
Public relations gets described like a softer cousin of marketing, but in practice it has a sharp edge: it moves the
right people, in the right rooms, at the right time. SEO gets described like the tactical cousin, the one that
optimizes pages and chases keywords. Put them together and you get something that works on two levels at
once. PR creates credibility and demand. SEO captures that momentum and turns https://ronin.com.au/seo-
services/ it into durable search visibility.

The tricky part is link building. If your PR efforts treat links like a trophy, you end up with the same results as
spammy outreach, just with nicer language. If your SEO efforts treat links like a checkbox, you end up with brittle
pages that lose rankings when the ecosystem shifts. The best approach is to earn links as a byproduct of
something genuinely worth referencing: new angles, useful data, credible announcements, and coverage that helps
journalists and editors do their jobs.

I’ve watched the difference play out. In one campaign, the team chased “link opportunities” so aggressively that
reporters started to ignore the pitches. The content was fine, but it felt transactional. In another, the PR team built
a story around a real operational change and offered early access to a dataset. Links followed because the story
was reference-worthy, not because someone asked for them.

Below is how to align PR and SEO so you earn links the right way, without resorting to shortcuts that can
boomerang later.

The real link between PR and SEO
A hyperlink is not just a ranking signal. It is an editorial decision. When a site links to you, the linking editor is
effectively saying: “This is a resource worth pointing to.”

PR influences that editorial decision because it creates conditions for coverage. Journalists and content producers
look for credible sources, timely developments, and clear reasons to believe the story has substance. When your
PR work provides those ingredients, you’re more likely to earn mentions, citations, and links that are contextually
relevant.

SEO, meanwhile, provides the system that turns a mention into compounding returns. If you have a strong page
structure, clear messaging, crawlable assets, and content that can satisfy the query behind the mention, you give
search engines a reason to keep referencing you. A single high-quality PR placement can bring links in waves, not
just one.

This is the core mindset shift: you’re not forcing links to happen. You’re building a narrative and a knowledge asset
that others naturally want to cite.

Start with what journalists actually need
Many pitches fail because they describe the company better than they help the editor. Editors are busy, and
they’re judged on the quality of their output. They need clarity: what is the story, who has credibility, and why
does this matter now?

If you pitch like a marketer, you’ll get polite declines. If you pitch like a reporter, you’ll get meetings.

A good PR story for SEO purposes does a few things:

First, it has an obvious informational need. Editors link to resources that help their audience. If your
announcement is only interesting to your existing customers, it won’t earn citations from broader publications.
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Second, it has a clear angle that doesn’t collapse into generic statements. “We’re launching a new platform” is
rarely link-worthy. “We reduced process time by 37% after redesigning X, and here’s the benchmark methodology”
is link-worthy.

Third, it has proof. Proof can be data, expert participation, customer outcomes, or a documented process. Links
typically follow proof, not promises.

In practice, your SEO team can support this directly. They know what topics you want to rank for and what
questions your audience asks. PR can then shape those questions into a narrative journalists can publish. The best
teams treat SEO research like a story engine, not a keyword list.

Create “linkable” value without manufacturing hype
Linkable assets are often described as if they’re always reports or infographics. Sometimes they are, but the deeper
requirement is not the format. The requirement is usefulness with a clear citation trail.

Here are several link-earning categories that tend to hold up over time.

A primary research study can earn links, especially if you share methodology and define terms carefully. But be
honest about limitations. If your sample size is small, state it. If a survey has bias, acknowledge it. Overstated
findings can trigger retractions, and those hurt both PR reputation and SEO performance.

Expert commentary can also earn links. The difference between “thought leadership” that gets ignored and expert
input that gets cited is specificity. Journalists cite expertise when it helps them interpret what they’re already
hearing.

Operational insights can be link-worthy too, particularly in B2B. When companies document how they
implemented something, the “how” becomes a reference. People share process detail more than they share
slogans.

Even something as simple as a template or checklist can earn links when it’s genuinely better than what already
exists. The key is to make it easy to reference. Provide an explainer page, include definitions, and ensure it works
for the audience you’re targeting.

One caution: don’t create assets solely to collect links. If your internal data is weak, your conclusions will be weak.
Better to build a smaller asset that’s solid than a big asset that’s shaky. Journalists can sniff out thin material, and
so can high-quality link editors.

Align messaging and the landing experience
A common failure point is the moment coverage goes live. The journalist publishes your story, your team
celebrates the mention, and then the referral traffic hits a landing page that does not match the promise.

If your PR pitch suggested “benchmark data and methodology,” but the page behind the link is a sales page with
no details, you create friction. That friction impacts everything: bounce rate, time on page, engagement metrics,
and repeat citations. It also reduces the odds of secondary links, because later editors check what you actually
offer.

A reliable approach is to treat each PR story like it deserves its own supporting destination. Not necessarily a
whole new site section, but a specific page that matches the story’s information need.

That page should include:



a clear summary near the top that matches the journalist’s framing

the key data points or the core argument in plain language

supporting detail for people who want to verify claims

internal links that help readers explore related context

From an SEO perspective, the landing page should also be technically sound. Make sure it’s crawlable, fast, and not
blocked by scripts or settings that prevent search engines from accessing the core content. From a PR perspective,
it should also be readable on mobile, because many editorial teams preview links on their phones during
production.

Your PR and SEO teams will disagree about format. PR might want a polished press release style. SEO will want
structured content that can satisfy queries. The compromise is usually a hybrid: a concise press story plus
expandable detail. You don’t need to choose one. You need to ensure the referenced information is visible without
scrolling forever.

Use a “coverage funnel,” not a link chase
Instead of “we need links,” think in terms of a coverage funnel. You can earn links at multiple stages, and each
stage requires different work.

At the top of the funnel, your PR goal is attention. You pitch stories that match editorial priorities and offer
credible value. At this stage, the “link” might not be guaranteed. Many early-stage placements mention you
without linking, or they link in a way that doesn’t appear prominently.

As coverage solidifies, the SEO goal is capture. Your landing pages should rank for the terms embedded in the
story. If the journalist wrote “benchmarking methodology” and “process improvement,” your supporting content
should be the source that searchers find. That’s how you turn a one-time mention into sustained traffic.

At the final stage, SEO supports repeat citations. Once your asset becomes a known reference, it gets reused by
bloggers, secondary publications, and even other journalists. These link cycles are how earned links become
compounding assets rather than one-off wins.

This funnel is also where judgment matters. If you see a placement, you should not assume the SEO work is done.
Sometimes the best next step is to update the asset, add clarifying methodology, or publish a follow-up that
answers questions readers asked in the comments or in later media inquiries.

Build relationships that make outreach unnecessary
PR link earning works best when journalists already know you or recognize your organization as a credible source.
That reduces the need for aggressive outreach and improves the quality of the coverage you get.

Relationship building does not require constant pitching. It requires usefulness and timing. Give reporters
background when it matters, correct misunderstandings quickly, and follow through on promises like “we can
connect you to the right person by 3 pm.”

One reliable tactic is to maintain a short list of topics where your team can be quoted with real expertise. Instead
of a generic “media inquiries” contact, assign a role internally: someone who understands how to provide concise,
verifiable answers.

Another is to maintain a living archive of your own insights. When a journalist asks a question you answered last
year, you don’t rebuild the explanation from scratch. You share the prior work, update it if needed, and cite the



same sources. That consistency increases trust, which increases the likelihood of being cited again.

The SEO angle is subtle here. Relationships often lead to higher-quality editorial links because the editor trusts the
source. Trust also reduces the odds of your company being referenced in thin, promotional contexts that don’t
earn consistent follow-up citations.

Track the right signals, not just rankings
You can measure link outcomes directly, but you can also measure the leading indicators that predict link
acquisition. If you only look at rankings, you miss the story. If you only look at link counts, you miss quality and
context.

For PR and SEO combined, I typically track a small set of signals that tell me whether the campaign is producing
compounding value:

coverage volume and quality (not just “did we get mentioned”)

referral traffic from editorial placements to your supporting assets

whether those assets are attracting additional links over time

keyword visibility movement for the topics you’re anchoring the story to

You also want to track “linkable behavior,” meaning whether people actually reference your content in later posts.
That’s where you see whether your asset became a destination rather than a moment.

One more signal that’s easy to overlook: secondary coverage. If one publication covers you and another follows
within weeks, that’s often a sign that your story was not just attention-grabbing, it was reference-worthy.

A practical workflow for PR and SEO collaboration
The workflow should make the best use of each team’s strengths. PR is strong at storytelling, credibility, and
editorial empathy. SEO is strong at structure, content depth, and discoverability. The handoff between them often
breaks down. Fixing the handoff is usually more valuable than adding more tools.

Here’s how I’ve seen effective teams operate, without turning everything into a process document.

1) Map editorial angles to your content assets

Start with a list of potential story angles, not keywords. Angles are the hook journalists can understand. Then map
each angle to a specific content asset that provides evidence.

This avoids the common mistake where PR creates a narrative but SEO ends up scrambling to find a page to link
to. If you plan the destination while you plan the pitch, you reduce that scramble.

2) Create a “coverage page” for each major story

For every major PR push, create or refine a supporting page that matches the story promise. Think of it as your
citation home.

This is where SEO quality matters. Editors and readers should find the data and explanation quickly, even if they
arrive from a referral link with no context. The page should be easy to cite, meaning it has clear titles, well-
structured sections, and accessible details.

3) Draft outreach with SEO in mind, not SEO jargon



Outreach should not sound like an SEO report. But SEO can influence the angle. If your research shows that
readers consistently ask about methodology, your PR messaging should include it. If your research shows that
people search for definitions, your PR asset should define the terms journalists use.

In other words, SEO helps PR tell the truth in a way that editors can publish with confidence.

4) After coverage, update based on what readers actually needed

Once a story runs, monitor questions. Sometimes the best follow-up is a short “methodology update” section or a
clarified FAQ. If a journalist received pressure from a knowledgeable source, it often shows up as reader confusion.
Treat that as product feedback for your content.

This is also where you can earn more links. A corrected and expanded asset becomes easier to cite in later articles.

What link quality looks like in earned coverage
Not all links are equal, and PR can accidentally lead you to “links” that don’t move the needle. A mention in a low-
value directory is not the same thing as a link in a well-edited analysis piece. An editorial link embedded in context
carries different weight than a footer link.

Rather than obsessing over proprietary metrics, look at the editorial context. Ask: does the linking page explain the
concept and treat your resource as supporting evidence? Does the anchor text reflect the topic? Is the content
part of a real conversation or is it a promotional roundup with little scrutiny?

Here’s a simple way to think about link tiers. It’s not a rigid scoring system, but it helps teams decide where to
spend effort.

Tier one: links in substantive articles where your resource is referenced as evidence or a source

Tier two: links in resource pages where your asset is included among other relevant references

Tier three: links in news posts, press release mirrors, or thin aggregations that bring visibility but limited
authority

Tier four: low-context placements that are easy to acquire but rarely compound into sustained citations

When PR and SEO work together, you should trend toward tier one and two outcomes. If your efforts mainly
create tier three, it usually means the story is not being treated as reference-worthy. Fix the asset quality and the
pitch clarity, not just the outreach volume.

Common PR-to-SEO mistakes that cost links
Earning links the right way means avoiding predictable traps. I’ve seen the same mistakes repeat across industries.

The first is confusing promotion with news

Journalists are not allergic to promotion, but they need a reason to publish something other than “we launched.”
If your PR message does not contain a human reason, a data reason, or a process reason, you’ll get low-quality
mentions and weak citations.

The second is hiding the proof behind the sales pitch

If the supporting page reads like an advertisement, editors hesitate. They want to stand behind what they publish.
Provide proof early and keep the sales language secondary.



The third is failing to support journalists after the click

Some teams stop working once the search engine optimization link goes live. That’s when you miss the
opportunity to improve the asset based on real editorial friction. If you can clarify a point quickly, you can earn
additional citations or reduce the risk of misinformation spreading.

The fourth is over-optimizing anchors and expectations

PR teams sometimes worry about SEO and try to “control” anchor text. You should not coerce editorial placement.
The best earned links happen when the editorial team chooses the anchor because it fits their sentence. If you
pitch with clarity, you increase the chances that the anchor will naturally match the concepts you want to be
associated with.

An earned-link example, with the mechanics visible
A few years back, a mid-sized SaaS company wanted more authoritative citations around “data governance.” Their
early approach focused on announcements and generic product claims. Coverage happened, but it was mostly
brief and promotional.

The shift came when they reframed their PR into a problem story. They ran a structured internal review of incident
reports and wrote up a framework they used to reduce recurrence. They published the framework, included
anonymized examples, and gave a clear explanation of the decision points. They also worked with a security expert
outside the company to ensure the model was credible.

PR pitched the story as a practical reference. SEO ensured the landing page included the framework sections,
definitions, and a downloadable version for people who wanted to share it internally. After publication, the team
monitored common questions and updated the asset within days, adding a section on edge cases.

The result was not just more links. It was more repeat citations. Other sites used the framework as a source, and
those links persisted because the asset stayed useful.

That’s the pattern you’re trying to replicate: earn the first link with a credible story, then support it so it becomes a
reference others return to.

How to be persuasive without crossing ethical lines
“Earn links the right way” is more than a slogan. It means you don’t manipulate editorial processes, you don’t
misrepresent data, and you don’t push partnerships that look like link schemes.

If you’re considering a tactic that feels like “we’ll swap value for links,” pause and ask whether the exchange is
editorially meaningful. Is there a genuine asset the other party wants to cite? Is there an audience benefit? If the
answer is no, you’re likely building a fragile strategy.

The ethical standard is straightforward: aim for legitimate editorial value. If someone links because they genuinely
want to help their audience, you’re on solid ground.

A short checklist for your next campaign
If you want a fast sanity check before you invest more time and budget, use this simple preflight pass.

Can a journalist understand the story angle in one paragraph, without reading your company overview?

Does your destination page match the promise in the pitch, with evidence visible immediately?
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Is the data or process described clearly enough that someone else could cite it responsibly?

Are you prepared to update the asset after coverage if readers ask better questions?

Are you tracking not just placements, but whether the asset becomes a recurring reference?

If you can answer “yes” to most of these, you’re building a foundation that can earn links without force.

The long game: compounding authority from good coverage
PR gives you attention. SEO gives you staying power. The combined effect is strongest when you treat PR as the
source of credible narratives and SEO as the system for making those narratives searchable, verifiable, and
reusable.

Over time, this approach changes your role in the market. Instead of being a company that asks for visibility, you
become a resource editors reach for when they need reliable context. That’s when link earning becomes less of a
campaign and more of a byproduct of doing good work publicly.

And it’s also where the trade-offs get worth it. The upfront effort is real. Research takes time. Writing takes care.
Verification takes discipline. But those costs often replace the recurring costs of chasing low-quality mentions and
fighting ranking volatility.

If you want links that last, earn them through editorial value, then give search engines and readers a reason to
keep returning to your work.

If you build PR stories that are reference-worthy and SEO destinations that are citation-ready, links stop feeling
like a target and start feeling like confirmation.


