White-Label Indexing Reports for SEO Agency
Clients

You already know a raw CSV of index status codes does nothing for client trust.
What moves the needle is a report that wears the agency’s own logo, color palette,
and language, while quietly pulling data from a reliable index-checking backend.
White-Label Indexing Reports for SEO Agency Clients fill exactly that gap: they turn
technical index audits into polished deliverables that look like your internal platform,
even if a third-party API does the heavy lifting.

In practice, when you hand a stakeholder a branded PDF showing 94% of essential
pages are indexed—and the remaining 6% flagged with crawled - currently not
indexed reasons—the conversation shifts from "what did we pay for?" to "how do we
fix those 6%?" That alone can shorten the gap between diagnostic and action by
days.

The mistake most agencies make is assuming a manual GSC export plus conditional
formatting in a spreadsheet qualifies as a white-label report. It doesn’t. A real
white-label report obscures the source system entirely, handles multi-domain
aggregation natively, and allows you to set delivery schedule logic (weekly,
bi-weekly, after a site migration) without touching code each time.

What Actually Sits Inside a White-Label Index
Report

Think of it as three layers: a raw index verification layer, an agency-defined filtering

layer, and a presentation layer. The verification layer talks to Google’s index via APIs
or scraping endpoints and retrieves a tuple for each URL—indexed, not indexed, soft
404, canonical mismatch, noindex tag detected, and so on.

Surveys from SEO tool communities suggest agencies managing 30-50 client



properties need to track between 80,000 and 400,000 URLs per quarter just for
index verification. Without automation, that’s a full-time job that still misses
transient status changes. A decent white-label platform handles that volume in one
overnight batch, then gives you the filtering layer to, say, exclude parameterized
WooCommerce URLs or show only paginated blog pages last modified in the past 30
days.

The presentation layer is where the white-label magic lives: you get a self-hosted
dashboard URL or a scheduled PDF that pulls your own agency brand kit. No
“Powered by [tool]” footer. No webhook address that exposes the original provider.
Clients log in, see a consistent domain, and never suspect the existence of the bulk
index checker API behind the curtain.

Rule of thumb: If a client can press F12 and find a third-party domain in the
report’s network requests, it’s not a proper white-label setup.

Criteria That Separate a Useful Index Reporting
Tool from a Vanity Dashboard

Don’t buy on screenshots. Buy on refresh cadence, export granularity, and the ability
to map your own custom status tags onto the vendor’s raw output. If the tool insists
on indexed / not indexed as the only two buckets, you’ll waste hours explaining
“discovered - currently not indexed” to clients who panic.

A reliable white-label solution should offer:

e Multi-domain aggregation without per-property configuration hell. You
shouldn’t need to set up 47 separate projects for 47 clients.

e Custom status mapping. Rename crawled - currently not indexed to “Needs
internal link boost” in the client-facing report, while keeping the raw code
internally.

e Export templates that carry your brand. At minimum PDF, plus a
client-facing CSV that strips internal identifiers.

e API-first architecture. So you can graft the report generation into your
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existing client portal or Slack-based notification system.
¢ Quota transparency. If the provider limits daily URL checks, you need to
know how that throttling affects a weekly cadence for 200,000 URLs.

Where most agencies stumble is ignoring the quota question. For example, Google’s
public Indexing API permits 200 URLs per property per day for job posting/live

stream content, which is nearly useless for a typical e-commerce client. Dedicated

index-checking services often allow 100,000-500,000 lookups per day without tying
you to Google’s limited scope, but you must verify per-call latency during European
business hours when loads spike.

Building a White-Label Report Pipeline in Three
Moves
Here’s how a working setup looks, based on integration patterns I've repeatedly

deployed for mid-size agencies. The idea is to avoid fragile scraping scripts and use a
structured API that returns HTTP-style status descriptors per URL.

First, batch-submit your URL list to a bulk index checker. A typical request for
10,000 URLs using the speedyindex API endpoint looks like this:

i nport requests, json
api _key = "your _api _key"
urls = ["https://client.com pagel”, "https://client.confpage2"] # up
to bulk limt
resp = requests. post (
"https://api.speedyi ndex. coni vl/ bul k- check",
header s={" Aut hori zation": f"Bearer {api_key}", "Content-
Type": "application/json"},
json={"urls": urls, "include_neta": True}
)
data = resp.json()
# data["results"] is list of {url, status, indexed, last crawed, ...}


https://developers.google.com/search/apis/indexing-api/v3/using-api
https://developers.google.com/search/apis/indexing-api/v3/using-api
https://en.speedyindex.com/

Edge-case alert: if include meta=True isn’t set, you won’t get the last crawled
timestamp, leaving you blind to freshness—clients ask “when did you last check?”
every time.

Next, transform raw statuses into client-friendly labels using a mapping dictionary.
The report doesn’t say “soft 404”; it says “Page missing - thin content detected.”
This is where the white-label layer earns its keep.

| abel _map = {
"i ndexed": "Live in Google",
"not _i ndexed": "Not in index",
"soft _404": "Thin page — needs review',
"crawl ed_currently not indexed": "Pending inclusion”

for entry in data["results"]:
entry["display_status”] = | abel _map.get(entry["status"], "Unknown")

Finally, push the transformed payload into a rendering engine (Headless Chrome + a
templating library, or a simple Jinja2 HTML—-PDF pipeline) that applies
agency-specific CSS. The output PDF carries no vendor watermark, and the
dashboard URL sits on your subdomain via a reverse proxy.

A real-world run we did for a DTC brand with 15,000 product pages revealed that
12% of URLs had silently dropped from the index after a store domain migration.
The white-label PDF was delivered 48 hours after the migration, letting the in-house
team fix the noindex tags on the staging clone before any revenue impact. That’s the
pace agencies get paid for.

:::warning If your reporting workflow depends on a single API key shared across all
client dashboards, a rate-limit hit on one large domain can delay all other clients’



reports. Always namespace API keys per agency account or pool them with a queue.

Where White-Label Index Reports Fail
Spectacularly

I've seen three failure modes repeat across agencies that jumped in without reading
the fine-print. The first is assuming that a white-label report means the underlying
provider never appears in logs. That’s false if you proxy the API through your own
domain; the vendor’s IPs will still hit the client’s log analytics unless you fully
abstract that layer.

The second mistake is treating indexed as binary. A page can be indexed but suffer
from a canonical mismatch, meaning Google is showing a different URL. A naive
report that flags it as “indexed” hides the problem until ranking data drops. The
report must surface canonical deviations as a separate issue, even if the page is
technically in the index.

The third is ignoring report retention. Clients want to compare month-over-month. If
your tool only stores the last two reports, you’ll waste billable hours recreating
historical snapshots from scattered CSVs. A minimum retention of 90 days, with
snapshot diffing, is table stakes for agencies handling SEO retainers.

Additionally, many so-called white-label solutions force you to use their subdomain
(your-agency.toolprovider.com). That’s not white-label; it’s co-branding. Run—don’t
walk—if the vendor can’t give you a CNAME record or a self-hosted option.

Comparison: DIY vs. Turnkey White-Label Index
Reporting
The choice isn’t binary, but it’s close. There’s a middle ground where you use a

programmable API but build your own front-end. The table below maps the practical
trade-offs.



Factor

Brand control

URL coverage per day

Setup time

Canonical detection

Historical diffing

Multi-client isolation

The decision tree most agencies face is straightforward:

DIY (Google APIs +
custom dashboard)

Total, but requires
front-end dev

200/job posting URLs;
100-200 via Indexing API
for other content types

40-120 dev hours

Manual via GSC

inspection or page fetch

Manual database build

Up to you to architect

Turnkey White-Label
Service

High; most allow
CSS/logo override and
CNAME

Commonly 100k-500k; no
vertical restrictions

~2 hours for first
client-facing report

Built into bulk check
results

Often stored for 90-365
days

API key segregation or
sub-accounts

If you have an in-house dev team comfortable managing OAuth scopes, database

snapshots, and PDF rendering, a DIY stack around Google’s APIs and a lightweight

index checker API gives you full ownership. If your team already runs at 110%

billable utilization, the turnkey route pays for itself within one quarterly retainer

cycle by preventing reporting bottlenecks. For agencies servicing 20+ clients, the

math tilts heavily toward a dedicated service like SpeedyIndex, simply because the

per-client overhead of maintaining your own health checks, rate-limit queues, and

browser-rendering pipelines equals a full-time junior’s salary.

Questions Agencies Ask Before Committing
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Can I keep using Google Search Console data and just repackage it?

You can, but GSC’s export limits (1,000 rows for some reports) and the 16-month
data retention don’t mesh well with historical diffing. Plus, sharing raw GSC
screenshots breaks the white-label illusion immediately. Clients recognize the
interface.

Will a white-label report show indexing delays from the provider’s side?
Yes, latency exists. Bulk check APIs typically process 10,000 URLs in 3-8 minutes
depending on queuing. The report should timestamp both the “check initiated” and
“completed” times so clients don’t interpret a 3-hour-old status as stale.

How do I handle clients who demand daily index reports on 400,000 URLSs?
Most turnkey tools allow you to slice monitoring into segments (e.g., top 10,000 by
traffic daily, full inventory weekly). That keeps costs sane while avoiding
unnecessary API overage charges. If a client insists on full daily sweeps, the price
should mirror that load; you are not doing that out of pocket.

Is there a risk Google penalizes a site because an index checker hits its
pages too hard?

Index-checking APIs don’t crawl the site; they query Google’s cache or index status
endpoints. They never touch the origin server per URL checked, so no crawl budget
impact. Still, if you proxy checks through your own IP range, configure reasonable
concurrency to avoid IP-based bot suspicion—not for Google, but for CDN/WAF
layers that might misinterpret bursts.

Steal This Framework for Agency-Scale Index
Reporting

The biggest bottleneck in white-label reporting isn’t the API—it’s the human
workflow around it. The moment a client receives a report showing 8% of pages not
indexed, they want an action plan within hours. So the report must come
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pre-annotated with recommended signals: “schema markup missing,” “canonical
chain too long,” “URL blocked in robots.txt.” If you rely on a generic report that just

states “not indexed,” you’'ve pushed the diagnosis back onto your team, eroding



margins.

A better approach: configure your reporting pipeline to pull not just index status, but
also the most recent HTTP response code and visible X-Robots-Tag for each
problematic URL. The white-label document then groups failures by root cause. One
client report we sent last quarter automatically bucketed 2,300 non-indexed URLs
into “soft 404 via dynamic AJAX fragmnets” - a diagnosis that would have taken a
junior SEO 14 hours to reproduce manually. The agency billed for insight, not data
collection.

Don’t end with a generic summary; end with a client-facing “Index Health Score”
that weights page importance by estimated traffic, so non-indexed high-value pages
trigger a louder alert. That score, printed on page one of the PDF, becomes the one
number the client actually reads.
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