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How to be the contractor ChatGPT, Gemini, and Perplexity

recommend by name

W H O  T H I S  I S  F O R

Home service operators who have heard that AI search is changing things but have not changed

anything about their own website, their content, or their listings to respond. This is the window. It is

closing.

W H AT  Y O U  G ET

The honest picture of how AI search works for local services, the winner-takes-most dynamic that

makes early action urgent, the specific changes to make on your website this week, the FAQ structure

that gets your pages pulled into AI answers, and the brand reputation signals AI engines actually weigh.

B A S E D  O N

Field research across 200+ home service operators who are actively engineering their AI visibility,

restructuring location pages for AI consumption, applying answer-engine optimization, and testing

content frameworks that AI engines reward.
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BURKSUP AI Visibility Guide

THE URGENCY, PLAINLY STATED

For most home service operators, AI search is a small share of traffic today. The data confirms it.

More than 90% of visits to a typical national home service website still come from Google. AI

platforms account for a single-digit percentage of traffic.

That imbalance is exactly why now is when to act. The early-mover window is open precisely

because most contractors are still treating AI as a future problem.

Three findings define the urgency:

AI search is winner-takes-most for local services. On Google a consumer may see 15

competitors across paid ads, Local Service Ads, the map pack, and organic results. On AI they may

see two or three names, and the interface pushes hard toward one. The crowded shelf becomes a

curated recommendation. Getting on the list is everything.

The industry will not adjust until it is too late. Most contractors will not change their websites or

online strategy for AI until AI accounts for 30 to 50% of their traffic. By then the leaderboard will

already be set. The operators who optimize now capture the early-mover advantage that

compounds for years.

AI will reverse the chuck-in-a-truck boom. The 2020 explosion of one-truck operators will get

consolidated. AI search will channel a limited supply of local leads to the top two or three

contractors in each market. Solo operators without brand authority, reviews, or a professional web

presence will be structurally excluded from AI recommendation sets.

The threat is existential: contractors who ignore AI search will be buried within two years.

HOW AI ENGINES ACTUALLY PICK A CONTRACTOR

AI platforms (ChatGPT, Gemini, Perplexity, and Google's AI Overviews) rely on the same signals as

traditional local SEO. Brand reputation. Review volume. Domain authority. Traffic patterns.

Consistency across the web.

The reason is straightforward: the AI's reputational risk increases if it recommends a low-credibility

contractor who produces a bad customer outcome. The AI has a self-interest in only naming

businesses with verifiable proof of competence. That is exactly the reputation, review, and citation

signal that strong local SEO already produces.



So AI visibility is not a separate strategy. It is the same strategy plus a few specific changes that

make your existing content machine-readable for the AI engines.

THE FIVE MAJOR THINGS AI ENGINES LOOK FOR IN A LOCAL BUSINESS
Operators who are actively engineering their AI visibility have identified five major signals AI

engines weigh. The full list is not publicly enumerated, but the components are consistent across

the operators who have tested them:

1. Schema markup. Structured data the AI reads first, before any other on-page signal. The

single most accessible lever for getting AI engines to surface a local contractor.

2. Review volume and reputation signal. Verifiable third-party proof of customer outcomes.

3. Domain authority and citation consistency. The same NAP-and-backlink foundation that

powers Google ranking.

4. Credibility signals. Background checks, licenses, awards, employer-of-choice designations,

third-party recognitions, association memberships.

5. Genuine content. Helpful, comprehensive, customer-language answers to real customer

questions, repeatedly published over time.

The operators winning AI visibility are actively loading background checks, awards, and best-place-

to-work designations into the systems that feed AI training data. The pattern: structured, verifiable

proof that the contractor is real, accountable, and competent.

SECTION 1: WHAT TO CHANGE ON YOUR WEBSITE THIS WEEK

The fastest, highest-impact changes that make your existing website eligible for AI

recommendation.

ADD FAQ SECTIONS TO EVERY LOCATION PAGE AND EVERY SERVICE PAGE
The operators seeing early traction are restructuring every location page with FAQ sections built

specifically for AI-first content consumption. Early data shows measurable upticks in traffic from AI

search sources.

The format that gets pulled into AI answers:

Question written in the customer's own words ("How much does drain cleaning cost in

Akron?")

Answer that opens with a direct, complete response in the first sentence

Supporting detail in the next one to three paragraphs

Location and service named naturally in the answer



Eight to twelve questions per page. Wrapped in FAQPage schema so the AI engines can read the

structure directly. The same FAQ block also fuels Google's "People also ask" boxes and featured

snippets.

ADD AND VALIDATE SCHEMA MARKUP
Schema is structured data. It tells the AI engines what your business is, where it operates, what

services it offers, and what reviews it has, in a machine-readable format.

The schema types that matter for AI visibility:

Validate every page with Google's Rich Results Test before declaring it done. A schema block with

errors is read as no schema at all.

NAME YOUR SERVICE AREA IN PLAIN ENGLISH ON EVERY PAGE
AI engines parse natural language better than they parse keyword lists. Replace the footer city-

name stuffing with one clear sentence on every service and location page: "We serve homeowners

in Akron, Cuyahoga Falls, Stow, Hudson, and the surrounding northeast Ohio communities."

Repeat the service area in the page title, in the hero text, and in the FAQ answers. The redundancy

is the signal.

PUBLISH UNDER A REAL HUMAN NAME
AI engines are increasingly weighting authorship and expertise. Bylined content under the owner's

name, with a real bio, real photos, and verifiable credentials, carries more weight than anonymous

corporate copy.

Add an author byline to every blog post and every guide. Build out an "About the owner" page with

real photos, real history, real credentials. Person schema on that page makes it machine-readable.

REWRITE THE HOMEPAGE HERO IN CUSTOMER LANGUAGE
The homepage hero is the first thing AI engines see when they crawl your site. It should answer the

same three questions a human visitor asks in the first three seconds:

LocalBusiness on the homepage and footer

Service on every service page

FAQPage on every FAQ block

Review schema connected to your Google reviews

Person schema for the owner (especially if you publish content under your name)

Organization schema for the company itself

What services do you offer?

Do you serve my area?

Are you for someone like me?



In one short paragraph. Plain English. No agency words. The AI engines reward clarity the same way

human visitors do.

SECTION 2: THE FAQ STRUCTURE THAT GETS CITED

Eight to twelve questions per page is the minimum. The questions need to be the actual ones

customers ask, in the actual words they use.

WHERE TO SOURCE THE QUESTIONS

THE CATEGORIES THAT PERFORM
Each service page and location page should cover:

THE ANSWER STRUCTURE
Answer the question in the first sentence. Then add the supporting detail. The opening sentence is

what gets pulled into the AI answer. The supporting paragraphs are what makes the page rank well

enough to be the source of the pull.

Google Search Console. The Performance report shows every query that produced an

impression on your pages. Those are the literal phrases prospects type. Mike a list of the top

20 queries for each service and location page. Each one is a candidate question.

The "People also ask" box on Google. Run a search for your service and city. The questions

Google surfaces are the questions AI engines treat as canonical.

Your call recordings. The questions prospects ask on the phone are the questions they want

answered before they call. If your call tracking includes recordings, listen to the first 30

seconds of 20 calls and write down every question.

Your competitors' reviews. Read the negative reviews of your competitors. The complaints

reveal the questions customers wish had been answered before they hired.

Service area and coverage. "Do you serve [neighborhood]?" "How far do you travel for

[service]?"

Pricing transparency. "How much does [service] cost in [city]?" "What does a typical

[service] job include?"

Process and timeline. "How long does [service] take?" "What should I expect on the day of

the job?"

Credentials and trust. "Are you licensed and insured in [state]?" "How long have you been in

business?"

Edge cases and concerns. "What if I'm not happy with the work?" "What if it rains on the

scheduled day?"

Comparison and decision. "Should I choose [your service] or [alternative]?" "When is the

right time to call a professional versus DIY?"



A working example:

The first sentence is the AI answer. The rest is the trust and signal that makes the page get cited.

THE AEO METHOD
The operators getting results call this "AEO" (Answer Engine Optimization). The tactical

implementation for review responses: paste a customer review into ChatGPT or Gemini and request

an "AEO and SEO optimized response." The same method works for FAQ generation. Paste your

service description and a list of customer questions into ChatGPT and request AEO-formatted

answers that include the service and city naturally.

SECTION 3: BRAND REPUTATION AS THE AI SIGNAL

The same review and reputation work that wins the map pack wins AI visibility. The mechanics:

REVIEW VOLUME AND RECENCY
AI engines verify a contractor's credibility against third-party review data. A business with 300

recent reviews across Google, Yelp, BBB, and Facebook is structurally more recommendable than a

business with 30 stale reviews on one platform.

The full review system lives in the BurksUP Review Generation SOP. The AI-specific layer: review

responses written in AEO format (the language of customer questions and customer outcomes) are

what AI engines pull as evidence of competence.

HOLISTIC REPUTATION
The warning applies double for AI visibility: if your GBP has 100 five-star reviews but your Yelp has

15 one-star reviews, AI engines see the inconsistency and discount the recommendation. The AI is

balancing competing signals across the web. A coherent, positive reputation across every platform

is what unlocks the recommendation.

Respond to every review on every platform. Yelp, Facebook, BBB, Nextdoor. The total picture

matters more than the strongest single signal.

Q: "How much does drain cleaning cost in Akron?"

A: "Standard drain cleaning in Akron typically runs between $150 and $400 depending on the

location and severity of the clog. A simple kitchen sink clog at the trap is on the lower end; a

main line stoppage that requires camera inspection and hydrojetting is at the higher end. Our

standard pricing in Akron, Cuyahoga Falls, and Stow includes the diagnostic, the clearing, and

a 30-day warranty. Same-day appointments are usually available."



THIRD-PARTY CREDIBILITY SIGNALS
The top-performing operators we're seeing are actively feeding AI engines a continuous stream of

credibility signals: background checks, awards, employer-of-choice designations. Each one is a

structured, verifiable piece of proof.

The moves that work at any scale:

THE HUMAN AUTHENTICITY EDGE
One signal AI cannot generate, and therefore weighs heavily when it appears, is authentic human

story. Local contractors who tell real stories from the field outperform purely AI-written copy for

both AI training data and consumer trust.

The workflow we're seeing work: have the owner or lead tech sit for 100 questions, twice a week,

then shape the answers into ad copy and blog posts. The content feels human because it comes

from a human, but at the volume AI workflows enable. The human story is the input. AI is the editor.

Pure AI-generated creative provokes backlash (the Coca-Cola holiday ad example). For a small

local contractor, the reputational hit is much worse than for a Fortune 500 brand. Hybrid is the

answer: real human stories, AI-edited for volume and consistency.

SECTION 4: CONTENT CADENCE FOR AI TRAINING

The "They Ask, You Answer" model is the content framework most aligned with how AI engines

source answers. Publishing thorough answers to every homeowner question is foundational AI-

visibility content strategy.

WHAT TO PUBLISH
The questions prospects ask before hiring you. Each one becomes a blog post or a service page

section, written at the depth of a true answer, not a teaser.

Get verified on Google Local Services Ads (covered in the GBP Guide). The Pinkerton

background check and Google Guarantee become structured credibility signals.

Win one local award per year. Best of [city] from the local newspaper. Chamber of commerce

small business award. Industry association recognition. Each one becomes a press mention, a

backlink, and a citation.

Get listed in trade association directories. GAF Master Elite, BBB Accredited, Angi Super

Service Award. These are the citations the AI specifically looks for.

Publish under your real name. Bylined content with real credentials is treated as expert

content. Anonymous content is not.

"How much does a new water heater cost in [your city]?"

"Tankless vs. tank water heater: which is right for an [your area type] home?"

"When should I replace my furnace versus repair it?"



Most contractors will not answer these questions directly, because they fear the answer will scare

prospects off or get used against them in pricing negotiations. The contractors who answer them

honestly, at depth, become the ones AI engines cite, because they are providing the answer the AI

is being asked for.

CADENCE
One thorough answer per week, published on your blog or as a deep FAQ section on the relevant

service page. Twelve posts per quarter. Fifty in a year. The compounding effect builds the topical

authority AI engines treat as the signal for "this is the contractor to recommend."

THE 99% FAILURE PATTERN
Consistently publishing helpful, genuinely useful content (not promotional posts) is what earns both

social following and AI citation. Ninety-nine percent of home service contractors fail this test. They

publish promotional content. They post photos of jobs without answering questions. They run sales

offers instead of teaching.

The contractors who pass the test are the ones AI engines cite. The 1% wins the map pack and the

AI panel simultaneously.

SECTION 5: TRACKING AI TRAFFIC

AI traffic is harder to measure than Google traffic. Most analytics tools do not separate it cleanly.

The state of the art for tracking it:

WHAT TO LOOK FOR IN GOOGLE ANALYTICS

TRAIN YOUR INTAKE SCRIPT TO ASK
The simplest tracking is the script. Add one question to every intake call: "What made you decide to

call us today?" Track the responses. When prospects start saying "I asked ChatGPT," you have

data.

"How long does a roof replacement actually take?"

"What do home service contractors charge per hour in [your city]?"

Referrer traffic from chat.openai.com, gemini.google.com, perplexity.ai, copilot.microsoft.com

Direct traffic spikes that correlate with AI tool launches or model updates

New phone calls or estimate requests where the prospect says "ChatGPT recommended you"

or "I saw you on Gemini"



THE LEADING INDICATOR
Track impressions in Google Search Console for queries that look like AI-paraphrased questions

("what is the best plumber in akron for drain cleaning"). The query patterns that AI generates leak

into Google's own search data first. Rising impressions on those queries are a leading indicator that

AI engines are starting to cite you.

IMPLEMENTATION CHECKLIST (DO THESE THIS WEEK)

Website changes:

Reputation signals:

Content cadence:

Tracking:

FAQ section added to every service page (8 to 12 questions)

FAQ section added to every location page (8 to 12 questions)

Each FAQ answer opens with a direct, complete first sentence

FAQPage schema added to every FAQ block

LocalBusiness, Service, Review schema validated in Rich Results Test

Author bylines added to all content

Owner bio page built with Person schema

Review counts above 100 on Google

Yelp, BBB, Facebook, Nextdoor reputation coherent and positive

Review responses written in AEO format (service and city named naturally)

Local Services Ads / Google Guarantee verified (where eligible)

At least one trade association directory listing claimed

At least one local award pursued this year

One thorough customer-question blog post per week

Top 20 customer questions identified from Search Console

Top 10 phone-call questions identified from intake recordings

Each question answered as either a blog post or a FAQ entry

Intake script asks "what made you call us today"

Google Analytics monitoring for AI-platform referrers

Search Console monitored for AI-paraphrased query patterns



WHAT THIS PRODUCES

The contractors who do this work in 2026 and 2027 become the contractors AI engines name when

prospects ask. The contractors who wait become invisible.

The 2026 letter framing: hesitation is the primary business killer. Hesitation around raising prices,

hesitation around selling, hesitation driven by negative economic news. On AI visibility specifically,

hesitation looks like waiting until AI is 30 to 50% of traffic to act. By then, the leaderboard is set.

The slots are taken.

The fast moves are not expensive. Adding FAQ sections takes a week of focused writing. Validating

schema takes an afternoon. Pursuing one local award takes a quarter. Restructuring review

responses in AEO format is a permanent habit change, not a project.

The slow moves take longer but compound faster. Publishing one thorough customer-question post

per week for a year produces fifty pieces of content that feed AI training. Building 100 more Google

reviews and responding to each in AEO format builds the reputational floor AI engines verify

against.

Start with the FAQs. They are the single highest-impact on-page move. Then add the schema. Then

start the weekly content cadence. Then layer the reputation work alongside.

The window is open because most contractors will not act until AI is the dominant channel. By then,

the recommendations will already be flowing to the contractors who did act now. Be the contractor

AI names. Or be the one prospects do not see.

Tactics in this guide are drawn from field research across 200+ home service operators and current

AI search behavior data.



WH AT 'S  N EXT

READY TO
 THIS?

BurksUP builds the marketing systems that make home service operators

findable, bookable, and referable. This guide is the playbook. We're the

team that installs it.

Book a Free Audit →

burksup.com

INSTALL


