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User experience is the highest priority for search engines. If 
the search results do not contain quality pages that perform 
as expected, users can easily switch to a different search 
engine that meets their needs. To avoid this, search engines 
must closely follow trends in user behavior to ensure that there 
isn’t a disconnect between users’ expectations and the results 
they receive. The rapidly growing mobile audience is the most 
essential trend for brands to respond to.
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WHAT IS MOBILE-FIRST 
INDEXING, AND WHAT SHOULD 
YOU DO ABOUT IT? 
Google’s explanation of mobile-first indexing reads as follows:

“To make our results more useful, we’ve begun 
experiments to make our index mobile-first. 
Although our search index will continue to be a 
single index of websites and apps, our algorithms 
will eventually primarily use the mobile version 
of a site’s content to rank pages from that site, to 
understand structured data, and to show snippets 
from those pages in our results. Of course, while 
our index will be built from mobile documents, we’re 
going to continue to build a great search experience 
for all users, whether they come from mobile or 
desktop devices.”

 – Google Webmaster Central Blog 11/4/16

Based on Merkle’s client 
data in the Q4 Digital 
Marketing Report, over 
half of Google’s traffic now 
comes from mobile devices 
and tablets. With mobile 
search becoming more 
prominent every day, it is 
easy to see why Google has 
made it a priority.

Google has supported the 
growing mobile landscape 
for years, and in April 2015, 
it began using mobile-
friendliness as a ranking 
signal. Along with this 
update, Google provided 
mobile-friendly guides 
to help webmasters with 
the process of creating a 
mobile-friendly site. More 
recently, in November 2016, 
Google announced plans 
for a mobile-first index to be 
rolled out in 2017.

Source: https://www.merkleinc.com/thought-leadership/digital-marketing-report

https://webmasters.googleblog.com/2016/11/mobile-first-indexing.html
https://webmasters.googleblog.com/2015/02/finding-more-mobile-friendly-search.html
https://webmasters.googleblog.com/2015/02/finding-more-mobile-friendly-search.html
https://webmasters.googleblog.com/2015/02/finding-more-mobile-friendly-search.html
https://developers.google.com/webmasters/mobile-sites/get-started
https://webmasters.googleblog.com/2016/11/mobile-first-indexing.html
https://www.merkleinc.com/thought-leadership/digital-marketing-report
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QUICK VIEW
• Websites featuring the same content and structured data 

mark-up on desktop and mobile should not need to make any 
updates.

• Sites where the mobile content and structured data does not 
match the desktop equivalent should consider making changes.

• While site latency will not immediately be a ranking factor with 
the new mobile-first index, page speed improvements should be 
made on mobile pages to help increase usability and decrease 
bounce rates.

• Moving forward, use tools that allow for a mobile-first approach 
to reporting and analysis.

• Benchmark site performance prior to the mobile-first index, and 
track the impact after this update.

• Investigate additional mobile opportunities including 
Accelerated Mobile Pages (AMP), app indexing, and Progressive 
Web Apps (PWA).

MOBILE-FIRST INDEXING CHANGES THE ORIGIN  
OF RANKED CONTENT
Previously, rankings were based on the content served on desktop pages. Once the primary mobile index rolls 
out, the mobile-friendly experience will become the primary source for content. Websites where the mobile and 
desktop pages feature the same content and structured data mark-up should not need any updates. When sites 
offer different content on different devices, updates should be made to ensure that the mobile version offers the 
same primary content and structured data mark-up as the desktop site.

This guide details 
how to prepare for 
mobile-first indexing 
and track the impact.

Mobile configurations  
(responsive, dynamic serving, separate  
mobile URLs)

Guidelines for  
mobile-first indexing

Considerations for  
separate mobile sites

Mobile toolbox

Reporting and 
benchmarking

The future of mobile 
technology
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MOBILE CONFIGURATIONS
The first step in optimizing for a mobile-first index is understanding the 
capabilities and limitations of each mobile solution: 

• Responsive

• Dynamic

• Separate Mobile URLs

For SEO, scalable mobile optimization requires consistency and 
crawlability across devices. 

Configuration Consistent URL Consistent HTML

Responsive Web Design Yes Yes

Dynamic Serving Yes No

Separate URLs No No

Responsive Design is Google’s (and Merkle’s) recommended mobile 
configuration for numerous reasons. First, a site’s URLs and HTML do not 
need to change based on device. Maintaining this consistency brings 
efficiencies in reporting, content maintenance, and optimizations. Second, 
single URLs also require less signaling between mobile and desktop, 
reducing the risk of errors or bot confusion. Third, it is much easier for 
developers to maintain a single HTML document for each unique web 
page, which cuts down on required resources in the long run.  

The only real downside to responsive design is that pages can be 
“heavier” from a resource perspective because each web page must be 
able to fulfill desktop and mobile device experiences alike.  

Dynamic Serving can be considered the midway point between 
responsive design and separate URLs. 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 configuration is 

https://developers.google.com/webmasters/mobile-sites/mobile-seo/
https://developers.google.com/webmasters/mobile-sites/mobile-seo/
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desirable because it maintains one consistent URL, but web pages can 
be truly optimized at the resource level for mobile versus desktop users. 
If developers wish to provide a more comprehensive and resource-
intensive experience to desktop users while offering a shaved down and 
lighter version on mobile, that’s an option. 

The drawback of this solution is that Google will now crawl the mobile 
experience and apply rank value to that experience first. Therefore, in the 
eyes of Google, a dynamic website that serves less content on mobile will 
likely underperform, as the desktop content might be disregarded. 

Separate Mobile URLs 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. 
Due to the number of items that must be maintained on both desktop and 
mobile URLs, this configuration is also significantly more error-prone for 
bots. The benefit to using separate mobile URLs is the same as that of 
dynamic serving – developers can accurately fine-tune the mobile 
experience.   

In the eyes of Google, a dynamic website that serves 
less content on mobile will likely underperform, as the 
desktop content might be disregarded.
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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 
strong user experience (UX) and speed. Additionally, 
mobile analytics should not take the backseat 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

2. Equivalent Content

3. User Experience (UX) 

4. Mobile Popups & 
Interstitials

5. SEO Signals in HTML

6. Site Latency
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MOBILE COMPREHENSIVENESS
To assist all pages in reaching their highest ranking potential, Webmasters 
should ensure that all pages on the desktop site also have a mobile 
equivalent. Although Google claims they will use a desktop page in the 
mobile SERPs if necessary, pages that are not optimized to be used 
on mobile devices will likely see decreases in rank performance. Note, 
however, that Google does not recommend rushing a mobile design 
and declares that 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.

EQUIVALENT CONTENT
One of Google’s strongest recommendations for preparing for mobile-first 
indexing is to maintain equivalent content between mobile and desktop 
experiences. There are a few areas of focus for ensuring that content and 
ranking signals remain equal.

Equivalent Copy
In an effort to maintain the same level of relevance across both 
experiences, content available on desktop should be visible and 
crawlable in its mobile rendering as well. This can be particularly 
important for sites that have copy-heavy pages on desktop; items like 
header tags, descriptive or informative content (both top and bottom of 
the page), and review content should all appear on the mobile version. 

Internal Linking 
Internal links are valuable for site crawlability, sharing link equity between 
pages, and deriving relevance from keyword rich anchor text. To ensure 
that ranking pages do not experience a drop in link equity when the 
mobile index launches, the same internal links should exist on both 
desktop and mobile. For example, if contextual links with optimized 
anchor text exist on the desktop version of the site but not the mobile 
version, the mobile pages may pass fewer or less influential ranking 
signals between pages. Audit the following areas to ensure continuity 
exists between experiences: navigational elements, breadcrumbs, internal 
linking modules, contextual links, site-wide footers, and HTML sitemap(s). 

USER EXPERIENCE (UX)
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. 
According to sources at Google, content that is hidden behind this type 

https://webmasters.googleblog.com/2016/11/mobile-first-indexing.html
https://www.seroundtable.com/google-content-tabs-hidden-change-22950.html
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Intrusive 
Interstitials

Non-Intrusive 
Interstitials

of functionality on mobile will be granted full weight since it provides a 
positive user experience on mobile devices.

MOBILE POPUPS & INTERSTITIALS
As of January 10, 2017, Google will penalize pages that show intrusive 
interstitials on mobile devices. Google considers popups and interstitials 
intrusive if they cover the main content of a page, require a user to 
dismiss it before accessing the main content of the page, or use inline 
content that pushes the original content below the fold. 

Source: https://webmasters.googleblog.com/2016/08/helping-users-easily-access-content-on.html

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.

Source: https://webmasters.googleblog.com/2016/08/helping-users-easily-access-content-on.html

https://webmasters.googleblog.com/2016/08/helping-users-easily-access-content-on.html
https://webmasters.googleblog.com/2016/08/helping-users-easily-access-content-on.html
https://webmasters.googleblog.com/2016/08/helping-users-easily-access-content-on.html
http://www.thesempost.com/exit-interstitials-not-impacted-googles-mobile-interstitial-change/
https://webmasters.googleblog.com/2016/08/helping-users-easily-access-content-on.html
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SEO SIGNALS IN HTML
The same way on-page content should be synonymous across desktop 
and mobile devices, the signals placed in the HTML of a page to help 
bots understand content and relationships should be consistent as well. 
This is an important consideration for separate mobile URL and dynamic 
serving websites in particular; if signals are in place in the desktop HTML 
but not in the mobile HTML, they will not be seen and therefore will not 
be respected. 

Some examples of these signals include:

• Page Title

• Meta Description

• Image Tag Alt Text

• Header Tags

• Canonical Tags

• Rel=”prev” & Rel=”next” Tags

• Structured Data – Note: Google specifically recommends including 
all structured data on both desktop and mobile pages to prepare for 
mobile-first indexing.

SITE LATENCY
Page speed optimization continuously evolves as technology advances 
and can have a number of effects on how users and bots interact with 
a website. Sites that respond too slowly will be more difficult for bots to 
crawl efficiently; similarly, users are less likely to click through and more 
likely to bounce off a website that does not respond quickly – both poor 
signals in the eyes of Google. 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.  

When optimizing to reduce latency, webmasters should take into account 
which content types (image, JS, CSS etc.) account for the majority of 
requests and bytes transferred during the page load. Some helpful tools 
in determining this include Web Page Test and Google’s Page Speed 
Insights. 

At a high level, the following factors should be considered:

• Prioritize above-the-fold content – Google recommends a page load 
of one second for content above the fold. 

https://www.seroundtable.com/google-mobile-first-index-page-speed-23210.html
https://www.seroundtable.com/google-mobile-first-index-page-speed-23210.html
http://www.webpagetest.org
https://developers.google.com/speed/pagespeed/insights/
https://developers.google.com/speed/pagespeed/insights/
https://developers.google.com/speed/docs/insights/mobile
https://developers.google.com/speed/docs/insights/mobile
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• Eliminate extraneous or unnecessary resource requests. Eliminate 
files where possible; tactics could include using CSS sprites, 
eliminating unnecessary tracking tags or combining JS files.

• Compress files when possible – Image compression, for example, 
can often noticeably speed up page load.

• Minify CSS & JavaScript – By minifying code, less total lines of code 
are used, which makes the code more efficient.

HTTP/2
Outside of addressing individual resources on web pages, webmasters 
can improve latency by updating the HTTP version at the server level 
to HTTP/2. This alters the way data is transferred from server to client 
and allows for compression of HTTP headers, server push, request 
pipelining, multiplexing, and elimination of head-of-line blocking. The 
major benefit is that HTTP/2 allows more resources to load at once, 
improving load times sitewide. 
 

 

Source: https://www.merkleinc.com/blog/http2-electric-boogaloo-0 

It’s worth noting that browsers will 
only support HTTP/2 if the site is 
encrypted, therefore this option 
can only be considered if your site 
is on the HTTPS protocol.

https://www.merkleinc.com/blog/http2-electric-boogaloo-0
https://www.merkleinc.com/blog/http2-electric-boogaloo-0 
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CONSIDERATIONS FOR SEPARATE MOBILE SITES
Sites that use separate mobile URLs serve different code to 
desktop and mobile devices and are normally maintained 
separately. Mobile sites that are on separate subdomains 
(m.facebook.com or mobile.southwest.com, for example) 
should consider a few additional factors in preparation for the 
mobile-first index. 
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REL=“ALTERNATE” AND REL=“CANONICAL” 
CONFIGURATION
One of the most important pieces for separate mobile sites to establish is 
proper bi-directional signaling between desktop and mobile subdomains. 
Sites can signal to search engines that two versions of the same site 
exist on separate URLs using rel=”alternate” and rel=”canonical” tags. 
A properly configured mobile site should have a rel=”canonical” tag on 
every page pointing to its desktop equivalent, and desktop pages should 
have a rel=”alternate” tag pointing back to the mobile equivalent. This 
configuration should not change with the introduction of the mobile-first 
index.

Desktop Page Mark-up Example:
<link rel=”alternate” media=”only screen and (max-width: 640px)” href=”https://m.
example.com/”>

Mobile Page Mark-up Example:
<link rel=”canonical” href=”https://www.example.com/”>

Alternate Annotations in the XML Sitemap
Rel=”alternate” and rel=”canonical” tags on mobile and desktop pages 
provide enough information for search engine crawlers to be able to 
understand the relationship between mobile and desktop content. If it’s 
easier, however, sites with separate mobile URLs can use rel=”alternate” 
annotations in their desktop XML Sitemaps instead of using alternate tags 
in the HTML. To notate mobile pages in a desktop XML Sitemap, each 
URL in the sitemap should have a rel=”alternate” annotation pointing to 
its mobile equivalent. Rel=”canonical” tags should still be added to the 
mobile pages’ HTML regardless.

Example sitemap entry with rel=”alternate” annotation:
<url>
    <loc>https://www.example.com/</loc>
    <xhtml:link
        rel=”alternate”
        media=”only screen and (max-width: 640px)”
        href=”https://m.example.com/” 
    />
</url>

*Note that either XML annotations or HTML alternate tags should be 
used, but not both. Additionally, it is unnecessary to have a separate XML 
Sitemap strictly for mobile URLs.
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ANALYTICS TAGS
Webmasters should ensure that any analytics implementations that exist 
on the desktop site are also set up properly on the mobile subdomain. 
This could include anything from e-commerce tracking, custom events 
in Google Analytics, or other action-oriented tags that are not currently 
implemented on the mobile URLS

GOOGLE SEARCH CONSOLE (GSC)
With the advent of the mobile index, the insights provided in Google 
Search Console for mobile sites will be more valuable than ever. By 
verifying a mobile subdomain in GSC, webmasters can see metrics on 
mobile rankings, information on how Google is crawling and indexing the 
mobile site, and other important mobile-specific site health metrics. 

Mobile subdomains will also need to be verified separately from the 
desktop site. The most common verification methods use an HTML tag 
in the <head> section of the homepage or an HTML file (uploaded to 
the site). Google provides the full list of verification methods within its 
support resources.

ROBOTS.TXT
Websites use a robots.txt file to provide instructions to web crawlers 
on which pages should and should not be crawled. Mobile subdomains 
should have their own unique robots.txt with specific directives to limit 
crawling if certain sections of the site are not intended to be crawled

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 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 
Insight into how a page loads and how the code differs from desktop 
to mobile will be invaluable for mobile audits on any site configuration. 
Google Chrome Developer Tools (found by right clicking a page in 
Chrome and selecting “Inspect”) is an excellent way to interact with a 
page and view the fully rendered DOM, which is what Google will see 
when crawling a site. Chrome’s Developer Tools have a built-in mobile 
emulator that can be activated by selecting device mode within Dev 

https://www.google.com/webmasters/
https://www.google.com/webmasters/
https://support.google.com/webmasters/answer/35179?hl=en
http://searchengineland.com/tested-googlebot-crawls-javascript-heres-learned-220157
http://searchengineland.com/tested-googlebot-crawls-javascript-heres-learned-220157
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Tools. Choose from any of the mobile or tablet devices in the drop-down 
menu to view a site as that device, straight from a desktop browser. 

For more in-depth analysis, there is also the option to select “Edit” from 
the device drop-down menu and add a custom device, such as Googlebot 
for Smartphones, which will give SEOs a better idea of how the page is 
seen by Google’s mobile crawler. 

Add the user-agent string for Google’s most recent smartphone crawler to 
your list of devices by using the following user-agent string:

 Mozilla/5.0 (Linux; Android 6.0.1; Nexus 5X Build/MMB29P) 
AppleWebKit/537.36 (KHTML, like Gecko) Chrome/41.0.2272.96 Mobile 
Safari/537.36 (compatible; Googlebot/2.1; +http://www.google.com/bot.html)

USER-AGENT SWITCHER CHROME PLUGIN
The Chrome extension User-Agent Switcher for Chrome is a slightly 
simpler tool with which to get a detailed view of how a site will behave 
when requested by various user-agents. Standard user agents in the 
tool include mobile devices, tablets, and desktop user agents, but the 
extension’s advanced settings also provide the option to add custom 
user-agent strings. To get an idea of how Google’s smartphone user 
agent sees a page, and how to review for issues or inconsistencies 
between user agents, add the user-agent string above as a custom 
device and reload the page.

CRAWLING AS GOOGLEBOT FOR SMARTPHONES
One of the best ways to uncover technical issues with any type of mobile 
site is to conduct an in-depth crawl analysis. With the upcoming mobile 
index, crawling as Googlebot-Smartphone will be one of the best ways 

https://chrome.google.com/webstore/detail/user-agent-switcher-for-c/djflhoibgkdhkhhcedjiklpkjnoahfmg
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to diagnose potential issues on a site. Consider using Googlebot Smartphone as the 
default user agent for all site crawls to get an accurate view of how a search engine 
will view and crawl pages.

GOOGLE SEARCH CONSOLE (GSC) FETCH AND RENDER
Use Fetch and Render in GSC to fetch pages as Googlebot Smartphone to get 
a good picture of how Google sees the page. This can be especially useful for 
responsive and dynamic sites to easily ensure that sites are serving the same 
relevant content on both mobile and desktop. Note that version 7.0 and higher of 
Screaming Frog SEO Spider will also deliver screenshots of a fully rendered page.

GSC MOBILE-FRIENDLINESS REPORTS
Mobile-friendliness is a ranking factor in the current algorithm, so monitor GSC’s 
mobile-friendliness reports for sitewide feedback on errors that may harm user 
experience or even cause some pages to be considered not mobile friendly.

https://www.screamingfrog.co.uk/seo-spider-7-0/
http://searchengineland.com/googles-mobile-friendly-algorithm-boost-rolled-249357
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Mobile-Friendly Testing tools 
In addition to using GSC reports, make use of Google’s mobile-friendly testing tool 
to ensure that any new or underperforming mobile pages are mobile friendly and 
do not have user experience issues on mobile devices. The tool will test whether or 
not mobile pages are considered mobile friendly by Google’s crawler and diagnose 
potential user experience issues such as touch targets being too close together and 
font sizes being too small. 

MERKLE’S MOBILE-FRIENDLY BULK TESTING TOOL
The technical SEO team at Merkle developed a bulk testing tool that leverages 
Google’s mobile-friendly testing API. The tool returns the same results as Google’s 
mobile-friendly testing tool, but has the advantage of being able to test URLs in bulk.

STRUCTURED DATA TESTING TOOL
According to Google, mobile sites should utilize the same structured data mark-up as 
their desktop equivalents. Use Google’s Structured Data Testing Tool to ensure that 
any structured data is formatted properly on mobile pages so that mobile pages can 
reap the benefits once the index shifts.

PAGE SPEED TOOLS
Mobile site latency is an important metric to track for user experience and will likely 
be a ranking factor at some point after the mobile-first index goes live (though not 
upon initial launch). WebPageTest.org and Google’s PageSpeed Insights both test 
page load times and ensure that site latency best practices are followed. Webmasters 
should pay special attention to mobile page load times to ensure they are not 
hindered by issues that may not have been present on the desktop experience. See 
the site latency section of this document for more details on reviewing latency.

https://search.google.com/search-console/mobile-friendly
https://technicalseo.com/seo-tools/mobile-friendly/
https://search.google.com/structured-data/testing-tool/
https://www.webpagettest.org/
https://developers.google.com/speed/pagespeed/insights/
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REPORTING & BENCHMARKING
With mobile representing half of organic search and growing, mobile performance 
tracking should be as extensive, if not more extensive, than desktop performance 
tracking. Core KPIs such as traffic, revenue, conversion rate, and rankings for 
mobile devices should become a focus of regular reports. Without mobile reporting, 
webmasters will struggle to accurately discern their true competitive position online.

BENCHMARKING & REPORTING
Establishing KPIs and gathering historical data before the mobile index launches 
are critical to understanding the effects of the update. Monitoring both mobile 
and desktop metrics side by side can also uncover areas of opportunity. Some 
benchmarking tactics include:

• Share of Voice: Understand how competitive performance varies between 
mobile and desktop, as well as how it changes post-launch.

• Keyword Rankings/Average Position: Identify any major keyword drops post-
launch that may have an impact on traffic.

• Number of Ranking Keywords: Compare mobile and desktop profiles to 
identify problem areas and monitor for drops in total ranking keywords.

• Indexation Rate: Monitor to ensure mobile pages are indexed properly at 
launch.

• Visits and Impressions: Identify fluctuations by understanding what levels of 
traffic/impressions are normal on each device.

THE FUTURE OF MOBILE TECHNOLOGY
Now that the website is ready for the mobile-first index, what’s next? There are a 
number of new mobile technologies available for webmasters to incorporate into 
their sites to help improve site speed and user experience. These options should be 
viewed as supplemental updates to your mobile site, not replacements.
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Accelerated Mobile Pages (AMP)
Accelerated Mobile Pages are pages built with AMP HTML to make the page lighter 
and faster. Google caches these AMP pages and serves them directly from its global 
CDN for almost-instant load times. For news sites and blogs, AMP can be a great option 
for loading static content quickly for readers; for e-commerce sites, it’s more difficult 
to identify the impact of AMP and may not be the best solution at this time. Plugins for 
creating AMP pages could be used as an initial test before further investment is made. 

Deep Linking and App Indexation
For sites with a successful mobile app, this is a great technology. Deep links enable 
search engines to crawl and index app content in order to display it for users with the 
app installed. App indexation requires relatively low investment and is available for 
both iOS and Android devices, making it a scalable option. 

Progressive Web Apps (PWA)
A PWA is a website with a “service worker” that allows data to be cached on a user’s 
device for faster load times and offline browsing. PWAs offer a faster user experience 
with relatively low resource investment, but this implementation will not improve upon 
any ranking factors for search engines. For practically any website, especially those 
served in countries or locations where network connectivity is uncertain, PWAs can 
be a great option to give mobile visitors a fast and reliable browsing experience.

For more details about these three mobile options, review Merkle’s SEO Guide for 
E-Commerce Sites.

CONCLUSION
With Google prioritizing mobile search and updating its index to be mobile-first, 
brands must shift their mentality from a desktop-focused approach to a mobile-first 
mindset. This is crucial to the development of websites, creation of content, addition 
of structured data markup, and analysis of overall performance moving forward. 

Websites with the same content and structured data mark-up on mobile and desktop 
are already prepared for Google’s update, while sites that have different content 
on mobile and desktop should perform an analysis to ensure that rankings remain 
consistent over time. Websites need to satisfy audiences with experiences that 
translate to successful sales and repeat customers, regardless of device.  

By benchmarking the current site performance, webmasters can track the impact of 
the mobile-first index and react quickly if ranking decreases are seen. Finally, general 
site speed updates along with mobile implementations like AMP, app indexing, and 
PWA can provide visitors with the usability they need to browse and convert on 
mobile devices. 

https://www.merkleinc.com/thought-leadership/white-papers/marketing-strategies/retail/seo-e-commerce-fundamental-guide-search-2017
https://www.merkleinc.com/thought-leadership/white-papers/marketing-strategies/retail/seo-e-commerce-fundamental-guide-search-2017
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and media, Merkle creates customer experiences that drive improved marketing results 
and shareholder value.  With more than 3,900 employees, Merkle is headquartered in 
Columbia, Maryland with 17 additional offices in the US and offices in Barcelona, London, 
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