
HCAB
Home Care Agency Blueprint
Building Successful Home Care Businesses

Google Business
Profile Guide
Optimizing Your Online Presence for Local Search

Complete Guide
Home Care Agency Blueprint(TM) - All Rights Reserved
www.homecareagencyblueprint.com 
G
Google Business Profile
Optimization Guide
The Complete Guide to Local Search Visibility
Master your Google Business Profile to attract more clients, build trust in your community, and dominate local search
results for home care services. 
homecareagencyblueprint.com

1



Table of Contents

Chapter 1:  Why Google Business Profile Matters 3

Chapter 2:  Setting Up Your Profile 4

Chapter 3:  Optimizing Your Business Info 6

Chapter 4:  Choosing the Right Categories 7

Chapter 5:  Writing Your Business Description 8

Chapter 6:  Adding Photos 9

Chapter 7:  Services Section Setup 11

Chapter 8:  Getting Reviews 12

Chapter 9:  Responding to Reviews 14

Chapter 10:  Posts and Updates Strategy 15

Chapter 11:  Q&A Section Management 17

Chapter 12:  Tracking Performance 18

Chapter 13:  Common Mistakes to Avoid 19



Why Google Business Profile Matters

When families search for home care services, Google is their first stop. In fact, 97% of consumers learn about local
businesses online, and Google processes over 8.5 billion searches per day. For home care agencies, this means one
thing: if you're not visible on Google, you're invisible to potential clients.

46% of Google searches have local intent | 76% of local searchers visit a business within 24 hours

What is Google Business Profile?

Google Business Profile (formerly Google My Business) is a free tool that allows you to manage how your home care
agency appears on Google Search and Google Maps. When someone searches "home care near me" or "senior care in
[your city]," your profile can appear in the coveted "Local Pack" - the map and three business listings that appear at
the top of search results.

Why It Matters for Home Care Agencies

1. Trust and Credibility

Families making home care decisions are trusting you with their loved ones. A complete, professional Google Business
Profile with positive reviews builds immediate credibility before they ever call you.

2. Local Visibility

Home care is inherently local. Your clients live in your service area. Google Business Profile is specifically designed to
connect local businesses with local customers.

3. Free Marketing

Unlike paid advertising, Google Business Profile is completely free. A well-optimized profile can generate more leads
than a monthly ad spend of hundreds of dollars.

4. Mobile Search Dominance

Over 60% of local searches happen on mobile devices. When someone searches for home care on their phone, Google
Business Profile results dominate the screen.

The Bottom Line

An optimized Google Business Profile is not optional for home care agencies - it's essential. The time you invest
in setting up and maintaining your profile will pay dividends in new client inquiries for years to come. 

Setting Up Your Profile

Chapter 1
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Setting up your Google Business Profile correctly from the start is crucial. Follow these step-by-step instructions to
create and verify your profile.

Go to Google Business Profile: Visit business.google.com, click "Manage now," and sign in with a dedicated
business Gmail account.

Enter Your Business Name: Use your exact registered business name. Do NOT add keywords or location - this
violates guidelines and can cause suspension.

Choose Your Category: Select "Home Health Care Service" as your primary category - this is a critical ranking
factor.

Add Your Location: For service-area businesses (most home care), select "I deliver goods and services to my
customers" and specify your service areas.

Add Contact Info: Enter your phone number (local preferred) and website URL.

Verify Your Business: Options include postcard (5-14 days), phone, email, or video verification.

Pro Tip

While waiting for verification, you can continue setting up your profile. Just know that your profile won't appear
publicly until verification is complete. 

Service Area Businesses vs. Storefront

Most home care agencies are "Service Area Businesses" (SABs), meaning you go to clients rather than clients coming
to you. When setting up as an SAB:

Your address will be hidden from public view

You'll specify service areas instead (cities, zip codes, or radius)

You'll appear in searches within your designated service areas

Be realistic about your service area - don't claim areas you won't actually serve

Optimizing Your Business Info

A complete profile is a ranking profile. Google rewards businesses that provide comprehensive information. Here's how
to optimize every field.

Business Name

Use your exact registered business name. Don't add keywords, locations, or marketing language.

Correct: Sunshine Home Care Services LLC

Incorrect: Sunshine Home Care - Best Senior Care in Miami

Address and Service Areas

For service-area businesses, define your service areas strategically:

Include all cities/areas you genuinely serve
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Don't exceed 20 service areas

Be specific - "Los Angeles County" is too broad; list specific cities

Update service areas as your business grows

Phone Number

Use a local phone number (not toll-free) when possible

Ensure someone answers during business hours

Set up professional voicemail for after-hours

Consider a dedicated line for Google calls to track leads

Website URL

Link to your homepage or a dedicated landing page. Ensure your website is:

Mobile-friendly (Google checks this)

Fast-loading

Secure (HTTPS)

Contains your NAP (Name, Address, Phone) matching your profile

Hours of Operation

Set accurate hours. For 24/7 home care services, you can indicate 24-hour availability. Include:

Regular business hours

Holiday hours (update these seasonally)

Special hours when applicable

NAP Consistency is Critical

Your Name, Address, and Phone number must be identical everywhere online - your website, social media,
directories, and Google Business Profile. Even small differences (St. vs Street, Suite vs Ste.) can hurt your
rankings. 

Attributes

Google offers various attributes for service businesses. Select all that apply:

Identifies as veteran-owned

Identifies as women-owned

LGBTQ+ friendly

Wheelchair accessible

Online appointments

Languages spoken
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Choosing the Right Categories

Categories tell Google what your business does and directly impact which searches you appear in. Choose wisely - this
is one of the top ranking factors.

Primary Category

Your primary category should be the most accurate description of your core service. For most non-medical home care
agencies, choose:

Recommended Primary Category

Home Health Care Service - This is the most relevant category for non-medical home care agencies providing
personal care, companionship, and daily living assistance. 

Secondary Categories

You can add up to 9 additional categories. Only add categories that accurately describe services you provide:

Elder Care Service - Senior-focused care

Disability Services - Care for adults with disabilities

Home Help Service - Household assistance, errands

Social Services Organization - Community-based support

Don't Add Irrelevant Categories

Adding categories for services you don't actually provide can result in poor reviews, wasted leads, and potential
profile suspension. Only select categories that match your actual services. 

Category Strategy Tips

Research competitors: Search for home care in your area and note what categories top-ranking competitors
use.

Start specific: More specific categories often have less competition.

Review periodically: Google adds new categories regularly. Check quarterly for new relevant options.

Match services to categories: If you add a category, make sure your services section reflects those offerings.

Pro Tip

Can't find your exact category? Google only shows categories that exist in their database. Search for variations
or related terms. "Home Care" may not exist, but "Home Health Care Service" does. 
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Writing Your Business Description

Your business description is your opportunity to tell potential clients who you are and why they should choose you.
You have 750 characters - make every word count.

Description Best Practices

Front-load important information: The first 250 characters show in search results

Include your location: Mention the cities or areas you serve

Highlight differentiators: What makes you unique?

List key services: Personal care, companionship, respite care, etc.

Add credentials: Licensed, insured, bonded, years in business

Include a soft call-to-action: "Contact us for a free consultation"

What NOT to Include

URLs or links (not allowed)

Phone numbers (already in your profile)

Promotional language like "Best in town!" or "50% off!"

All caps or excessive punctuation

Keyword stuffing

Sample Business Description Template

[Business Name] provides compassionate, professional home care services to seniors and adults throughout [City/
Region]. Our licensed and insured caregivers assist with personal care, companionship, meal preparation, medication
reminders, light housekeeping, and transportation. Family-owned and operated since [Year], we're committed to
helping your loved ones maintain independence and quality of life in the comfort of home. We offer flexible scheduling
including 24/7 care, and all caregivers undergo thorough background checks and ongoing training. Contact us today for
a free in-home assessment. 

Keywords to Include Naturally

Home care, senior care, elder care, in-home care, personal care, companion care, respite care, caregiver services,
non-medical home care, 24-hour care, your city/area names, licensed, bonded, insured.

Adding Photos

Photos are one of the most powerful yet underutilized features of Google Business Profile. Businesses with photos
receive 42% more requests for directions and 35% more click-throughs to their websites.

Chapter 5
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Photo Requirements

Format: JPG or PNG | Size: 10KB-5MB | Resolution: Min 720x720px | Quality: In focus, well-lit, no filters

Types of Photos to Add

1. Logo (Required)

Your company logo, square format, clear on both light and dark backgrounds. This appears next to your business
name in search results.

2. Cover Photo (Required)

This is the main image people see. Use a professional, welcoming image that represents your brand - your team, your
office, or caregivers with clients (with permission).

3. Team Photos (Highly Recommended)

Professional headshots of owners and key staff

Group team photos

Caregivers in uniform or professional attire

Training sessions

4. Service Photos

Caregivers assisting with activities (with client permission)

Meal preparation

Companionship activities

Transportation services

5. Office/Facility Photos

Exterior of your office building

Reception area

Meeting rooms

Training facilities

Photo Quantity Guidelines

Recommended Photo Count

Minimum: 10-15 photos to start

Optimal: 25-50 photos total

Ongoing: Add 2-4 new photos monthly
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Photo Best Practices

Get permission: Always obtain written consent before photographing clients

Show real people: Avoid stock photos - authenticity builds trust

Maintain quality: Professional photos are worth the investment

Show diversity: Represent the diverse communities you serve

Add regularly: Fresh photos signal an active business

Name files properly: Use descriptive names like "caregiver-assisting-senior-los-angeles.jpg"

Photo Compliance

Home care involves vulnerable populations. Always: 

Get written photo release forms from clients and families

Consider using photos that don't show client faces

Never photograph medical equipment or procedures

Ensure HIPAA compliance in all imagery

Pro Tip

Schedule a professional photo session for your team. The investment of $200-500 will provide you with months
of quality content for Google, your website, and social media. 

Services Section Setup

The Services section lets you list and describe every service you offer. This helps Google understand your business
better and helps potential clients see if you offer what they need.

How to Add Services

Go to your Google Business Profile dashboard

Click "Edit profile"

Select "Services"

Click "Add a service"

Enter service name, description, and optionally price

Recommended Services to List

Personal Care: Bathing, dressing, grooming, toileting, mobility assistance

Companion Care: Companionship, conversation, social activities, outings

Home Support: Housekeeping, laundry, meal prep, grocery shopping, errands

Health Support: Medication reminders, appointment accompaniment, health monitoring
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Specialized Care: Alzheimer's, dementia, Parkinson's, post-surgery, hospice support

Care Types: Hourly, live-in, 24-hour, overnight, respite care

Writing Service Descriptions

Each service can have a description up to 300 characters. Use this space to:

Explain what the service includes

Highlight benefits to the client

Include relevant keywords naturally

Service Description Example

Personal Care: "Our trained caregivers provide dignified assistance with bathing, dressing, and grooming while
promoting independence and respecting privacy." 

Pro Tip

Don't add prices to Google Business Profile unless you have standardized pricing. Most home care agencies
customize pricing based on care plans, so listing prices can create confusion or deter potential clients. 
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Getting Reviews

Reviews are the social proof that turns searchers into callers.  93% of consumers say online reviews impact
their purchasing decisions, and for home care - where trust is paramount - reviews are even more critical.

Why Reviews Matter

Ranking factor: More positive reviews = higher local rankings

Trust building: Families want to hear from other families

Conversion: Good reviews increase calls and inquiries

Feedback: Reviews help you improve your services

How Many Reviews Do You Need?

Review Goals

Starting out: Aim for 10-15 reviews in your first 3 months

Competitive: 25-50 reviews to compete in most markets

Dominant: 100+ reviews establishes market leadership

Ongoing: 2-4 new reviews per month to stay fresh

Who to Ask for Reviews

Family members of clients - Often the decision-makers

Hospital discharge planners - Professional referral sources

Social workers - Regular partners in care

Long-term clients' families - Your happiest customers

Employees - They can review you as an employer

When to Ask for Reviews

After positive feedback or compliments

When a client achieves a care goal

After successfully handling a challenging situation

During regular check-in calls

At care plan review meetings

How to Get Your Review Link

Go to your Google Business Profile

Click "Get more reviews" or find the "Share review form" option

Chapter 8
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Copy the link provided

Shorten it using bit.ly for easier sharing

Review Request Templates

Review Request Templates

In-Person: "Mrs. Johnson, I'm glad you've been happy with Maria's care. Would you share your experience on our
Google page? It helps other families find quality care. I can text you the link right now."

Email: Subject: A Quick Favor? - "Thank you for trusting [Company] with your mother's care. Would you mind sharing
your experience on Google? Here's the link: [Your Review Link]. Thank you!"

Text: "Hi [Name]! Thanks for your kind words about our care. Would you leave us a quick Google review? Here's the
link: [Short Link]. Thank you!"

What NOT to Do

Never offer incentives for reviews (violates Google's terms)

Don't ask for "5-star" reviews - just ask for honest feedback

Never create fake reviews or use review-buying services

Don't ask employees to post fake client reviews

Responding to Reviews

Responding to reviews shows you're engaged and care about feedback.  Respond to every review - positive and
negative. It builds trust and can improve your rankings.

Responding to Positive Reviews

Respond within 24-48 hours

Thank them specifically for their feedback

Mention something specific from their review

Keep it warm but professional

Include your business name (helps with SEO)

Positive Review Response Template

"Thank you so much for this wonderful review, [Name]! We're thrilled that [caregiver] has been such a great fit for
your family. At [Company Name], we truly care about every client we serve. Please reach out if you ever need
anything!" 
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Responding to Negative Reviews

Negative reviews happen. How you respond matters more than the review itself.

Respond promptly but not emotionally - wait an hour if needed

Apologize for their experience (not necessarily admitting fault)

Take it offline - provide contact info to resolve privately

Be professional - others are watching how you handle criticism

Don't argue or get defensive

Follow up - if resolved, politely ask if they'd update the review

Negative Review Response Template

"Thank you for bringing this to our attention, [Name]. At [Company Name], we take all feedback seriously and are
sorry to hear about your experience. Please contact me directly at [phone/email] so we can discuss this and make it
right." 

Pro Tip

Never mention specific care details or client health information in review responses - this could violate HIPAA.
Keep responses general and move sensitive discussions offline. 

Flagging Inappropriate Reviews

You can flag reviews that violate Google's policies:

Fake or spam reviews

Reviews from people who weren't actual clients

Reviews with offensive content

Reviews that are actually about another business
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Posts and Updates Strategy

Google Business Profile Posts let you share updates, offers, events, and news directly on your profile. Regular posting
signals to Google that your business is active and engaged.

Types of Posts

1. What's New Posts

General updates about your business, services, or team.

New services you're offering

New team members

Company news or milestones

Community involvement

2. Event Posts

Promote events with specific dates and times.

Free caregiver training sessions

Community health fairs

Educational workshops

Open house events

3. Offer Posts

Special promotions (use sparingly for home care).

Free initial consultation

Free care assessment

Referral bonuses

Post Best Practices

Frequency: Post at least weekly; 2-3 times per week is ideal

Length: 150-300 words is optimal

Images: Always include a high-quality image

CTA: Include a call-to-action button when appropriate

Timing: Posts expire after 7 days (events stay until the date passes)

Post Content Ideas

Weekly ideas: Caregiver spotlights, senior health tips, fall prevention, nutrition tips, mental health activities, family
caregiver resources, signs someone needs care, questions to ask when choosing care, holiday safety,  community
events.

Chapter 10
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Sample Posts

Caregiver Spotlight: "Meet Maria - Caregiver of the Month! Maria brings warmth and compassion to every client. 'I
love seeing my clients smile,' she says. Thank you, Maria! Looking for compassionate care? Call us at [phone]."

Educational: "5  Signs Your  Parent  May Need Help:  1)  Unpaid bills  piling up 2)  Weight  loss  or  expired food 3)
Neglected hygiene 4) Medication forgetfulness 5) Social withdrawal. Contact us for a free assessment."

Pro Tip

Batch-create posts in advance. Spend an hour once a month writing 4-5 posts, then schedule them weekly. This
ensures consistency even during busy periods. 

Q&A Section Management

The Questions & Answers section on your Google Business Profile allows anyone to ask questions - and anyone can
answer. This makes it essential to monitor and manage proactively.

Why Q&A Matters

Questions and answers appear prominently on your profile

Anyone can answer - including competitors or misinformed people

Unanswered questions make you look unresponsive

Well-answered Q&As build trust and provide useful information

Proactive Q&A Strategy

Don't wait for questions - seed your own! You can ask and answer questions on your own profile to provide helpful
information upfront.

Recommended Questions to Add

Recommended Q&As to Seed

What areas do you serve? - List your service areas

Are caregivers background checked? - Yes, comprehensive checks

Do you provide 24-hour care? - Yes, flexible scheduling

How quickly can you start? - Usually within 24-48 hours

Do you accept insurance? - LTC insurance, Medicaid waivers, private pay

What's your minimum hours? - Specify your minimums

Chapter 11
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Monitoring and Responding

Check weekly: Set a calendar reminder to check for new questions

Respond quickly: Answer within 24 hours whenever possible

Be helpful: Provide complete, accurate answers

Report abuse: Flag inappropriate questions or spam answers

Upvote good answers: If someone provides a helpful answer, upvote it

Watch for Competitor Activity

Competitors or unhappy individuals can post misleading answers. Monitor your Q&A section regularly and
provide accurate responses to any incorrect information. You can also report answers that violate Google's
policies. 

Pro Tip

Use different Google accounts (friends, family, employees) to ask legitimate questions on your profile. This looks
more natural than all questions coming from one account. 

Tracking Performance

Google Business Profile provides powerful insights to help you understand how people find and interact with your
listing. Use this data to refine your strategy.

Accessing Insights

Go to your Google Business Profile dashboard

Click on "Performance" or "Insights"

Select your date range (compare periods to track growth)

Key Metrics to Track

Search Queries

See what terms people used to find your business. This helps you understand:

Which keywords are working

What services people are searching for

Local terms people use

How Customers Find You

Direct: Searched your business name |  Discovery: Found via category/service search |  Branded: Related brand
search
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Customer Actions

Website clicks: How many people visited your website

Direction requests: How many requested directions to your location

Phone calls: How many called directly from your profile

Messages: How many sent messages through the profile

Photo Views

Compare your photo views to competitors in your area. More photos generally = more views = more engagement.

Monthly Tracking

Track these metrics monthly: Profile views, top search queries, website clicks, phone calls, direction requests, new
reviews, star rating. Compare month-over-month to spot trends.

Using Insights to Improve

Low calls? Make sure your phone number is prominent and correct

Few discovery searches? Add more relevant services and optimize your description

Low photo views? Add more high-quality photos

No messages? Enable messaging if it's turned off

Competitors getting more views? Increase posting frequency and review requests

Pro Tip

Create a simple spreadsheet to track metrics monthly. Over time, you'll see patterns and can correlate activities
(like a review push or posting blitz) with performance improvements. 
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Common Mistakes to Avoid

Even small mistakes can hurt your visibility or get your profile suspended. Here are the most common errors we see
home care agencies make - and how to avoid them.

Mistake #1: Keyword Stuffing Your Business Name

Don't Do This

"Best Home Care Services - Senior Care - Elder Care - Los Angeles CA" 

Why it's wrong: This violates Google's guidelines and can result in suspension.

Do this instead: Use your exact registered business name, nothing more.

Mistake #2: Claiming an Oversized Service Area

Why it's wrong: Claiming cities you don't actually serve dilutes your relevance and can lead to negative reviews from
people you can't help.

Do this instead: Only list areas where you can genuinely provide reliable service.

Mistake #3: Ignoring Reviews

Why it's wrong: Unanswered reviews (especially negative ones) make you look unresponsive and uncaring.

Do this instead: Respond to every review within 48 hours.

Mistake #4: Using Stock Photos Only

Why it's wrong: Stock photos are obvious and don't build trust. Potential clients want to see YOUR team.

Do this instead: Invest in professional photos of your actual team and office.

Mistake #5: Set It and Forget It

Why it's wrong: Inactive profiles rank lower and don't inspire confidence.

Do this instead: Post weekly, respond to reviews, add photos monthly.

Mistake #6: Inconsistent NAP Information

Why it's wrong: If your name, address, and phone differ across the web, Google gets confused and may rank you
lower.

Do this instead: Audit all online listings and ensure 100% consistency.

Mistake #7: Not Enabling All Features

Why it's wrong: Features like messaging, booking, and Q&A give customers more ways to connect.

Chapter 13
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Do this instead: Enable and monitor all relevant features.

Mistake #8: Buying Fake Reviews

This Will Backfire

Fake reviews can result in profile suspension, legal issues, and reputation damage when discovered. Google is
increasingly sophisticated at detecting fake reviews. 

Mistake #9: Not Completing Your Profile

Why it's wrong: Incomplete profiles rank lower and provide less information to potential clients.

Do this instead: Fill out 100% of available fields and keep information current.

Mistake #10: Ignoring the Q&A Section

Why it's wrong: Anyone can answer questions on your profile - including competitors or misinformed people.

Do this instead: Monitor weekly and proactively seed helpful Q&As.

Final Thoughts

Your Google Business Profile is often the first impression potential clients have of your home care agency. By
avoiding these common mistakes and following the optimization strategies in this guide, you'll build a profile that
attracts more inquiries, builds trust, and helps your business grow.

Remember: Consistency beats perfection. A profile that's updated regularly will outperform a "perfect" profile
that's neglected.

Need More Help Growing Your Home Care Agency?

Visit homecareagencyblueprint.com for more resources, guides, and support.
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