CAD BURKSUP

GITATION BUILDING GUIDE

The off-page foundation that makes everything else rank

WHO THIS IS FOR

Home service operators whose Google Business Profile is set up, whose website is reasonable, and who
still cannot crack the map pack or the first page of organic results.

WHAT YOU GET

The full citation strategy. What citations actually are, which ones matter for home services, the
directory tier list, the audit and cleanup process, the backlink work that builds local authority, and the
honest answer on when to do it yourself versus when to outsource.

Field research across 200+ home service operators, with a focus on the audit data from stuck $400K-
-$800K businesses whose biggest gap was off-page foundation. Every method in this guide has been
tested by operators who run it in production.

burksup.com/guides 2026



6 BURKSUP Citation Building Guide

WHAT CITATIONS ACTUALLY ARE AND WHY THEY MATTER

A citation is any online mention of your business name, address, and phone number (NAP). The
directory listings on Yelp, Better Business Bureau, Angi, HomeAdvisor, Yellow Pages, Manta,
Foursquare, MapQuest, and a hundred others are all citations. So is a sponsorship listing on your
local chamber of commerce page. So is a write-up on the local newspaper's site.

Citations do three things.

They confirm to Google that you exist and where. When the same NAP appears consistently
across dozens of authoritative directories, Google's confidence in your location data goes up. That
confidence is a direct input to the map pack ranking algorithm.

They drive direct referral traffic. A solid Yelp profile, a complete BBB listing, and a real Angi
presence still produce calls. Not as many as they used to, but enough to matter.

They feed the Al engines. ChatGPT, Gemini, and Perplexity all crawl the same directories when
answering "best plumber near me" questions. A contractor missing from the citation network is
structurally less likely to be recommended.

The modern framing of local SEO is a comprehensive multi-layer approach. Quality backlinks, on-
page optimization, a fully optimized Google Maps listing, Google Posts, and consistent NAP
citations across directories. No single tactic is enough alone. Citations are one of the layers, and

the layer most operators have never properly built.

THE NAP CONSISTENCY RULE (THE ONE THAT BREAKS EVERYONE)

Your business name, address, and phone number must appear identically on every directory.

Identically means:

® Same business name punctuation ("Bob's Plumbing LLC" everywhere, not "Bobs Plumbing"
some places and "Bob's Plumbing, LLC" others)

e Same address format (suite numbers written the same way: "Ste 200" everywhere, not "Suite

200" some places)

® Same phone number, every time, with the same formatting



A single inconsistency across 50 directories sends Google a confused signal. It does not know
whether "Bob's Plumbing LLC" at 123 Main St #200 is the same business as "Bobs Plumbing" at
123 Main Street Suite 200. The signal weakens. The ranking weakens.

This is why citation work starts with an audit, not with building new listings. You have to know what
is already out there and what is inconsistent before you add anything new.

THE AUDIT

Pull a citation audit from a reputable citation management platform (there are several paid tools
that scan directories comprehensively, flag inconsistencies, and some include sync tooling to push

updates at scale).

The audit returns a list of every directory that has a listing for your business, the NAP on each one,
and a flag for inconsistencies. You will almost certainly find listings you never created, with old
addresses, old phone numbers, and slight name variations. These are usually auto-generated by

directories scraping each other or auto-generated by Google from public data.

If the budget is zero, do a manual audit. Search Google for your business name and address in
quotes. Click every result on the first three pages. Build a spreadsheet: directory, listed name, listed
address, listed phone, claimed or unclaimed, status.

THE DIRECTORY TIER LIST

Not every directory matters equally. The tier list, in priority order:

TIER 1: REQUIRED, ALWAYS

These have the highest domain authority, the most user traffic, and the strongest weight in local
search:

® Google Business Profile (covered in the GBP Optimization Guide)
® Apple Maps |/ Apple Business Connect

e Bing Places

e Yelp

® Facebook

e Better Business Bureau (where applicable)

® Angi (formerly Angie's List)

e HomeAdvisor

If any of these are missing, incomplete, or inconsistent, fix them before doing anything else.



TIER 2: IMPORTANT FOR HOME SERVICES
These carry meaningful weight in the home service category specifically:

e Thumbtack

® Houzz

e Porch

e Nextdoor

® Yellow Pages

® Manta

e Foursquare

e Cylex

e MapQuest

® Hotfrog

The play here is claim, complete, and verify. Skip the upsells. The free listing is what matters for the
citation signal.

TIER 3: INDUSTRY-SPECIFIC DIRECTORIES

For each home service vertical, there is a list of trade-specific directories. Examples:

® HVAC: Furnace Compare, ACHR News directory, Plumbing-HVAC.com
e Plumbing: Plumber.com, PlumbingReviews.com
e Roofing: RoofersCoffeeShop, GAF contractor directory, CertainTeed credentials
® |awn care: LawnSite, GreenlndustryPros
e Garage doors: International Door Association member directory
® |andscaping: Houzz Pro, PLANET / NALP member directory
Manufacturer and association directories carry weight because they pre-qualify the contractor

(membership, certification, manufacturer approval). A "GAF Master Elite" listing is both a citation
and a trust signal.

TIER 4: LOCAL DIRECTORIES

Often the highest-value citations in a small market:
® Chamber of commerce
® |ocal business association
® |ocal newspaper business directory
e City government business directory
e |ocal nonprofit sponsor listings

® BNI and similar networking organization member pages



These often have the highest contextual relevance: a chamber of commerce listing in your city is a
stronger local signal than a generic national directory.

WHAT TO SKIP

Low-quality directory sites with no traffic, no editorial standards, and no real users add nothing to
your authority. If a directory's only purpose is to scrape and republish business data, ignore it.
Quality matters more than count.

THE BUILD-AND-CLEAN PROCESS

STEP 1: FIX THE FOUNDATION (WEEKS 1-2)

Start with Tier 1. Claim every listing. Verify ownership. Make NAP identical. Fill out every field. Add
photos. Add categories.

If a listing has wrong information that you cannot edit (common with old auto-generated entries),
each platform has a process to claim and correct. This is tedious. It is also the work that has to
happen before anything else moves.

STEP 2: BUILD TIER 2 (WEEKS 3-6)

Claim or create every Tier 2 listing. Use the same NAP, the same photos, the same description as

the Tier 1 set. Consistency, not creativity, is the priority.

A note on free versus paid: most Tier 2 directories sell upgraded placement. For citation purposes,
the free listing is enough. The upgrade pays for featured placement on the directory itself, which is
rarely worth the spend for a single-market contractor.

STEP 3: ADD TIER 3 AND TIER 4 (WEEKS 7-12)

Industry-specific and local citations get added once the foundation is clean. These take more
research and more outreach (especially the local ones, where chamber listings and sponsorships
often require a relationship or a fee).

STEP 4: MONITOR AND MAINTAIN [ONGOING)

NAP inconsistencies will reappear over time as directories scrape and update. Quarterly re-audits
catch drift before it damages rankings.

The principle: citation building should be ongoing, constantly building new citations. Citation sync
tools can accelerate NAP consistency across directories at scale. The subscription model (a paid
service that pushes updates to dozens of directories simultaneously) is the easy button for
operators who do not want to manage citations manually.



BACKLINKS: THE AUTHORITY LAYER ABOVE CITATIONS

Citations are one form of off-page signal. Backlinks (links from other websites to yours) are the
other, and they carry more weight per link than citations do.

At the extreme end of competitive SEO infrastructure: one multi-market home service operator runs
a blog network of approximately 2,000 sites with trust flow 30+, a structured outreach program,
citation mastery, and one article per week on major business publications. Almost no operator
needs to match that scale. Most operators need to understand the principle: link authority
compounds.

THE MODERN REALITY

Black-hat and shortcut methods are functionally dead. Google catches them. Buying packages of
cheap links from overseas farms damages rankings more than it helps.

What works now is genuine outreach. SEO in the modern era is indistinguishable from PR. The only
sustainable path to high-authority backlinks is real relationship-building, which usually requires a

dozen or more email exchanges before a link is secured.

BACKLINKS THAT MOVE THE NEEDLE FOR HOME SERVICES

Local commercial brand backlink play. When you build a service-specific brand (e.g., a separate
commercial snow site linked from your primary residential site), the link between the two passes
authority. The new site is paired with the established one in Google's eyes and inherits authority
faster than a standalone launch.

The reciprocal-first outreach tactic. Identify a relevant high-DA website in an adjacent niche. Link
to them first in your own content. Then reach out: "l already linked to your article, here is the link, |
would love to collaborate." This delivers roughly a 10x response rate compared to cold link requests
that ask without giving.

Vendor case studies. Create an exceptional, detail-rich testimonial or case study for a vendor you
actually use. Professional video, photos, thorough copy. The vendor (your field service software
provider, a manufacturer, a software platform) has a strong incentive to feature your story on their
site, with a link back to yours. The vendor gets a sales asset, you get a backlink from a high-
authority industry domain.

Charity-anchored guest posts. Use a charity donation ($500 to the publisher's charity of choice)
as the value exchange for a guest post or backlink on a high-DA, topically relevant site. The charity
framing sidesteps direct pay-for-link issues, positions you as community-minded, and makes
refusal socially awkward for the webmaster.

The viral local content play. A "30 weirdest [X] in [your city]" list post with original photos earns
local press pickup and social shares. The viral hook and the service offer stay separated so the
content earns distribution without looking like an ad. Garage door companies have ranked for
keywords priced at $60 to $70 per click in PPC, within two to four months, primarily on the strength
of one viral blog post.



PR stunts. A locally newsworthy story (the "mermaid sighting" example given for an aqua-mermaid
school) can generate local press coverage, backlinks, social shares, and brand awareness. The
stunt does not need to be directly related to the service. It needs to tie back to the brand and
capture local media.

THE KPI THAT MATTERS

Backlink acquisition should be measured by cumulative domain authority (DA) gained per month,
not by raw link count. Tracking cumulative DA forces the strategy toward fewer, higher-quality links
from authoritative domains rather than mass-producing low-value links.

A broader note on SEO team performance: the KPI must be something the individual can directly
control (total DA points acquired), not an output they cannot control (whether a target page
actually ranks). Measuring uncontrollable outcomes demotivates top performers and blinds
managers to who is actually doing exceptional work.

THE FOUR CORE ASSETS, RESTATED

For an operator stuck between $400K and $800K, the diagnostic is usually the same: organic
infrastructure is incomplete. The four core assets that produce durable lead flow:

1. A real website (covered in the Local SEO Checklist)

2. A verified Google Business Profile (covered in the GBP Optimization Guide)

3.Google reviews (covered in the Review Generation SOP)

4. Wrapped trucks (the moving local SEO signal)
Citations and backlinks are the connective tissue between these four. Without citations, Google's
confidence in your location is weak. Without backlinks, your domain authority stays low and your

service pages cannot outrank competitors who have done the off-page work. The four assets plus
the citation foundation is the floor for sustainable organic lead flow.

A pattern that recurs across operator coaching: operators raise prices, fear losing leads, and then
discover that the organic infrastructure is producing enough demand to absorb the losses. Strong
off-page foundation is part of why. Citations and backlinks are the slow-building, compounding

work that makes the rest of the system durable.

WHEN TO DO IT YOURSELF VERSUS OUTSOURCE

DO IT YOURSELF IF:

® You have under 30 citations claimed and need to build the foundation



® You are in a single market with a clear directory list
e Your budget for SEO is under $1,000/month

® You can dedicate 10 hours per week for two to three months to the cleanup work

OUTSOURCE IF:

® You have multiple locations and need consistency across all of them
® You have inherited a mess (hundreds of stale listings, NAP drift across dozens of directories)

® You need authoritative backlinks and you do not have the time or inclination to do PR-style

outreach

e Your budget supports $1,500 to $5,000/month for ongoing SEO management

VETTING AN SEO AGENCY

Three required checks before hiring:

1. Meet the actual team who will do the work. Video call or in person. The salesperson rarely does
the work.

2.Speak to current client references. Not the case studies on the website. Live people you can
ask hard questions.

3. Review samples of their actual work. Sites they have built. Reports they produce. Outreach
emails they send.

These three checks expose middlemen who outsource to cheap VA farms overseas. The agency

that resists these checks is the agency that will charge you full price for VA-grade work.

IMPLEMENTATION CHECKLIST

Audit:

O Citation audit run (paid citation management platform or manual)
(O NAP spreadsheet built with every listing, status, and inconsistency flagged

(O Decision made on citation sync tool versus manual maintenance

Tier 1 (weeks 1-2):

(O Google Business Profile claimed and consistent
Apple Maps [/ Apple Business Connect claimed
Bing Places claimed

Yelp claimed and completed

Facebook business page claimed and NAP-consistent

0000

BBB listing (where applicable)



O Angi and HomeAdvisor claimed

Tier 2 (weeks 3-6):
(O Thumbtack, Houzz, Porch, Nextdoor claimed

O Yellow Pages, Manta, Foursquare, Cylex, MapQuest, Hotfrog claimed

(O Al Tier 2 listings use identical NAP, photos, description

Tier 3 and 4 (weeks 7-12):

QO Industry-specific directories claimed (vertical-appropriate list)
(O Chamber of commerce listing active

(O Local business association membership listed

O Local newspaper business directory listed

O At least one local sponsorship link earned (charity, sports team, event)

Backlinks:

(O Reciprocal-first outreach pipeline active (target: 2 to 4 placements/month)
O One vendor case study completed and pitched
(O One viral local content piece published per quarter

(O DA gained per month tracked, not raw link count

Maintenance:

O Quarterly re-audit of NAP consistency
O Monthly review of new directories worth claiming

(O Annual review of which Tier 3 directories are still producing referral traffic

WHAT THIS PRODUCES

Citations and backlinks are slow work. They will not produce a spike in leads next week. What they

produce is the structural authority that makes everything else rank.

The operators who skip the off-page work and then complain about being stuck at $500K are

almost always missing the same things: inconsistent NAP across 30 directories, no industry

citations beyond Google, no backlinks beyond what they had when they started, and a Google trust

score that has nowhere to grow.

The operators who do the work are the ones whose Google rankings hold through algorithm

updates, whose map pack position survives competitor pushes, and whose websites get pulled into

Al answers without paying for placement.



Start with the audit. Two weeks of cleanup on the Tier 1 listings will move more than a year of
haphazard activity below it. Then build the Tier 2 set. Then turn the attention to backlinks. Twelve
weeks of focused off-page work, then quarterly maintenance forever, is the cadence that
compounds.

The contractors who treat citations and backlinks as one-time setup get exactly what one-time
setup produces: a competitive floor that competitors gradually erode. The contractors who treat

them as ongoing infrastructure get a moat that gets harder for competitors to cross every year.

Tactics in this guide are sourced from field research across 200+ home service operators, with
methods tested in production across single-market and multi-market businesses ranging from
$400K to $10M+ in revenue.



WHAT'S NEXT

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 >
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