seller versus a vendor when it 
comes to participating in Amazon’s ad listings. 
For one, vendor ads get an immediate boost 
because Amazon is the seller and often wins 
the “Buy Box,” which is a requirement for a 
Sponsored Product ad to appear. 

Winning the coveted Buy Box means that a 
brand is the default seller when someone 
lands on an Amazon product page, and 
Amazon is very likely to score high on 
most, if not all, of the factors considered in 
determining the Buy Box winner. 

Some of the factors that Amazon weighs 
in determining the Buy Box winner are the 
type of fulfillment method (shipping through 
Amazon is considered optimal), product 
price (Amazon has a strong negotiating 
position with vendors, so it can often sell 
products cheaper than many other sellers), 
and shipping time (Amazon usually offers the 
quickest service with Prime).

Vendors also get access to the full Amazon 
Marketing Services (AMS) suite (Headline 
Search and Product Display ads, in addition 
to Sponsored Products). However, since 

vendors are selling to Amazon and Amazon 
is selling to consumers, Amazon owns all of 
the data associated with each sale. As of 
March 2017, there are also severe reporting 
limitations on the AMS platform, including 
not being able to see exact sales or number 
of units driven by ads.

While third-party sellers don’t get to advertise 
using Headline Search and Product Display 
ads, they get clearer insights into exactly 
which products are sold via Sponsored 
Products ads in both a downloadable and 
dashboard view. 

Basics of Sponsored Products 
Campaign Management

Amazon Sponsored Products campaigns 
come in two different types: automatic and 
manual. Automatic campaigns allow Amazon 
to choose the search terms on which they 
serve your products. Amazon makes these 
decisions based on product relevancy, 
similar to Google’s PLAs. 

Relevancy is determined by the product itself 
and the information listed on the product detail 
page, such as titles and bullet points. Even 
though automatic campaigns give advertisers 
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limited control, they can be a great tool for 
discovering alternate spellings or long-tail 
keywords to use for manual campaigns.

Manual campaigns allow advertisers to 
upload keywords and set a specific max bid 
for each individual keyword, similar to Google 
search text ads. Also, keywords are set to the 
familiar broad, phrase, or exact match types.

Amazon Sponsored Products also offers many 
great tools to improve campaign performance, 
some similar to tools that Google offers and 
some not. Advertisers can add negative 
keywords to avoid spending money on 
irrelevant queries, while “Bid +” is a tool that 
gives Amazon the ability to raise max bids by 
up to 50 percent, if it means landing an ad 
on page one. Amazon also offers suggested 
keywords for manual campaigns, which can 
help with getting keyword lists started.

A good way to begin advertising through 
Amazon Sponsored Products is to take a 
group of similar products that perform 
well through other channels and create an 
automatic campaign. From there, you can 

use those same products to create a manual 
campaign targeting the strongest performing 
keywords discovered from the automatic 
campaign, and then bid more granularly based 
on each term’s performance and KPI goals. 

If you want even greater control over what ad 
is showing for certain search queries, you can 
create a manual campaign for just a single 
product and add the keywords of your choice.

Important Product Information to 
Optimize

Optimizing product data and the Buy Box 
page can have a direct effect on Sponsored 
Product click-through and conversion rates. 
In addition to the max bid set at the campaign 
level, automatic campaigns rely on product 
data to determine which ad will appear for a 
particular query.

Brands typically get better performance 
when ads and product pages are as 
descriptive and accurate as possible. While 
most Amazon product data mirrors the 
information in a Google PLA, there are a 

     Amazon Sponsored Product ads are highlighted by orange boxes in the screenshot above. Sponsored Products 
can appear on the top rail, right rail, or bottom rail, and on product detail pages.
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few product data optimization best practices 
specific to Amazon product pages.

For titles, it’s essential to describe each 
product using a few keywords, the brand, 
the size, and a color (if applicable). While 
titles play a key role in relevancy, and thus 
require solid keyword inclusion, it’s important 
to avoid overstuffing titles with keywords that 
end up making titles look “spammy”.

Bullet points are unique fields in Amazon that 
serve as a description on product pages. 
Typical bullet points include information 
on shipping settings, what is contained in 
a product, the product’s benefits, and its 
instructions. Brands should include any other 
keywords that customers may be using to 
search for a product in bullet points.

The image size requirements for Amazon are 
at least 1,000 pixels in either height or width. 
Amazon prefers that images have a white 
background, though it is not mandatory. We 
recommend sending multiple photos for 
each product to showcase as many details 
of the product as possible.

Price point is a huge factor on Amazon and 
can be the difference in product listings 
appearing on the first page or the fifth page 
of the results (with all other factors being 
equal). The lower the price, the more likely a 
product will show up on the first page and get 
traffic. We recommend testing some cheaper 
price points at first to build traffic, and then 
pulling back once you have created some 
sales history, which is one of the determining 
factors included in Amazon’s algorithm that 
can help move your products and ads higher 
in the Amazon SERP.

It is important to know that if you are selling an 
established product on Amazon that is sold 
by multiple sellers, there is already an ASIN 
(Amazon Standard Identification Number) 
tied to that product. Every single seller of that 
ASIN must use standard product information. 

When you are a third-party seller and the 
manufacturer of a product that has not been 
sold on Amazon yet, you can create and 
establish the product data yourself. Rather 
than competing against other sellers of the 
same product to win the Buy Box, you are 
vying against sellers of similar products with 
different ASINs. Having accurate and detailed 
product data can be the determining factor 
in Amazon choosing to show your ad over 
the competition. 

Conclusion
Amazon Sponsored Products provides an 
exciting opportunity for new and existing 
retailers to make their products more visible in 
Amazon’s results. As the competitive landscape 
of online shopping dwindles down to only a few 
top selling platforms, competing in Amazon has 
become even more important than ever.

Merkle has an established relationship with 
Amazon that allows us to obtain more 
granular performance data, take advantage 
of new updates faster, and work with 
account reps who can provide deeper 
insights and strategies into advertising on 
Amazon. We’re happy to assist any vendor 
or third-party seller looking to get started in 
Amazon advertising. Please reach out to us 
at  feedsthoughtleadership@merkleinc.com  if 
you would like to learn more about Amazon 
advertising with Merkle.
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Robbie Schnizler helps drive growth for several brands across multiple marketplaces and online shopping 
channels by combining best practice product optimizations with tailored management strategies.

Connor Ecklund helps improve client performance by managing relationships for retail advertisers on 
Marketplaces and PLA programs. He focuses on data analysis and implementing the best practices that 
drive optimal results.

mailto:feedsthoughtleadership%40merkleinc.com?subject=RE%3A%20Amazon%20Advertising%20with%20Merkle
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Loyalty’s Powerful 
New Role
in the Successful 
Enterprise  
SARA HOGAN



Loyalty, in the context of commerce, dates as far back as the 1920s when 
consumers first collected “currency” by clipping flour bag coupons and 
box tops to be used against future purchases. A century later, the essential 
tenet of loyalty remains virtually unchanged; building strong and profitable 
customer relationships that make the brand a buyer’s first choice.

Today, loyalty marketing has been elevated to a science. With the 
rapid evolution of technology, the influx of rich consumer data, and 
the emergence of connected loyalty, brand success means creating 
meaningful moments that build or strengthen emotional ties to the 
consumer.

While it’s ever more challenging to gain loyalty, make no mistake: Loyalty 
is the end goal in a complex and rapidly changing business environment, 
and it represents the future of customer relationship management and 
customer marketing as we move deeper into e-commerce. 

Marketing Funnel, or Ongoing Cycle?

Marketing historically has focused on building brand perception and 
influencing consumer behavior in advance of a purchase decision -- a 
process often described within the framework of a marketing funnel. But 
to win and retain customer loyalty, marketing has work to do long after 
a transaction. In fact, a consumer’s journey often becomes an ongoing 
cycle, with post-purchase experience influencing subsequent behavior.

As illustrated in McKinsey Quarterly (June 2009), this cycle draws a 
distinction between active loyalty and passive loyalty to underscore the 
need for post-sale marketing. Using an insurance industry example, the 
consultant found a sixfold difference in the ratio of active to passive 
loyalists among major brands. With passive loyalists viewed as most 
likely to switch companies, two fast-growing insurers have leveraged 
the subjectivity of passive loyalists to increase their own customer base 
by focusing messaging around comparison shopping and the ease of 
switching insurers. By tailoring their message to highlight consumer 
vulnerability, these insurers are giving consumers a reason to leave, not 
excuses to stay. 

Expanding the pool of active loyalists — those consumers less open to 
the siren call of competition — is therefore essential. It depends heavily 
on an interactive and analytics-based approach to customer loyalty that 
enables a brand to gain the agility and insights needed to scale and 
optimize customer engagements over time.

Even this digital nirvana, if achieved, will start to look like the flour bag 
coupon if a brand stumbles while moving into the post-digital world. In 
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a Forrester Research scenario, we are leaving a digital world, defined as data-driven, one-to-one 
marketing. The post-digital world involves “one-to-moment” marketing, an interaction in which 
context – not just content – is king. 

The Pressure on Marketing Professionals is Increasing 

“Moment marketing,” Deloitte Digital says, “is the ability to take advantage of an event to deliver 
relevant and related, seemingly spontaneous, and often fleeting interactions with customers 
in real time.” Reaching this goal requires a knowledge of loyalty strategy, implementation, 
technology, and metrics. Many marketing organizations fall short of housing all of the required 
knowledge and expertise.

The Great Loyalty Reset, a global study conducted by 500friends, a Merkle company, reveals 
the disconnect between loyalty program managers and their customers. Program managers 
profess to embrace a 360-degree view of members but struggle to understand member needs 
and expectations. On the other hand, consumers often describe their loyalty programs as 
underwhelming, too much work for the promised payoff, or irrelevant to their lives and values. 

Consumers may sign up for 20 or more loyalty programs but are actively involved in 10 or 
fewer, according to The Great Loyalty Reset. Additionally, 50 percent have abandoned a loyalty 
program that did not meet their needs. The implications for a company’s bottom line are clear.

To meet the challenge of skittish buyer behavior, loyalty professionals need to master a variety 
of technological and analytical skills that enable them to better understand and leverage 
ever-changing consumer behaviors and expectations. Program managers also are obliged 
to measure the impact and financial value of their programs, or to gauge program success 
beyond traditional metrics such as membership growth and satisfaction metrics. 

Members consider high-quality products, responsive customer service, “great memories,” 
and shared retailer/brand values to be as important to their continued loyalty as the rewards 
and experiences they earn. Customer-obsessed brands are the businesses that will succeed 
and loyalty programs, having evolved from traditional discounting to becoming a leading 
channel for brands to deliver consistent and personalized experiences because of their ability 
to touch a broad range of areas within a business. Make an emotional connection with the 
more valuable customers, says the Harvard Business Review, and the payoff can be huge. 
The 500friends study confirms the importance of an emotional connection, which HBR defines 
as fulfilling deep, often unconscious desires, such as “standing out from the crowd” or having 
confidence in the future.

Loyalty Evolution from Transactional to Experiential 

Far from the days of flour bag coupons, loyalty is becoming more complex. The expectations 
for loyalty programs to not only attract new members, but retaining those members is becoming 
an increasing challenge in today’s hyper-connected world. It’s imperative for today’s loyalty 
program to evolve, as consumers want a personalized and memorable relationship with brands 
and expect brands to engage them with familiarity to make the most of their interaction.
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Loyalty models are evolving from traditional transactional programs (engagement tied to 
spend/transactions that drive repeat patronage) to more experiential (loyalty or engagement 
tied to non-transactional elements). The opportunity is there for transforming from a generic 
discounting platform to one that surprises and delights consumers with relevant and 
personalized experiences. 

Program design needs to strike a balance between the interests of the customer and the 
priorities of the business, yet also needs to be flexible and tailored to clear customer-base 
demographics, brand positioning, and industry expectations. For most businesses, it must 
focus on high-value customers.

A loyalty program should be supported with comprehensive financial modeling that enhances 
the ability to connect to the consumer and yield greater returns. Metrics should include revenue 
growth, profit margin, and incremental net benefit assessed against liabilities such as reward 
costs, point accruals, expiration, and other program costs.

Loyalty is Mission Critical

The impact of loyalty programs extends far beyond net membership growth, satisfaction surveys, 
and incremental revenues. Loyalty has a deep impact on overall business performance and 
brand health — positively and negatively. Consider this:

• The 500friends findings indicate that nearly 90 percent of members on average say they 
shop far more with brands they enjoy and value, but two-thirds shop far less with brands if 
their loyalty programs fall short. 

• Customers who abandon unsatisfactory loyalty programs are also more likely to abandon the 
retailer or brand altogether. 

This connection between loyalty and business success demands that all parts of the business 
establish a clear and concise alignment around loyalty objectives. One-dimensional loyalty 
programs, even in the hands of a talented marketing team, put the whole enterprise at a 
competitive disadvantage. It is vital to develop and deploy multifaceted programs that are part of 
overall business, sales, and customer experience strategies.

Done properly, a loyalty program can help create “brand fanatics” — engaging and immersing 
customers in an enriching brand experience. This creates true competitive advantage and 
measurable results, not to mention a loyal, satisfied, and growing customer base.

Sara Hogan is a creative and out-of-the-box strategic thinker lending her loyalty marketing 
expertise to evangelize thought leadership for 500friends, a Merkle Company.



and Why that May Be Okay 

Online retailers should know well by now the importance of Google Shopping, also known 
as Product Listing Ads (PLAs), in paid search. As of Q4 2016, these image-based ad units 
accounted for 48 percent of all Google paid search traffic for retailers, according to the Merkle 
Digital Marketing Report.

With text ads and PLAs now accounting for roughly equal shares of their total Google search ad 
traffic, many retailers look to compare metrics between these two formats to find opportunities 
for optimizations. One key difference that advertisers have consistently seen over the years is 
that the average order value (AOV) tends to be smaller for PLAs.

Here we’ll examine the potential causes for such a difference, and explain why it might not 
make sense for advertisers to try to force higher AOVs from their PLAs.

Google Shopping AOV Lower than Text Ads across Device Types

Comparing AOV for PLAs vs text ads by device type for January 2017, PLA average order value 
was 12 percent lower than that of text ads on desktop and tablets and 17 percent lower on phones.

These differences can also be much larger, as about 20 percent of the advertisers studied find 
PLA average order value more than 30 percent below that of text ads for any given device 
type. Only about 15 percent of advertisers had a higher AOV for Google Shopping than text 
ads for any given device type.

Importantly, AOV is lower for PLAs because of differences in both the average number of items 
purchased per order and the average price of the items purchased.

Why Google Shopping
Yields Smaller Orders

ANDY TAYLOR
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Do Product Listing Ad Clickers Buy Fewer Items?

While PLAs have steadily expanded to show for a wide range of queries, including very general 
searches for broad product categories such as “men’s shoes,” PLAs are still more likely to show 
for queries that indicate the intent to purchase a specific product (for example, “Nike free 5.0 
men’s”). 

For these specific searches, the query indicates that the searcher is looking for a single item, 
and logically it makes sense that searchers are likely to click on a PLA that displays an image 
of the precise product they’re looking for.

This is to say that searchers looking for a specific product might be more likely to be presented 
with and then click on a PLA unit, while searchers conducting more general inquiries might be 
more likely to be presented with and end up clicking on a text ad. Very specific searches in turn 
probably yield smaller shopping carts than more general searches, since these queries show 
the intent to find a single product rather than to browse through multiple products.

Looking at basket size for PLAs versus text ads in January 2017, this theory appears to hold 
up as the median PLA advertiser (Merkle clients) found that PLA-driven orders had fewer total 
items per conversion than text ads for every device type. The difference in the number of items 
per order is greatest on phones, which also produce the largest gap in AOV overall.

However, the difference in AOV is greater for desktop and phone than the difference in the 
number of items purchased. So this data doesn’t quite tell the whole story.

80%

40%

60%

20%

PLA Share of Google Paid Search Clicks
Aggregate Results - US Retail

Q3Q1 Q4 Q2 Q3Q1Q4 Q4Q2 Q3 Q1
2014 2015 2016

Q2 Q4

74%

48%

Overall Non-Brand
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TEXT ADS

Do Product Listing Ad Orders Include Cheaper Products?

Looking at the median price per item purchased of PLA orders versus text ad orders, we find 
that items in PLA orders are slightly cheaper across every device type.

Note: The sum of these differences and the differences in average items per order do not add 
up perfectly to the differences in AOV, since all calculations are median values as opposed to 
aggregate values.

Product price is clearly displayed in each PLA unit, and searchers can deliberately choose to 
click on the cheapest possible option from among the products listed. Text ads, on the other 
hand, are not required to include price in ad copy, and very few searches return text ads that 
all have price clearly listed.

Further, searchers have the option to click into Google Shopping and sort all relevant products 
by price, in true comparison shopping fashion.

Google providing searchers with additional information and capabilities with PLAs likely leads 
consumers to products with lower prices than text ads. Given that searchers are probably more 
likely to click on cheaper products for many queries, this likely influences Google’s measure of 
the relevancy – and therefore the quality of specific products in searches. Its goal is to show ads 
that are most likely to appeal to searchers. If they signal that cheaper options are more likely to 
appeal to them with their click behavior, it follows that the auction might favor cheaper products.

Average Order Value: Google PLAs vs. Text Ads
Non-Brand - Median Retailer - January 2017

–17%

DESKTOP TABLET MOBILE

–12%–12%
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Average # Items Per Order: Google PLAs vs. Text Ads
Non-Brand - Median Retailer - January 2017

While the median advertiser sees only slightly lower sales per item for PLAs than text ads, brands 
that sell higher ticket items in general see a greater gap in sales per item. This may indicate that 
user tendencies to seek out the lowest-priced option might be stronger for more expensive 
products, and/or that Google’s PLA algorithm gives more of an advantage to price-competitive 
products in auctions featuring higher ticket items than auctions featuring lower ticket items.

Overall, item price is much less to blame for lower AOV in PLAs than the number of items 
purchased for most brands. However, some advertisers in price-competitive industries find 
item price can differ significantly between PLAs and text ads.

Should Advertisers Try to Force Higher PLA Average Order Value?

Given that these causes seem to come from natural human tendencies which would lead to 
smaller order values for PLAs, trying to combat smaller Google Shopping cart value might be 
a losing battle for advertisers.

The most common reason that PLA average order value lags that of text ads is that PLA clickers 
just don’t buy as many items per order, so encouraging consumers to add more items should 
seemingly be the starting place of any brand looking to close the AOV gap. 

However, aside from making the site as easily navigable as possible, and clearly displaying 
complementary products on landing pages, there’s only so much brands can do to convince 
users to purchase multiple products when they are more likely to want only a single product. 

TEXT ADS

–14%

DESKTOP TABLET MOBILE

–12%

–9%
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Discount offers which only take effect when customers 
reach particular order minimums can help incentivize 
larger carts, but they also sacrifice margin per item for 
volume.

Brands could also try to adjust the products featured 
in PLAs to shift traffic toward higher ticket items, either 
by omitting cheaper products from feeds or using bids 
to push more expensive products to show more often. 
However, if searchers are looking for the best deal when 
checking the prices featured on PLAs, they’re probably 
less likely to click on higher-priced options. 

And again, Google is taking users’ likelihood to click on 
ads into account when determining which PLAs to show, 
so more expensive products with lower CTRs might not 
be featured in as many search results as would lower-priced items with higher CTR.

Don’t Sweat Google Shopping AOV, Do Optimize for Bidding

It’s very common that Product Listing Ads drive smaller orders than text ads, and there are 
some intuitive reasons for why this is the case. Advertisers can try to force bigger orders out of 
PLAs, but are likely better served by doubling down on PLA optimization best practices.

Rather than push more expensive items, brands should focus on setting effective bids for each 
product based on the expected value of traffic. If a lower-priced shirt is driving a higher sales 
margin per impression/click than a higher-priced shirt, advertisers should be bidding more 
aggressively for the less expensive product in PLAs.

Setting effective bids requires that advertisers structure Google Shopping campaigns in such 
a way that bids are placed as granularly as possible. Further, advertisers should be filtering out 
any irrelevant traffic by using negative keywords. They should be combining negatives with 
campaign priority settings to funnel important segments of traffic, such as those containing 
brand keywords, to the correct product targets.

Obviously, advertisers want higher order values, but in the case of PLAs it seems there are 
some natural consumer behaviors and auction variables that lead to AOV trending below that 
of text ads for many advertisers. As such, brands shouldn’t place too much importance on AOV 
parity between the two formats.

More expensive 
products with 
lower CTRs might 
not be featured in 
as many search 
results as would 
lower-priced items 
with higher CTR.

Andy Taylor is responsible for analyzing trends across the digital marketing spectrum for best practices 
and industry commentary. He is a major contributor to Merkle publications including the Digital Marketing 
Report, Digital Bowl, and Dossier, as well as a frequent speaker at industry events and conferences.
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SAY GOODBYE TO KEYWORDS:
BAIDU INDUSTRY BIDDING

HERMES MA

It is no secret that China’s dominant search engine, Baidu, is heavily focused on monetizing its 
platform. Historically, this effort has been carried out by progressively increasing the amount 
of ad space on the search engine results page (SERP). The recent launch of Baidu’s industry 
bidding tool (BIB) increases a marketer’s chance of success with Baidu in a new way.

    What is BIB?

Officially launched toward the end of 2016, Baidu industry bidding is a groundbreaking innovation 
that allows advertisers to bid on URLs rather than keywords. This may sound similar to Google’s 
Dynamic Search Ad product for AdWords, but the big difference is that these URLs aren’t limited to 
the advertiser’s domain— they can include URLs from ANY domain other than Baidu.com. 
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Whenever targeted URLs appear in the organic results on the SERP, your ads will enter the 
auction to serve on the top of those organic results, just like regular search ads. The ranking 
factors of BIB ads, a combination of bid (i.e., max cost per click (CPC)) and quality score, are the 
same as the ranking factors for keywords. Importantly though, if a query is triggering both a BIB 
ad and a regular keyword ad, the latter will have a higher priority to display, even if the BIB ad 
has a higher quality score and max CPC.

Below are some strategies, observations, and tips we’ve learned from our experience with BIB 
as a Baidu partner.

    Seizing Organic Traffic While Saving Time with BIB 

The two key benefits with BIB are:

1. The ability to directly target competitors’ organic traffic to increase your brand presence.
2. Saving time from being able to build fewer long-tail keywords.

Let’s say you choose to target your competitor’s domain, www.Competitor-A.com, with BIB ads. 
Now, if a user searches for something that triggers www.Competitor-A.com/any-page-under-
this-domain.html as an organic result, your ads could be displayed above it. 
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You are allowed to add any domain except www.baidu.com, and that really means ANY 
domain. Baidu has even recommended www.scio.gov.cn for bidding. Theoretically, you may 
add seemingly unrelated domains for targeting as long as you think that the persona of 
that domain’s audience is the same as your target audience. This is similar to how we might 
approach segmentation and targeting for display ads – focusing on choosing publishers.

The BIB feature, if handled correctly. also saves you time from building your long-tail keywords 
while still guaranteeing relevancy. For example, if you are selling high-end baby car seats, 
under the older method, you would build a long list of keywords around safety seats for baby. 
In the Chinese language, this can be very difficult given the complexity of each character’s 
meaning. 

In English, advertisers can more easily employ automated logic to help generate intelligent 
words and phrases, but similar efforts in Mandarin are much more challenging. Now with BIB, 
you can bid for www.bmw.com.cn or www.cadillac.com.cn knowing that you would reach users 
who are searching for luxury cars, including many prospective clients for high-end car seats.

    Setting Up BIB Campaigns

BIB ads are created and organized in separate Baidu campaigns. These campaigns are unique 
as they, obviously, contain no keywords. Under the BIB campaign, you create ad groups, and 
in each ad group, you add the URLs that you wish to target. BIB ads will look just like regular 
Baidu PPC ads to the consumer. All regular PPC ad formats are applicable, including site links, 
app download, and phone number.

The URLs for each ad group can be a specific URL or a set of URLs. You can also use a “begin-
with” option to target all URLs that begin with the targeted URL. 

For example, let’s say you target the following URL using the “begin-with” option:

www.bmw.com.cn/zh_CN/newvehicles/x/ 

The targeting would not just cover the above URL, but any page starting with it including:

www.bmw.com.cn/zh_CN/newvehicles/x/x1/2016/highlights.html
www.bmw.com.cn/zh_CN/newvehicles/x/x3/2014/start.html
www.bmw.com.cn/zh_CN/newvehicles/x/x6/2014/start-page.html

Finally, campaign filters and segments for standard PPC ads, such as geographic targeting and 
dayparting, also work for BIB campaigns. Be sure to use them as well when creating your BIB 
campaigns.

    Optimizing Your BIB Campaigns

Now that you have created your initial BIB campaigns, what’s next? Here are some tips for you 
on BIB campaign optimization.



    Identify the Best URL Targets

To start, Baidu offers a simple tool that will help you find those URLs or domains that have had 
meaningful impressions related to your account. Besides that, you have other third-party tools 
like Alexa that can help you explore more sites in your vertical.

When adding new URLs, you will also need to do a deep dive into the categories of those sites, 
because, generally, not all of the content will fit well with your offering. 

    Avoid DKI in Your Ad Copy

It is predictable that when keywords are no longer the targeting criteria, the ad copy becomes 
more correlated with the landing page as opposed to the search query intent. Considering this 
circumstance, you need to avoid dynamic keyword insertion (DKI) because the search queries 
may not be directly related to your content.

Many of us use DKI for standard ads because it makes the copy more relevant, and for Baidu 
and Bing China, the SERP actually highlights those keywords in red. If you do wish to increase 
your BIB CTR, you may need to simply bid higher. If you do reach the top position on the SERP, 
you will have the chance to include a thumbnail in your ad format. That’s an option that boosts 
your CTR without losing the accuracy of your offering.

    Now is The Best Time for BIB

As an innovative tool that can substantially change the search landscape, BIB is beyond 
impressive to those working with it. Inevitably, BIB further increases the volume of paid 
advertising on the Baidu SERP, although there is ambiguity around the full impact this will have 
on organic Baidu traffic. It will likely take a hit.  

All said, BIB is a bold trial for Baidu as it allows advertisers to maximize SERP awareness in a way 
that was previously impossible. If you’ve wanted to use search ads for prospecting in new ways, 
this product provides the opportunity to do so with strategies such as capturing competitor SEO 
traffic and targeting URLs that serve the same audience as your audience target. 

While the product is still experimental (and Baidu could change the rules of the game), for the 
time being you can stop worrying about your competitors having a larger presence than you in 
China, if your brand can make the necessary investment to start using it.

Hermes Ma has a background in media operations at Merkle China and currently oversees the 
parternship with Baidu. He has a decade of experience in digital marketing in Greater China and Asia. 
Hermes is a firm believer in the primacy of hard data to optimize acquisition channels and maximize 
conversion effectiveness.
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Effective product marketers don’t just look at their conversion funnels within individual channels or 
even limit themselves to assessing cross-channel interactions; they must also consider all touch- 
points a potential customer has with their product, even if that means optimizing toward a purchase 
through another seller.

Often employed as part of a broader shopper marketing strategy, a cooperative (co-op) campaign 
features at least two parties; typically a supplier and a retailer working together to run ads for mutual 
benefit. The power behind the co-op methodology lies in the fact that one party gets to advertise 
to a new, incremental audience and the other gets to subsidize its marketing costs. Both entities 
benefit from increased brand awareness and revenue. As cliché as it is, it’s a win-win. 

While co-op campaigns have been around for a long time, they have not moved to digital channels 
as quickly as other marketing initiatives. Google sees 31 percent of brand budgets in digital, but only 
13 percent of co-op budgets focused on digital marketing channels. 

This is not for lack of scale, as the industry is massive. The Interactive Advertising Bureau (IAB) 
estimates there is $50 billion spent on co-op advertising in the US annually, and as much as $500+ 
billion globally. And the kicker is that BIA Kelsey cites that 50 percent of co-op budgets are left unspent 
each year. With audiences moving their time and attention to online channels, the next step is clear: 
Leverage digital co-op advertising to effectively connect with your customers across channels. 

Why Digital?

Now more than ever, digital is a powerful medium that advertisers must leverage to target their 
customers uniquely and efficiently. The reasons are threefold: 

 1 / Digital channels are uniquely equipped to create one-to-one conversations between 
you and your customer.

It is the age of first-party data. The digital audience is growing and the capabilities to target users 
granularly with digital have grown exponentially more sophisticated over the last few years. From 
audience-catered, sequenced email campaigns, to Facebook Custom Audiences and Google 
Customer Match, to first-party, data-driven inventory buys on publishers such as Pandora with 
Merkle’s Publisher Addressable Marketplaces (PAM), advertisers can leverage their first-party data 
to find their audiences online. 

MAKING THE MOST OF CO-OP
ADVERTISING WITH DIGITAL

PRIYANKA SALONA
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Layer on to this people-based foundation the capabilities digital has long had (targeting based on 
geographic region, time of user engagement, and past history with an advertiser’s site, to name a 
few), and you have a method to target the right customer at the right time with the right message. 

These capabilities are especially useful for co-op campaigns because an advertiser is able to tap 
into a data set that they would not otherwise have access to. For example, Calvin Klein knows the 
customer who has purchased from its site before, but how does that customer differ from those 
who purchase Calvin Klein products from Nordstrom? What other brands is this customer likely to 
interact with? Is Calvin Klein more likely to see business from a Nordstrom cardholder that frequently 
purchases Levi’s denim or one that always peruses the Ralph Lauren fragrance selection?

To not take advantage of finely-tuned audience targeting and messaging is a missed opportunity. 
Give the people what they want!

2 / You can target users at every stage of the conversion funnel.

Those without much experience in digital marketing sometimes think that digital channels are strictly 
focused on the lower half of the funnel —driving revenue and conversions. While digital is great for 
direct response, that’s not all it can do. 

With computers, phones, and tablets being such an integral part of shopping and buying research 
now, digital can be just as effective at driving brand awareness and interest as traditional marketing 
channels. Make customers aware of your brand and products with YouTube video ads; get them 
interested in your product offerings and purchase considerations by using paid social promoted 
posts; drive users to convert online using paid search and dynamic product retargeting; drive users 
to convert in stores using mobile Local Inventory Ads. 
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Key Co-Op Benefits
FOR RETAILERS FOR SUPPLIERS

• Incremental budget from suppliers for 
advertising

• Higher digital presence and store traffic

• Improved supplier relationships with 
more transparency and data

• More transparency and data from 
Co-Op budgets

• Higher digital category converage 
versus competitors

• Increased sales of products

$200B+

TOTAL CO-OP BUDGET 
AVAILABLE

CO-OP BUDGETS LEFT 
UNSPENT EACH YEAR

CO-OP BUDGETS SPENT 
ON DIGITAL TODAY

50% 13%



Of course, you don’t want to throw traditional co-op marketing to the wayside, you need both 
traditional and digital marketing to cover the spectrum of the funnel and confidently convey your 
message. There is an opportunity to share creative and create a connected customer journey 
across channels. Have you tested your co-branded TV creative on Facebook yet? 

3 / Digital is data heavy, and therefore easier to track, measure, and evaluate.

Digital campaigns are data-rich, allowing for easy and timely campaign optimization and success 
measurement. The data points are plentiful — impressions, clicks, conversions (online, offline, view-
through, cross-device), by keyword, by creative, by audience, by device.

With a strong technical foundation, you can get as sophisticated as measuring and attributing the 
value of your customer’s interactions and touchpoints with your brand across all channels.

Getting Started: Basic Co-op Campaign Logistics

Now that you are jazzed about digital co-op and are wondering how to get started, there are a few 
things you should consider when planning and/or ramping up your digital co-op programs. Co-op 
campaigns can be set up in many ways. For example, a supplier can provide dollars to fund a co-
branded campaign that the retailer manages, or a retailer can provide investment for a co-branded 
campaign that the supplier manages, or perhaps both parties are running co-branded campaigns 
simultaneously. 

The logistics to determine beforehand are: Who is actually running and launching the co-branded 
campaign, who is paying for it, and who is providing the creative? The retailer, the supplier, or both?

Additionally, is an agency involved? If the party managing the campaign works with an agency, that 
agency will likely handle campaign execution and reporting (note that a percentage of the third-
party media investment may go toward campaign management fees). The agency and its client, 
whether that be the retailer or the supplier, will likely lead targeting strategy.

Co-op Campaign Strategy

As with all digital marketing campaigns, you must determine the goal of your co-op campaigns, as it 
will dictate your success metric as well as your channel, publisher, and targeting strategy.  

If you are looking to increase brand awareness, your KPI is likely impressions, and your media mix 
will be heavier on prospecting through paid social and programmatic media, lighter on retargeting, 
and more heavily focused on non-brand keyword results within search. 

A smart, new customer acquisition strategy will determine success by cost per acquisition and will 
leverage CRM data to distinguish between new customer audiences and existing customer audiences. 

Finally, a classic revenue-driving campaign should spend some money building the mid-to-upper 
funnel awareness pool and then focus dollars on retargeting heavy plays such as Dynamic Product 
Ads within social and media, Customer Match, RLSA, and brand term-driven text and shopping ads 
within search.
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With co-op campaigns providing incremental dollars for your digital marketing initiatives, the added 
question is when to run co-op campaigns or ask for additional funding? Below are a few example 
scenarios and strategies to help you scope out your own needs and then get started.

 EXISTING PRODUCT SUPPORT

Need: Our evergreen product offering plays in a very competitive space; we need additional 
support to increase impression share, to own the category, and to drive sales. 

Strategy: Increase brand share of voice by boosting impression share on supplier-product-
based text ads, Shopping ads, Dynamic Search Ads, Dynamic Product Ads, and lower-funnel 
programmatic media retargeting campaigns. Increase category ownership by becoming 
more visible through non-brand text ads, Shopping ads, and Dynamic Search Ads on 
search, and in-market segments with modelled CRM-similar audiences, with paid social and 
programmatic media. 

 NEW PRODUCT LAUNCH

Need: We need to increase digital visibility during a new product launch.  

Strategy: Use the Existing Product Support strategies to increase brand and category share of 
voice; flood key categories with funds to build up an audience to retarget against; craft new co-
branded creative for both the supplier and retailer to leverage across channels, and optimize the 
co-branded landing page to call out key products and offers.

 LOCAL AWARENESS CAMPAIGN

Need: We have a significant brick-and-mortar footprint and are looking to use digital to drive 
offline traffic.  

Strategy: Drive local awareness by geo-targeting and regionally increasing brand and category 
impression share, leveraging local ad types, and highlighting in-store offers in digital ads. 

 PROMOTIONAL PERIOD

Need: We want to increase digital visibility during a peak promotion. 

Strategy: Maximize brand and category impression share using the tactics discussed above and 
flood key categories with funds to build up an audience to retarget against; use a digital-specific 
and brand/retailer-specific promotion code across channels for ease of success tracking. 

By now you’re hopefully armed with some ideas, enthusiasm, and knowledge to apply to your 
digital co-op campaigns. The next step? Get your retailers, suppliers, digital and co-op managers in 
a room and drive those revenue gains!

Priya Salona works with client and business development teams to craft holistic account strategy 
that spans paid search, SEO, programmatic media, and paid social. She is also working with multiple 
clients across channels on digital co-operative advertising campaigns.
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Visit www2.merkleinc.com/DMR-Report for insight into:
 
• Google, Facebook, Amazon, and other platform updates

• Growth trends across channels, devices, and ad formats

• Key developments impacting performance across digital 
channels

Merkle’s award-winning
Digital Marketing Report

is available for download!

http://www2.merkleinc.com/DMR-Report
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