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Grow your audience 
on Search



2

Lais dos Santos

Program Manager- News 
PartnershipsBefore we 

start…



Advancing the practice of 
quality journalism

Strengthening and 
evolving publisher 
business models

Cultivating a 
collaborative global 
news community



119
countries 

6,700+
news partners

$300
million in global funding

2.5M
Journalists trained
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Reminder of our Honest Results Policy

No site gets preferential treatment:

● No special support for clients, 

partners, & friends

● All information in this session is 

public

A great place to start: 

Search Engine Optimization (SEO) Starter 

Guide

Optimize Search How Search works

https://developers.google.com/search/docs/fundamentals/seo-starter-guide
https://developers.google.com/search/docs/fundamentals/seo-starter-guide
https://developers.google.com/search/docs/fundamentals/seo-starter-guide


8

1. G_logoo_logoo_logog_logol_logoe_logo 

finds and downloads public pages on the 

Internet

How Search works
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G_logoo_logoo_logog_logol_l

ogoe_logo

1. G_logoo_logoo_logog_logol_logoe_logo 

finds and downloads public pages on the 

Internet

1. G_logoo_logoo_logog_logol_logoe_logo 

analyzes the text, images, and videos in an 

index

1. G_logoo_logoo_logog_logol_logoe_logo

returns info from the index when you 

search

hola in english

How Search works

Optimize Search How Search works
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Key to success #1:

Create helpful, reliable, 
people-first content

[LINA] 
EEAT.pngPresentation titleOptimize Search News Ranking Factors

https://status.search.google.com/products/rGHU1u87FJnkP6W2GwMi/history
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Improve your likelihood of appearing on Search

Produce relevant content

● Having high levels of experience, 

expertise, authority, and 

trustworthiness

● Having a consistent history of 

producing original news-related 

content

● Complying with our Google News 

policies

Headlines and dates

● Present clear headlines

● Provide accurate times and dates

● Avoid artificially freshening stories

Avoid duplicate content

● Block scraped content & rewritten 

content

● Block or consider canonical for 

republished content 

Presentation titleOptimize Search News Ranking Factors

https://support.google.com/news/publisher-center/answer/6204050?visit_id=638777857979731743-2350018974&rd=1
https://support.google.com/news/publisher-center/answer/6204050?visit_id=638777857979731743-2350018974&rd=1
https://support.google.com/news/publisher-center/answer/9606800?hl=en
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Presentation titleOptimize Search

1. Relevance

2. Location

3. Prominence

4. Authoritativeness

5. Freshness

6. Usability

7. Interests

7 ranking factors for news content

[LINA] 
Ranking 
factors.png

News Ranking Factors

https://www.google.com/search/howsearchworks/how-news-works/
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1. Relevance

2. Location

3. Prominence

4. Authoritativeness

5. Freshness

6. Usability

7. Interests

7 ranking factors for news content

● Relevance to your search terms is a key factor in determining 

what you see for query-based experiences like “Top stories” in 

Google Search.

● A piece of content is relevant if it has the information you’re 

looking for.

● The most basic signal that information is relevant is when an 

article contains the same keywords as your search.

● Our algorithms also have more advanced ways to determine 

relevance.

Presentation titleOptimize Search News Ranking Factors

https://www.google.com/search/howsearchworks/how-search-works/
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1. Relevance

2. Location

3. Prominence

4. Authoritativeness

5. Freshness
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7. Interests

7 ranking factors for news content

● Where you’re searching from influences which results 

you see.

● We use where you are to help you find content relevant 

to your area, such as the Local section in Google News.

● If you’re in Australia and you search for “football,” 

Google will most likely show you results about Rugby, as 

opposed to other versions of the sport in other 

countries.

Presentation titleOptimize Search News Ranking Factors
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1. Relevance

2. Location

3. Prominence

4. Authoritativeness

5. Freshness

6. Usability

7. Interests

7 ranking factors for news content

● Prominence is a way to identify noteworthy news events.

● Our news algorithms take into account if news sources are 

heavily covering a particular news story and are featuring 

that coverage prominently on their sites, if a story has 

been highly cited by other sources

● If something contains significant original reporting.

Presentation titleOptimize Search News Ranking Factors

https://www.google.com/search/howsearchworks/how-search-works/
https://blog.google/products/search/original-reporting/
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1. Relevance
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5. Freshness
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7 ranking factors for news content

● Signals help prioritize high-quality information from the most 

reliable sources available.

● To do this, our systems are designed to identify signals that 

can help determine which pages demonstrate expertise, 

authoritativeness, and trustworthiness on a given topic.

● Those signals can include whether other people value the 

source for similar queries or whether other prominent 

websites on the subject link to the content.

Presentation titleOptimize Search News Ranking Factors

https://developers.google.com/search/blog/2023/05/understanding-news-topic-authority
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1. Relevance

2. Location

3. Prominence

4. Authoritativeness

5. Freshness

6. Usability

7. Interests

7 ranking factors for news content

● Freshness refers to how recently the content was 

published and how important this is in the context of 

the subject.

● When news is happening, our algorithms may 

determine that a story with up-to-date information is 

likely more useful than an older one.

Presentation titleOptimize Search News Ranking Factors
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1. Relevance

2. Location

3. Prominence

4. Authoritativeness

5. Freshness

6. Usability

7. Interests

7 ranking factors for news content

● Usability assesses how easy it is to view content on a site

● For example: if the site appears correctly in different 

browsers; whether it is designed for all device types and sizes, 

including desktops, tablets, and smartphones; and whether 

the page loading times work well for users with slow Internet 

connections.

● Paywalls have no impact on usability in news on Google.

Presentation titleOptimize Search News Ranking Factors



21

Presentation titleOptimize Search

1. Relevance

2. Location

3. Prominence

4. Authoritativeness

5. Freshness

6. Usability

7. Interests

7 ranking factors for news content

● Your interests may help determine results in personalized 

content experiences such as Discover and the For You tab in 

Google News.

● You may see articles that match interests you’ve specified or 

that we inferred from your past activity on Google products, 

depending on your activity settings.

● Our systems do not attempt to rank content based on any 

political or ideological point of view, nor do they attempt to 

infer the points of view of our users or of the content we rank.

News Ranking Factors

https://myactivity.google.com/myactivity
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Key to success #2: Self-assess your content

+ 40 questions to help assess if 
you’re creating such content

[LINA] 
EEAT.pngPresentation titleOptimize Search News Ranking Factors

For more information see Google Search Status Dashboard

https://developers.google.com/search/docs/fundamentals/creating-helpful-content
https://developers.google.com/search/docs/fundamentals/creating-helpful-content
https://status.search.google.com/products/rGHU1u87FJnkP6W2GwMi/history
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Presentation title Sectio
n title

Optimize Search News on Search

On Search,
news appears in
Top Stories and the 
News tab

Top Stories

News Tab
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Presentation title Sectio
n title

Optimize Search News on Search

On Search, news can 
also appear as...

Text 

Rich 
result

Video

Image
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Presentation title Sectio
n title

Optimize Search News on Search

Improve how you 
appear in Google 
Search with 
structured data 
markups 

[LINA] 
Schema.org.png

https://schema.org/
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Presentation title Sectio
n title

Optimize Search News on Search

Markups for your article 
pages

● Article

● NewsArticle

● BlogPosting

[LINA] 
article 
markup.png

https://developers.google.com/search/docs/appearance/structured-data/article
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Presentation titleOptimize Search News on Search

Markups for your 
paywall

● isAccessibleForFree

[LINA] 
Isaccessibleforfree.png

https://developers.google.com/search/docs/appearance/structured-data/paywalled-content
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Presentation titleOptimize Search News on Search

Markups for your video content

● VideoObject

● Clip

● BroadcastEvent 

[LINA] video
markup.png

https://developers.google.com/search/docs/appearance/structured-data/video
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Presentation titleOptimize Search News on Search

Confirm the 
deployment of 
your markups  

[LINA] Rich 
Results 
test.png

https://search.google.com/test/rich-results
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Presentation titleOptimize Search News on Discover and Google News

News on
Discover
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Presentation titleOptimize Search News on Discover and Google News

Improve your likelihood of appearing 
in Discover

1. Use page titles that capture the essence of the content, but in 

a non-clickbait fashion.

2. Avoid using tactics that exploit shock value, sensationalism, or 

outrage to manipulate interest.

3. Provide content that's timely for current interests, tells a story 

well, or provides unique insights.

[LINA] 
Google 
Discover.png

https://developers.google.com/search/docs/appearance/google-discover
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Presentation titleOptimize Search News on Discover and Google News

Images best practices

1. Include compelling, high-quality images in your content, 

especially large images that are more likely to generate 

visits from Discover.

2. Large images need to be at least 1200 px wide.

3. Opt into large images via the max-image-

preview:large setting.

4. Avoid using a site logo as your image.

Large image opt-in

Default thumbnail 
experience

Large image 
experience

[LINA] 
Google 
Discover.png

https://developers.google.com/search/reference/robots_meta_tag
https://developers.google.com/search/docs/appearance/google-discover
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Presentation titleOptimize Search News on Discover and Google News

Video best practices

1. Create a page dedicated to each video that describes the video 

content. (The same video can live both on a dedicated page and the 

original page with other information.)

2. Ensure video urls are crawlable to optimize indexing and enable 

moving previews

3. Mark up videos with schema.org VideoObject and use Search 

Console to validate markup

4. Submit video sitemaps to Google using Search Console Sitemap API

[LINA] Video
Best 
Practices.png

https://developers.google.com/search/docs/data-types/video
https://developers.google.com/webmaster-tools/search-console-api-original/v3/sitemaps
https://developers.google.com/search/docs/appearance/video
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Presentation titleOptimize Search News on Discover and Google News

News in 
Google News

For more information see Ways to Succeed in Google News

https://developers.google.com/search/blog/2019/01/ways-to-succeed-in-google-news
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Google products supporting your efforts on Search

Measure your site's Search traffic and 

performance, fix issues, and make your site 

shine in Google Search results

Use real-time search data to bring 

people the stories they’re looking for

A 360 growth assistant that delivers 

personalized AI recommendations

G_logoo_logoo_logog_logo
l_logoe_logo Search 
Console

G_logoo_logoo_logo
g_logol_logoe_logo
Trends

Presentation titleOptimize Search Going further with Google products

goo.gle/gnisearchconsole goo.gle/googletrends goo.gle/ncigni

[LINA] 
Google 
Search 
Console.png

[LINA] 
Google 
Trends.png

[LINA] 
NCI.png

http://goo.gle/gnisearchconsole
http://goo.gle/googletrends
https://goo.gle/ncigni
https://search.google.com/search-console
https://trends.google.com/trends
https://goo.gle/ncigni
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G_logoo_logoo_logog_logo

l_logoe_logo Search 

Console

G_logoo_logoo_logog_logo

l_logoe_logo Search 

Console

Get started with G_logoo_logoo_logog_logol_logoe_logo
Search Console

1. Go to goo.gle/gnisearchconsole

1. Select Search results

1. Scroll to see performance by query, device, & 

content type

2. Get different insights based on date ranges

[LINA] 
Google 
Search 
Console.png

Presentation titleOptimize Search Going further with Google products

https://search.google.com/search-console
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1. Go to goo.gle/googletrends

1. Enter a keyword

1. Adjust the time frame and

see Interest Over Time

1. See Interest by subregion

1. See Related Topics & Queries

G_logoo_logoo_logog_logol_logoe_logo TrendsElections 2025

Related Topics Related Queries

1   2024 New South Wales… 100

2   State - Polity 69

3   Candidate - Topic 47

1   wa elections 2025 100

2   wa elections 61

3   state elections 55

Get started with G_logoo_logoo_logog_logol_logoe_logo
Trends

[LINA] 
Google 
Trends.png

Presentation titleOptimize Search Going further with Google products

https://trends.google.com/trends
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Trending now in G_logoo_logoo_logog_logol_logoe_logo
Trends

[LINA] 
Google 
Trends.png

Presentation titleOptimize Search Going further with Google products

G_logoo_logoo_logog_logol_logoe_logo Trends

Home     Explore     Trending now 

Trends Search volume Started

Sydney metro train door 2K+

↑ 500%

4:10PM
Active

The last of us 1K+

↑ 200%

4:00PM
Active

Minecraft movie 500+
↑ 800%

3:50PM
Active

https://trends.google.com/trends


Connect NCI to GSC and 

track your content 

performance

goo.gle/ncigni

[LINA] 
NCI.png

Presentation titleOptimize Search Going further with Google products

http://goo.gle/ncigni
https://goo.gle/ncigni


Grow your Ad Revenue

with Ad Labs

Receive customized evaluations, technical support, and targeted training through 

a collaboration with Google and A&A, a Google Certified Publishing Partner, 

designed to optimize ad server setups and sales strategies, regardless of your 

current digital advertising expertise.

Valued up to $10,000

WORK DIRECTLY WITH US - AT NO COST

[LINA] Ad Labs.png

https://rsvp.withgoogle.com/events/google-news-initiative-advertising-lab


Unsold Ad 
inventory

Google AdSense / 
Google Ad Exchange

Direct Sold
Ads

3rd party Ads

1. Programmatic 
Ads

Publisher Ad inventory

Ads promoting 
subs/contribution offers

Other marketing efforts

2. House Ads

To build a healthy 

advertising model, 

publishers need to 

optimize both direct 

and unsold ad 

inventories.

Maximizing fill rate with the right Ads



GNI Growth Labs

In-depth training programs, providing expert coaching and technical expertise to 

small groups of news organizations, around the world.

Audience

Grow your audience, shape 
your content, and keep your 
visitors engaged

Journalism

Use digital tools and 

resources that can help you 
find, verify, and tell engaging 
stories

Reader Revenue

Discover ways to earn more 

revenue from subscriptions, 
memberships, and 
contributions.

Advertising

Discover ways to earn more 
revenue from digital ads

WORK DIRECTLY WITH US - AT NO COST

[LINA Growth Labs.png

https://newsinitiative.withgoogle.com/resources/growthlabs/
https://newsinitiative.withgoogle.com/resources/growthlabs/
https://newsinitiative.withgoogle.com/resources/growthlabs/
https://newsinitiative.withgoogle.com/resources/growthlabs/


Going further with our Office 

Hours
LINA members receive one complimentary hour of consultation per month. 

Schedule a free 15-minute onboarding session to prepare for your 45-minute 

office hour. Limited slots available.

Valued at $800

Audience Journalism Reader Revenue Advertising

[LINA] Office Hours.png

WORK DIRECTLY WITH US - AT NO COST

https://newsinitiative.withgoogle.com/resources/growthlabs/
https://newsinitiative.withgoogle.com/resources/growthlabs/
https://newsinitiative.withgoogle.com/resources/growthlabs/
https://calendar.google.com/calendar/u/0/appointments/schedules/AcZssZ21XfVy5H2q5fRUdN2jJzLTP6hlJjPzv0HQoI7de30Lsp16h_Mf-xLEJqWoPCYy4idrftSKj5SY


Tell us what you 

think - your feedback matters!

goo.gle/tellgni

[LINA] Feedback form.png

Helpful resources covered today!

https://docs.google.com/forms/d/1k1AoxNr3b3RhLDPxRKDcv60PRBxC0VQNT1lX411tGKY/preview
https://docs.google.com/forms/d/1k1AoxNr3b3RhLDPxRKDcv60PRBxC0VQNT1lX411tGKY/preview


Thank
you
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