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AGENDA

• 6 Secrets of Press Release SEO

• Q&A

You may submit questions to our panel at any time during the live 
presentation using the Ask a Question field on your webcast player.

• Tweet about this presentation using #prSEO

• Follow Thomson Reuters Public Relations Services: @prservices



THE PUBLIC AND PRESS FIND RECENT, RELEVANT 
RELEASES IN NEWS SEARCH RESULTS

Source: Google News, Dec. 22, 2010



6 SECRETS OF PRESS RELEASE SEO
• Who uses news search engines?

• What news search terms are they likely to use?

• Where do you put these terms in your press 
release?

• When should you add links to your press release?

• Why do you need to use a press release 
distribution service?

• How do you measure the results of press release 
SEO?



SECRET #1: YOUR LARGEST ONLINE 
AUDIENCE IS THE PUBLIC

40.8 million Americans use Yahoo! News

Source: The State of the News Media, March 15, 2010

14.7 million Americans use Google News

http://google.com/news?pz=1&ned=us
http://us.lrd.yahoo.com/SIG=18td9lki1;_ylt=AvBWie56OBz5AvpoFnyxpJms0NUE;_ylu=X3oDMTB2ajZ1cWFtBHBvcwMxMQRzZWMDaGVhZGVyBHNsawN5YWhvb25ld3M-/**http%3A//global.ard.yahoo.com/SIG=15nhuqksm/M=650008.13009198.13970211.1919855/D=news/S=81121452%3AHEAD/Y=YAHOO/EXP=1294961707/L=weQxEmKIRlitadebTQEdKAvQTA0R_U0vcAsABYSj/B=GDVrOkwNPGg-/J=1294954507409794/K=JMr3iCAKbIl8Lrz9FmX7TA/A=5877302/R=11/SIG=10niob72s/*http%3A//news.yahoo.com


95% OF JOURNALISTS USE SEARCH 
ENGINES TO RESEARCH A STORY

Source: 2010 PRWeek Media Survey



SECRET #2: USE KEYWORD RESEARCH TO 
IDENTIFY RELEVANT, COMMONLY SEARCHED 
TERMS TO INCLUDE IN YOUR RELEASE

Source: Yahoo! News, Dec. 22, 2010



SECRET #2: USE KEYWORD RESEARCH TO 
IDENTIFY RELEVANT, COMMONLY SEARCHED 
TERMS TO INCLUDE IN YOUR RELEASE

Source: Google News, Dec. 22, 2010

Use Autocomplete on Google News to get news search term suggestions



SECRET #3: INCLUDE YOUR RELEVANT 
KEYWORDS IN THE HEADLINE, SUBHEAD AND 
LEAD PARAGRAPH
• The natural-language 

processing algorithms scan the 
title, headline and at least the 
first hundred words of news 
articles and press releases.

• Both journalists and PR 
professionals would be wise to 
do a little keyword research to 
determine the two or three 
most-searched words that relate 
to their subject—and then 
include them in the first few 
sentences.

Source: The New York Times, April 9, 2006



LONGER HEADLINES ARE MORE 
EFFECTIVE FOR PRESS RELEASE SEO
• Halloween Pumpkin Carving Stencils and Thanksgiving 

Pumpkin Pie Recipes Featured in Better Homes and Gardens 
Magazine

• Search Engine Marketing Organization (SEMPO) Announces 
Three New Members of Advisory Board 

• Click Fraud, an Industry Crisis, or Blip on the Search Engine 
Marketing Landscape?

• BHG.com Holds Straw Poll for Halloween Pumpkin Carving 
Stencils of Barack Obama, Joe Biden, John McCain and 
Sarah Palin

Source: SEO-PR study of more than 500 optimized press releases



SECRET #4: ADD LINKS TO INTERESTING, 
RELATED WEBSITE CONTENT



HEAD OF GOOGLE’S WEBSPAM TEAM ON 
LINKS IN PRESS RELEASES
“I’m not against doing press releases; press releases 
can be a useful part of getting traffic and building a 
brand. For ranking in Google, however, the main 
benefit of a press release is not direct links or 
PageRank from the press release directly; it’s 
primarily the people who decide to write an article 
and link because of that.”

Source: Matt Cutts: Gadgets, Google and SEO, Dec. 11, 2005



SECRET #5: PUBLISH YOUR RELEASE 
BEYOND YOUR WEBSITE
• Google News finds articles by crawling 10,000 online 

news sources, including news websites that display 
press releases.

• Yahoo! News has more than 7,000 news sources.

• Neither of the news search engines crawl company 
websites to find press releases nor are they able to 
manually add press releases that are sent to them.

To take full advantage of press release SEO, you 
need to use a solution that allows you to publish 
your release to the most prominent news websites.



SECRET #6: USE WEB ANALYTICS TO MEASURE 
THE SUCCESS OF YOUR PRESS RELEASE SEO

• Increasing awareness: Better Homes and 
Gardens increased brand searches by 36%

• Driving traffic: Christian Science Monitor drove 
450,000 visitors to website in 24 hours 

• Generating leads: Parents magazine generated 
129,155 entries to cover contest

• Selling products: Southwest Airlines sold $2.5 
million in tickets



SECRET #6: USE WEB ANALYTICS TO MEASURE 
THE SUCCESS OF YOUR PRESS RELEASE SEO

Source: Google Analytics, Oct. 31- Nov. 13, 2010



CASE STUDY: RUTGERS
• Rutgers University announced a new Mini‐MBA: Digital 

Marketing Executive Certificate Program in April 2010
– The first program was held July 19-23, 2010

• Each student enrolling in the program received an Apple iPad

• Eric Greenberg, coordinator of the new program, wanted 
participants to learn best practices in the industry

– We established a benchmark using an un-optimized press release and 
traditional media relations

– Then, we compared the results generated by press release SEO and 
blogger/social media outreach



CASE STUDY: RUTGERS
Office of Media Relations distributed un-optimized press 
release about course on April 20, 2010 and pitched story to 
NJ.com (2.4 million unique visitors).

Source: NJ.com, April 20, 2010Source: Google News, April 20, 2010



CASE STUDY: RUTGERS
Neither the story nor press release could be found in 
the 42,219 results for iPad

Source: Google News, April 21, 2010



CASE STUDY: RUTGERS
Six days later, a multimedia press release about the course was 
distributed and a story posted on Search Engine Watch 
(562,221 unique visitors).

Source: Search Engine Watch, April 25, 2010



CASE STUDY: RUTGERS
Blog post and press release ranked #3 out of 6,589 results for 
Apple iPad tablet. The press release received 22,027 headline 
impressions, 819 views and 35 link clicks.

Source: Google News, April 26, 2010



CASE STUDY: RUTGERS
Blog post and press release generated 225 tweets about 
Rutgers Mini-MBA, and first registration for the course.

Source: Twitter Search, April 26, 2010



CASE STUDY: RUTGERS

Unoptimized
press release

Optimized
press release

Source: Google Analytics, May 6, 2010



CASE STUDY: RUTGERS
Rutgers University’s short-term return on marketing 
investment was over 3.0
• Rutgers spent under $1,665

– Includes press release SEO, distribution and blog post

• Rutgers generated $4,995 in 1st week
– The new digital marketing course was limited to 30 participants.  

With full attendance, it generated $149,850

• So, the short-term ROMI was over 3.0
– Nielsen Analytic Consulting has found through conducting 

numerous studies worldwide that the average short-term return 
on marketing investment (sales return within three months of 
media execution) is 1.1



SHARING THE SECRETS OF PRESS RELEASE SEO

• According to a MarketingSherpa survey in 2009, 
press release SEO was rated as the most effective 
emerging marketing channel

• The challenge is convincing colleagues or clients 
that press release SEO is a rewarding route to 
success. 

• Justify investment with Web analytics:
– If a press release also includes links to interesting, related content, then 

it can drive traffic to a website.
– Traffic can be measured using Web analytics software and tools.
– Some companies have also used conversion tracking code to measure 

the number of leads or sales generated by press release SEO.



Q&A
You may submit questions using the Ask a Question field on 
your webcast player.

Questions not addressed on this webinar will be answered in a 
post on Greg Radner’s blog: http://prhub.wordpress.com

You may also reach out to our speakers following the 
presentation:

Greg Jarboe greg.jarboe@seo-pr.com
Greg Radner greg.radner@thomsonreuters.com
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