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Executive summary
The dissemination of news stories today takes place via various platforms, among which
news media websites are just one. In other words, the audience for journalistic content, that
is, those people who wish to be informed about the world around them, access news stories
via the results pages of search engines as well as via social networks, and not solely via the
websites of the news media.
This means the news media today have to implement an effective search engine
optimization (SEO) policy to ensure their success, otherwise, these platforms (the results
page and social networks) will not provide the percentage of visibility and visits that these
online news sites should be obtaining.
This document presents a framework for optimizing journalistic content, both from the
perspective of web optimization or SEO and from the perspective of visibility on social
networks. The framework can be characterized as being:





A methodology for training and for the acquisition of skills in the field of SEO and
Communication.
A proposal for independent work, but one that is at the same time adaptable and
compatible with the style books of different news media.
A proposal for new cyber media that need to adopt a methodology to begin their
professional activities.
A proposal for comparing standards and procedures that any researcher or firm can
adopt as part of their comparative analyses and benchmarking studies to improve
procedures.
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Preface
Serie Editorial DigiDoc
This series reports the direct findings of a number of research projects. Indirect findings are
typically published in refereed journal articles, but given their length, there is usually
insufficient room for direct findings. After several years these results might appear in
monograph form or simply lie forgotten in a drawer. Current trends in academic policy
favour an open-access approach, whereby researchers are encouraged to make their results
as widely available as possible, for example under Creative Commons licences, and where
appropriate in institutional repositories or in the research group’s own repository. In keeping
with this philosophy, we present this Serie Editorial and other forms of open-access
dissemination that our group has adopted as part of the journal, Anuario Hipertext.net.

Active Audiences deliverables
The Active Audiences Project is concerned with the analysis of various aspects of the cyber
media. The different activities that make up this project – “Active audiences and journalism.
Interactivity, web integration and findability of journalistic information”, funded by the
National R&D+i Plan, have generated results that have been published in indexed journals
and presented at various conferences. However, they have also generated direct results. The
dissemination of these direct results, in all cases related closely to our research objectives, is
achieved via this collection of Deliverables, in keeping with open-access recommendations
and guidelines regarding the need to make direct research results available too. This present
deliverable corresponds to one of our secondary research lines, namely our focus on SEO
and Communication.

Search Engine Optimization and
Online Journalism:
The SEO-WCP Framework
By Lluís Codina (UPF), Mar Iglesias-García (UA), Rafael Pedraza (UPF) & Lucía GarcíaCarretero (UPF)
A framework is a standardized set of concepts, practices, and criteria for dealing with a common type of
problem, which can be used as a reference to help address and resolve new problems of a similar nature
(Wikipedia)

0. Understanding this Framework
As the opening quotation above indicates, we understand that a framework should be able
to provide both concepts and criteria. Here, in the case that concerns us, we would add that
a framework should also provide a basic premise and a statement of its objectives and its
overall scope.
The structure of the SEO-WCP Framework that we propose here is best summed up,
therefore, in the following table:

Nº Component
1

Objectives

2

Premise

3

Concepts

4

Procedures

Justification
To establish the objectives of the framework and its overall scope,
based on the methodology adopted, as well as to outline the
principal sources drawn upon.
To acknowledge a clear preference for the primacy of journalistic
criteria over those of SEO in cases of incompatibility. To identify the
different stages in the procedure. To provide a justification for the
name given to the framework. To establishing a taxonomy of the
differences between SEO and Journalism.
To support and aid interpretation of the procedure with proposals
for definitions of OnPage factors, including keywords and related
concepts.
The most characteristic features of the framework, namely, the
recommended procedures and criteria.

1. Objectives, scope and sources
Our aim in the sections that follow is to propose a framework for optimizing journalistic
content from two perspectives: that of search engine optimization (SEO), on the one hand,
and that of visibility on social networks, on the other.
However, we ought to clarify from the outset that it is not our aim to provide a descriptive
proposal, that is, we do not seek to describe how to optimize de facto the journalistic
content of media sites in relation to SEO.
Indeed, we do not know exactly how they do it. A descriptive analysis of this kind would
require, if it were to be attempted, a specific study of at least one media group and, even
then, we do not know if the disclosure of this strategic information by the news media is
possible. In any case, this is not something we seek to undertake at this stage in our work.
However, whatever it is they do, what we do know is that it probably involves a variation of
the framework that we present here.
We understand, therefore, that our framework is at the same time both possible and
plausible as it is consistent and fully concurs with the tutorials and recommendations
emanating from the best practices of so-called white hat SEO (including those of Google
itself) as well with those originating from organizations linked to SEO as applied to the world
of journalism, among which we should highlight the News University of the Poynter Institute
(in this case via its webinars) and the BBC Academy, especially as regards such elements as
the double headline system employed in this framework.
Our proposal is, therefore, independent of any specific news media site and, moreover, it is
we believe compatible with the different writing styles of all the news media.
Our framework also draws on the two-stage optimization system, comprising writing +
checking, developed by the producers of what is currently the most prestigious optimization
software, YOAST SEO, one of whose extensions includes a plugin for optimizing news stories
for Google News, which is also taken into consideration here.
We have also drawn on the reports of some of the leading SEO analysis companies, most
notably those of Moz and Searchmetrics, as well as the results published in one of the
chapters of the PhD thesis written by Dr. Carlos Gonzalo, supervised by one of the designers
of the present framework. This study undertakes a systematic analysis of the more than 200
web positioning factors that Google uses and will form the basis of a forthcoming publication
in the DigiDoc Series.
In addition, we have conducted an exhaustive review of recent publications on SEO factors
as well as of the (few) academic publications that link SEO and Journalism, most notably the

contributions of Giomelakis and Veglis (2015, 2016). All these references can be found in the
bibliography at the end of this paper.
Finally, the framework proposed here has benefited from a series of seminars and meetings
involving SEO and Communication experts organized as part of the Active Audiences project.
All other sources drawn upon are included in the bibliography.
At the outset we stressed that our proposed framework does NOT constitute a description
of how the media, de facto, go about optimizing their content for search engines. We should
now, therefore, identify the purposes we believe it can serve:





A methodology for training and for the acquisition of skills in the field of SEO and
Communication.
A proposal for independent work, but one that is at the same time adaptable and
compatible with the style books of different news media.
A proposal for new cyber media that need to adopt a methodology to begin their
professional activities.
A useful proposal for comparing standards and procedures that any researcher or
firm can adopt as part of their studies to improve their procedures.

2. Premise and naming of the framework
In this section we explain our working premise and the name chosen for the framework, the
WCP Framework, given that the two concepts are related.
The initials that make up the name correspond to the three recommended phases of the
optimization procedure:

[WRITE] > [CHECK] > [PUBLISH]
2.1.

Premises

These three phases correspond to the principal premises of our framework, where they are
related to the concepts of <Writing the news story> and <SEO check>. Thus we argue that
that:




the writing of the news story must adhere to the principles of journalistic style;
the SEO check, as is logical, must adhere to criteria of search engine visibility and
visibility on social networks;
all possible contradictions must be resolved in favour of journalistic criteria (hence
the primacy of journalistic principles);



once the news story has been written in accordance with the principles of journalism
and the story has been optimized for search engines (and all contradictions have
been resolved), it can be published or disseminated via various platforms or
channels.

The following diagram illustrates the dual nature of these premises + phases, which we label
with the initials WCP

Figure 1: Diagram of the premises and the order of the phases in the WCP Framework

2.2.

Taxonomy

An initial taxonomy of the reasons for the differences between the journalistic principles
and those of SEO principles points to two main elements, namely, Context and Divergences.
In keeping with these, the reasons for the need for different news headlines and SEO titles
can be identified as follows. Thus, as regards the headline we need to recognise:




Context of the news story:
o As part of the cyber media web
o As part of the search engine results page (SERP)
o As part of a social network wall or timeline
Divergences
o Section and explicit headline vs Webpage context
o Explicit components vs Webpage context
o Surnames vs Full names
o Style guide recommendations vs Search trends

The above taxonomy can be interpreted as follows: as far as the context is concerned, this is
very different if we consider the news story in the context of its webpage, where it will
appear under a clearly identified section, as opposed to in isolation as part of the wall of a
Facebook page or a Twitter account timeline.
In turn, these differences of context give rise to the need to include the name of the section
in which the news story appears within the SEO title (in the metadata <title>), something
that is not necessary in the news site headline (<h1> tag); the same occurs with the need to
use full names (name and surname) in the metadata (<title>), but not in the news site
headline (<h1>), etc.
Having drawn these distinctions, in the following sections we present the different
component parts, beginning with some conceptual elements.

3. Concepts
We divide the concepts in three parts: the double headline principle, platforms and
keywords. We examine each of these below.
3.1.

Double headline principle

This principle is closely linked to the premises (2.1) and to the taxonomy of reasons
accounting for the divergences (2.2.). The principle informs us that thanks to the use of
metadata the journalistic criteria and the SEO positioning criteria are compatible.
The double headline refers to the possibility/opportunity of using a news headline on the
media site’s webpage with the <h1> tag in HTML – which fulfils the aforementioned
journalistic criteria – and an SEO title modified in part using the metadata <title> – which
fulfils the SEO criteria.
For example, a good working rule in cyber media is that the SEO title should always include
the media brand name and the section title – two useful data for SEO, but unnecessary as
part of the headline (h1) from the point of view of journalistic criteria.
This principle can be extended to the various distribution platforms of journalistic content,
typically such digital networks as Facebook and Twitter.
3.2.

Platforms

The webpage of a cyber media site is the natural place for the publication of its news stories.
However, just because it is the “natural” place does not mean that the site’s webpage is the
place where the news story will be seen for the first time nor where it will be read most
frequently.

Indeed, we understand that today a news story or journalistic report is likely to be seen for
the first time on at least one the following platforms, and which for the purposes of our
framework can be considered the most important:
 Search Engine Results Page (SERP), where the news story will appear as a snippet in
which the headline will be taken from the metadata <title> (not from the content of
the h1 tag) and in which the description of the other metadata is also available.
 Facebook
 Twitter
 Webpage of a cyber media site
3.3.

SEO factors and keywords

The different elements that have a positive or negative influence on the visibility and
positioning of website, and therefore, of a news story, are referred to as the SEO factors.
These factors may be fully controlled by the author of the page, when they are known as
OnPage factors, or they may lie (partially) beyond the author’s control, when they are
known as OffPage factors.
The main concern of OnPage optimization is the actual webpage content and here the
keywords play a decisive role. Thus, in presenting our framework we begin by considering
various aspects related to the vital concept of the keyword.
The point of view we adopt and the criteria on which we base our definition of keywords is
journalistic, that is, the perspective corresponding to the newsroom or the journalist/author
of the news story.

SEO factors - OnPage and OffPage
The features or properties of a page that help (or hinder) a site’s search engine
positioning are known as SEO factors. These factors are divided into OnPage and
OffPage factors. The former are those over which the creator of the page (in our
case, the writer of the news story) has total control, as they are concerned with the
page’s content. The latter lie (largely) beyond the control of the page’s creator, as
they are concerned with inbound links received from other websites and from
mentions on social networks by social actors. The framework presented here focuses
exclusively on the OnPage factors.

Keyword
This is the term we hope will be used in searching for the news story or the small set
of words which we hope will make the news story visible following a Google search.
Normally, we optimize a story for one keyword. If we want to optimize the story for
two or more words, then we must repeat the checks presented below and consider
making the news story longer.

Keyword density
This is the number of times the keyword appears in relation to the total number of
words contained in the news story. It is calculated by dividing the number of times
the keyword appears by the total number of words and multiplying by a hundred.
For example, if the keyword is used 10 times in a story that is 500 words long, then
the density is 2 per cent.

Optimum keyword density
Is there an optimum density? Officially, Google says there is not. The official
recommendation is that an article should be written for humans, not for Google, so
that the best density is that which occurs spontaneously when using natural
language. However, although there is no optimum density, a number of expert
analyses clearly point to the existence of an optimum range as discussed below.

Under-optimization
Human beings are not always rational. We might write a long article under the
impression that we have been expressing our ideas on a given topic, but in fact
hardly use the keyword that best identifies that topic. In this case, the low keyword
density will prevent Google from considering the news story relevant, leading to a
case of search engine under-optimization, which is as unwelcome as overoptimization.

Over-optimization
Google’s analytic algorithms penalize over-optimization – that is, the unnatural
repetition of the same word or phrase in a given text, above and beyond the usual
frequency for a language. Good writing uses a combination of synonyms and
expressly avoids repeating the same word too often in the same sentence. This
natural quality of writing is what Google seeks to promote by penalizing texts overoptimized for search engines.

Optimum range
While it seems that there is no optimum density, there does appear to be an
optimum range, which provides a clear indication of the minimum and maximum
desirable densities. The minimum and maximum densities should be avoided so as
not to run the risk of under-/over-optimization, respectively. According to various
analyses, it seems that the optimum range is relatively wide, extending between 0.5
and 2.5 per cent, at least in the case of relatively long texts (300 words or more).

Optimum distribution
Many SEO professionals prefer to think in terms of an optimum distribution rather
than of an optimum density. Hence, what is valued is where the keyword appears
(i.e., in which parts of the page) and not how many times it actually appears. As long
as the optimum range is respected, the idea of distribution is more efficient because
it allows us to present a cogent entry structure, without abusing the natural
language.

Latent Semantic Indexing
This expression originates from the theory of information retrieval, which search
engines, in part, draw upon to “understand” the topic of a page. According to this
theory, to know if a page matches with a certain keyword, the synonyms and related
terms of that particular word must also be considered. For example, to know if a
page matches a search that uses the term “human rights”, the search engine will
deem pages to be more relevant if in addition to this term they also contain such
words as “democracy”, “freedom”, “justice”, etc.

Entities
Individuals, organizations, cities, businesses, etc., constitute what are known as
entities in semantic searches. More specifically, in the domain of the websites we
refer of course to the actual names of entities. The appearance of such names and,
therefore, the appearance of proper names, place names, etc., lends credibility to a
news story, because it can be interpreted both as a reference to current newsworthy
events as well as to possible sources.
Thus, entities constitute another way of addressing the concerns of the keywords
that should appear in a news story.

4. Procedures
Let us stress from the outset that some of the above concepts can result in the need to edit
or rewrite sections of the news story. These steps should always be taken, unless they affect
the journalistic quality.
In the case of contradictions between the SEO imperative and the journalistic imperative,
those of search engine optimization should always give way. Journalism is at the service of
people, not of Google. For example, as we shall see below, checkpoint 1 proposes a
minimum news story length of 300 words, but this should only be applied when it does not
run counter to the specific journalistic genre.
That said, the points that the journalist/author should consider under this framework are:
01. Length. At least 300 words, although it is much better if the news story exceeds this
word count.
02. Multimedia. Always incorporate an element of multimedia, at least a photograph1.
03. Keyword. Decide what the main keyword of the entry is.
04. Optimum distribution of the keyword
i.
ii.
iii.
iv.
v.
vi.
vii.
viii.
ix.
x.

In the main heading or the news headline (h1 tag)
In the URL of the entry. Edit the URL if necessary to avoid empty words and to
limit length. Short, readily handled titles are preferable.
In the SEO title, via the <title> tag. Maximum 70 characters
In the metadata in the description of the <meta> tag. Maximum 156 characters
In one of the headings in the body of the news story (h2 tag)
In the first paragraph
In one or more of the central paragraphs
In one or more of the final paragraphs
In one of the images.
In some of the external hyperlinks to related sources

05. Emphasis. In some of its occurrences, the keyword should he highlighted in bold or
italics.

1

One aspect that is sometimes not given the importance it should be given, and that can be influential, is the
optimization of images with the appropriate use of tags; that is, adding a term to the image name in order that search engines
can find it. The term should describe the image content and include a keyword so that it can be readily found by users.
Additionally, the weight of the image needs to be taken into account, because if it is of high quality and heavy, the
downloading speed of the webpage decreases, and search engines penalize sites that take too long to download their
elements (Iglesias-García & Codina, 2016).

06. Internal navigation. If possible, the keyword should be linked to a category or internal
tag.
07. Semantic support. Use synonyms of the keyword and related terms in the body and/or
in the headings of the entry to strengthen the keyword.
08. Credibility. Mention entities in the form of the name of persons, places and institutions,
and add links to the entities where appropriate.
09. Internal links. Wherever possible, establish links with other thematically related entries,
using the website’s taxonomy or system of tags or categories.
10. Social web and adaptive content. Be sure to configure the entry so that it is published
on the social networks, and that there are buttons of diffusion in activated and
configured social networks. If the CMS so allows, consider titles, descriptions and specific
images for networks such as Facebook and Twitter.
11. Programming. Program the entry, if appropriate, so that it is published at the optimum
time in relation to its content and nature.

5. Conclusions
The framework presented here comprises a working combination of premises, concepts and
procedures. It is not based on the analysis of how the processes of de facto news media
optimization should be carried out, but rather on how it is plausible and at the same time
feasible to consider the way in which these processes can be undertaken based on the best
evidence available and on the best practices known.
The framework should be useful, not only as a tool for training and the acquisition of skills,
but also as a starting point for new cyber media sites that need just such a spring board to
optimize their journalistic content in terms of web visibility and SEO.
It should also serve as a starting point for comparative analyses and benchmarking studies
for SEO and communication, since it offers a series of points that lend themselves to
comparative study.

6. Bibliography

ASSER, Martin. 2012. "Search Engine Optimisation in BBC News". WebLog. Available at:
http://www.bbc.co.uk/blogs/internet/posts/search_engine_optimisation_in Consulted
on 01.04.2015.
BARRY, Chris & LARDNER, Mark. 2011. "A Study of First Click Behaviour and User Interaction
on the Google SERP". Information Systems Development. 89-99. Available at:
http://link.springer.com/chapter/10.1007/978-1-4419-9790-6_7 Consulted on

01.04.2015.
CODINA, Lluís. 2004. "Posicionamiento web: conceptos y ciclo de vida". Anuario
Hipertext.net. Available at: http://www.upf.edu/hipertextnet/numero2/posicion_web.html Consulted on 03.04.2015.
CODINA, Lluís. 2014a. Publicación digital y SEO para comunicadores. Available at:
http://www.lluiscodina.com/publicacion-digital-seo-comunicadores Consulted on
01.04.2015.
CODINA, Lluís. 2014b El SEO ha muerto, ¡viva el (nuevo) SEO! Optimizar la visibilidad de
contenidos periodísticos. Available at: http://www.lluiscodina.com/nuevoseo
Consulted on 01.04.2015.
CODINA, Lluís & MARCOS, Mari Carmen. 2005. “Posicionamiento web: conceptos y
herramientas”. El profesional de la información. Vol. 14. Nº2: 84-99.
CHITIKA ONLINE ADVERTISING NETWORK. 2013. "The Value of Google Result Positioning".
Online Advertising Network. Available at: http://chitika.com/google-positioning-value
Consulted on 12.04.2015.
DICK, Murray. 2011. "Search engine optimisation in UK news production". Journalism
Practice, vol. 5. Nº 4: 462-477.
DUTTON, William & BLANK, Grant. 2011. "Next generation users: the internet in Britain.
Oxford Internet Survey 2011 report. Oxford Internet Institute, University of Oxford.
Available at: http://www.oii.ox.ac.uk/news/?id=598 Consulted on 11.04.2015.
ELLIS, Justin. (2011). "Traffic Report: Why pageviews and engagement are up at
Latimes.com". NiemanLab. Available at: http://www.niemanlab.org/2011/08/trafficreport-why-pageviews-and-engagement-are-up-at-latimes-com Consulted on
12.04.2015.
EISENBERG, Bryan; QUARTO-VONTIVADAR, John; DAVIS, Tomas & CROSBY, B. 2008. Always
be testing: the complete guide to Google website optimizer. Sybex, Indianapolis (US).
FREIXA, Pere; SORA, Carles; SOLER-ADILLON, Joan & RIBAS, J. Ignaci. 2014. "Snow Fall and A
Short History of the Highrise: two approaches to interactive communication design by
The New York Times". Textual & Visual Media. Nº7: 63-84
GIOMELAKIS, Dimitrios & VEGLIS, Andreas. 2015. "Employing Search Engine Optimization
Techniques in Online News". Studies in Media and Communication, Vol.3. Nº1: 22-33.
GIOMELAKIS, Dimitrios & VEGLIS, Andreas. 2016. “Investigating Search Engine Optimization
Factors in Media Websites”. Digital Journalism, 4:3, 379-400, DOI:
10.1080/21670811.2015.1046992

GONZALO, Carlos; CODINA, Lluís & ROVIRA, Cristòfol. 2015. "Recuperación de Información
centrada en el usuario y SEO: categorización y determinación de las intenciones de
búsqueda en la Web". Index Comunicación Vol.5. Nº3: 19-27. Available at:
http://journals.sfu.ca/indexcomunicacion/index.php/indexcomunicacion/article/view/
197 Consulted on 05.04.2015.
GRAVES, Lucas & KELLY, John. 2010. "Confusion online: Faulty metrics & the future of digital
journalism". Columbia University. Graduate School of Journalism. New York (US).
Available at: http://www.journalism.columbia.edu/page/633/437 Consulted on
01.04.2015.
HERRMANN, Steve. 2009. "Changing headlines". BBC Editors. Available at:
http://www.bbc.co.uk/blogs/theeditors/2009/11/changing_headlines.html Consulted
on 01.04.2015.
IAB, 2015. "Estudio Anual de Redes Sociales". Asociación de la publicidad, el marketing y la
comunicación digital. Available at: http://www.iabspain.net/wpcontent/uploads/downloads/2015/04/V-Estudio-Anual-de-Redes-Socialesversi%C3%B3n-reducida.pdf Consulted on 04.04.2015.
IAB e Interactiva. 2010. El Libro Blanco de IAB. SEO: optimización de Webs para
buscadores. Cuadernos de Comunicación Interactiva. Madrid (Spain).
IGLESIAS-GARCÍA, Mar. 2012. "Rutinas productivas de un cibermedio nativo digital".
Cuadernos de información. Nº 30: 9-20.
IGLESIAS-GARCÍA, Mar; CODINA, Lluís (2016). "Los cibermedios y la importancia estratégica
del posicionamiento en buscadores (SEO)". Opción. In press.
LEDFORD, Jerri L. 2009. Search Engine Optimization Bible. John Wiley & Sons. Vol. 584
Wiley. Publishing, Inc., Indianapolis (US).
LEE, Angela; LEWIS, Seth y POWERS, Matthew. 2012. "Audience Clicks and News Placement:
A Study of Time-Lagged Influence in Online Journalism". Communication Research. Nº
41: 505.
MACHILL, M., NEUBERGER, C. & SCHINDLER, F. (2003). "Transparency on the net: function
and deficiencies of the Internet search engine". Info. Vol.5. Nº1: 52-72.
MORATO, Jorge; SÁNCHEZ-CUADRADO, Sonia, MORENO-PELAYO, VALENTÍN, & MOREIRO,
José Antonio. 2013. "Evolución de los factores de posicionamiento web y adaptación
de las herramientas de optimización". Revista española de documentación científica.
Vol.36. Nº3. Available at: http://dx.doi.org/10.3989/redc.2013.3.956 Consulted on
05.06.2015

MURRAY, Dick (2011) “Search Engine Optimization in IK News Production”. Journalism
Practice, 5:4, 462-477, DOI: 10.1080/17512786.2010.551020

NEWMAN, Nick, & LEVY, David. 2014. "Reuters Institute Digital News Report 2014 – Tracking
the future of news". Reuters Institute for the Study of Journalism. University of
Oxford. Available at:
https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Di
gital%20News%20Report%202014.pdf Consulted on 04.06.2015.
NIELSEN, Jakob & PERNICE, Kara. 2010. "Eyetracking web usability". New Riders. Available
at: http://www.useit.com/alertbox/20030825.html Consulted on 05.05.2015.
NIELSEN, Jakob. 2006. "Jakob Nielsen’s Alertbox, August 25: Usability 101: Introduction to
Usability". Useit.com. Available at: http://www.useit.com/alertbox/20030825.html
Consulted on 05.05.2015.
NILES, Robert. 2010. "Student journalists need to learn SEO more than they need AP style".
Online Journalism Review. Vol.21. Available at:
http://www.ojr.org/ojr/people/robert/201004/1843/ Consulted on 05.04.2015.
ORENSE, Miguel & ROJAS, Octavio Isaac. 2008. SEO-Como triunfar en buscadores. ESIC.
Madrid (Spain).

PEDRAZA-JIMÉNEZ, Rafael; BLANCO, Saúl; CODINA, Lluís; CAVALLER, Víctor. 2013. “Diseño
conceptual y especificación de requerimientos para el desarrollo y rediseño de sitios
web”. El profesional de la información. Vol.22. Nº. 1: 74-79. Available at:
http://dx.doi.org/10.3145/epi.2013.ene.10 Consulted on 02.05.2015.
RICHMOND, Shane. 2008. "How SEO is changing journalism". British Journalism Review.
Vol.19. Nº4: 51-55. Available at: http://bjr.sagepub.com/content/19/4/51.short
Consulted on 05.04.2015.
ROBINSON, Sue. 2007. “Someone’s gotta be in control here”. The institutionalization of
online news and the creation of a shared journalistic authority. Journalism Practice,
Vol. 1. Nº3: 305-321.
ROVIRA, Cristòfol; CODINA, Lluís. 2006. "Sistemas de navegación con menús desplegables:
componentes y edición en línea". Revista española de documentación científica. Vol.
29, Nº 1: 74-89.
SIMARRO SANCHÍS, Enrique. 2014. Search Engine Ranking: A SEO Strategy. Strategies in EBusiness. pp 91-103. Springer (US).
SIRE, Guillaume. 2014. "Référenceur et référencement. Cachez ces pratiques que je ne
saurais voir". Sur le journalisme, About journalism, Sobre jornalismo. Vol 3, N°1.
Available at: http ://surlejournalisme.com/rev Consulted on 03.04.2015.
SOLER del Pozo, July 2013. "Aproximación al estudio del posicionamiento en buscadores con
WordPress: elementos internos favorecedores". Cuadernos de Gestión de
Información. Vol. 2. Nº 1: 85-104. Available at:
http://revistas.um.es/gesinfo/article/view/207661/166301 Consulted on 05.04.2015.
SPYRIDOU, Paschalia-Lia & VEGLIS, Andreas. 2008. "Exploring structural interactivity in
online newspapers: A look at the Greek Web landscape". First Monday. Vol.13. Nº 5.
Available at: http://firstmonday.org/ojs/index.php/fm/article/view/2164/1960#17
Consulted on 04.04.2015.
SULLIVAN, Danny. 2010. "Chitika: Bing passes Yahoo! in search market share". Search Engine
Land. Available at: http://www.webcitation.org/60zsTmU7q Consulted on 12.04.2015.
TASCÓN, Mario. 2011. “Las marcas y las redes sociales”, in Cuadernos de Comunicación
Evoca, N° 5. Madrid (Spain).
THUROW, Shari. 2010. "Keywords, aboutness & SEO". Search Engine Land. Available at:
http://www.webcitation.org/60zsfvm35 Consulted on 12.04.2015.
TORRES BURRIEL, Daniel. 2011. "Díselo a la gente. Díselo al buscador". Available at:
http://www.fundeu.es/escritoeninternet/diselo-a-la-gente-diselo-al-buscador
Consulted on 12.05.2015.

USHER, Nikki. 2010. "What impact is SEO having on journalists? Reports from the field".
Nieman Journalism Lab. Available at: http://www.niemanlab.org/2010/09/whatimpact-is-seo-having-on-journalists-reports-from-the-field Consulted on 11.04.2015.
VISSER, Eugene Bourbon; WEIDEMAN, Melius. 2011."Search engine optimisation versus
Website usability - conflicting requirements?". Information Research. Vol. 16. Nº 3: 114.
WALL, Aaron. 2007. "Lower keyword focus to improve search engine rankings". Search
Engine Land. Available at: http://www.webcitation.org/60ztBm6Dm Consulted on
12.04.2015.
WEIDEMAN, Melius. 2009. Website visibility: the theory and practice of improving
rankings. Elsevier. Oxford (UK).

