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SEO isn’t a set-it-and-forget-it tactic. It’s a moving target, and 
your competition is gunning for the same prospects you 
are. When a family starts searching for senior living options, 
they’re ready to act. The question is whether they find you or 
someone else first.

SEO (Search Engine Optimization)
What This Means
Improving your community’s website visibility in organic (non-paid) search 
results for high-intent queries like “assisted living near me,” “memory care 
[city]” or “best independent living communities.” Families researching 
senior care often begin on Google, making SEO foundational to your 
census-building strategy.

How It Comes to Life: A memory care community rewrites its service 
pages to target phrases like “Alzheimer’s care [city]” and “memory care 
with private rooms,” earns backlinks from local aging-services directories 
and moves from page 3 to page 1, generating 40% more tour inquiry form 
fills.

Top 3 things to optimize
	 �Target intent-rich keyword families actually searched: “cost of assisted 

living in [city],” “memory care vs assisted living” and community-
specific phrases as opposed to “senior living” or “independent living”.

	 �If you’re a large operator, give every community location page 
a unique title tag, meta description and canonical URL duplicate 
content across multi-location portfolios is a common pitfall.

	 �Earn backlinks from local senior-services directories (A Place for 
Mom, Caring.com), hospital discharge planners’ resource pages and 
senior-focused media.

SEARCH ENGINES

This checklist cuts through the noise and 
zeroes in on the fundamentals that drive 
real visibility—the kind that puts your 
community in front of the right people at 
exactly the right moment. No fluff. Just 
the moves that strengthen your online 
presence and bring more qualified traffic 
to your door. And SEO isn’t just Google 
anymore. It’s a part of every part of the 
online experience. That’s why we call it 
Search Everywhere Optimization.

SEO shifts constantly. Falling behind isn’t 
an option when occupancy is on the line. 
If you want to get ahead (and stay there), 
Mackenzie and the EVR team are ready 
to help. 

MACKENZIE FRASER 
Senior Vice President
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VSO (Voice Search Optimization)
What This Means
Optimizing content for voice assistants (Alexa, Google Assistant, Siri) 
responding to spoken queries. Adult children often ask voice devices 
conversational questions while multitasking: “How much does assisted 
living cost in Phoenix?” or “What’s the difference between memory care 
and a nursing home?”

How It Comes to Life: A senior living community adds a detailed FAQ 
page addressing questions like “How do I know when my parent needs 
assisted living?” in natural, conversational language and wins the Google 
Assistant answer for that query in their metro area.

Top 3 things to optimize
	 ��Build FAQ content using the exact conversational phrasing families 

use: “When should I move my parent to memory care?” “What is 
included in assisted living costs?”

	 �Target “Featured Snippet” positions for senior-care questions as 
voice assistants pull answers directly from these.

	 ��Ensure fast mobile page load times. Most voice searches happen on 
mobile while families are on the go.

GEO (Generative Engine Optimization)
What This Means
Structuring your content so that AI-powered search tools (Google AI 
Overviews, Perplexity, ChatGPT search) accurately cite and surface your 
community or content when families research senior care options. As 
AI search grows in adoption, being cited builds trust and drives direct 
inquiries.

How It Comes to Life: A regional senior living company restructures its 
care-type comparison pages to lead with direct, factual answers (“Memory 
care communities provide 24/7 supervised care specifically for residents 
with Alzheimer’s or dementia”), adds Schema markup and begins 
appearing in Perplexity answers for “memory care vs assisted living” 
searches.

Top 3 things to optimize
	 �Open each page or blog post with a direct, quotable answer before 

diving into detail. AI engines extract concise passages to include in 
generated responses.

	 �Add Schema.org structured data (LocalBusiness, FAQPage, 
MedicalBusiness) to give AI engines machine-readable context about 
your services.

	 �Build topical authority around senior care decision-making: care 
levels, pricing, transitions and caregiver support topics by creating 
blogs, guides, offers and other information that users are now using 
AI to research.

AI & ANSWER ENGINESSEARCH ENGINES
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AEO (Answer Engine Optimization)
What This Means
Optimizing for zero-click features like Google’s Featured Snippets, People 
Also Ask boxes and voice assistant answers. In senior living, many families 
get their questions answered directly on the search results page and never 
click through. AEO ensures your brand is the authoritative voice they see 
and come to trust.

How It Comes to Life: A senior living blog reformats its “What does 
assisted living cost in 2025?” article with a 50-word summary answer in 
the first paragraph, followed by a state-by-state comparison table, winning 
the Featured Snippet.

Top 3 things to optimize
	 �Structure care-education content in Q&A format: question as an H2 

heading, concise 40-60-word answer immediately below.

	 �Use tables for cost comparisons (assisted living vs memory care vs 
CCRC), numbered lists for move-in checklists and definitions for care 
terminology. Be bold. Compare your pricing to other competitors. 
They’re going to find it one way or the other.

	 �Target the specific questions families ask: “How much does memory 
care cost per month?” “What is a CCRC entrance fee?” “Does 
Medicare pay for assisted living?”

AIO (AI Optimization)
What This Means
Ensuring your brand, communities and services are accurately understood 
and recommended by large language models (LLMs) such as ChatGPT, 
Gemini and Claude. When families ask AI tools to recommend senior living 
communities, you want your brand to appear accurately and favorably.

How It Comes to Life: A senior living operator ensures its community 
descriptions, service offerings, pricing ranges and staff credentials are 
consistent across its website, Google Business Profiles, A Place for Mom, 
Caring.com and press coverage, so when families ask ChatGPT to suggest 
memory care options, the brand appears with accurate and consistent 
information.

Top 3 things to optimize
	 ��Ensure consistent, accurate information about your community’s care 

levels, amenities and location across all public sources LLMs train 
on or retrieve from. This includes NAP info. It’s okay to use tracking 
phone numbers but make sure they’re coded or input as such on the 
platforms they’re on.

	 �Publish thought-leadership content on senior care topics to 
build brand mentions on high-authority sites (senior care media, 
gerontology journals, local news).

	 ��Keep FAQs and service pages up to date so AI tools recommend 
your community with current and accurate details.

AI & ANSWER ENGINESAI & ANSWER ENGINES

The national median cost of assisted living ranges from $5,900 to $6,200 per 
month (about $70,800 to $74,400 annually). Costs depend heavily on location, 
room size, and the amount of daily care required.  Oct 16, 2025
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LEO (LLM Engine Optimization)
What This Means
Optimizing your digital presence to influence how large language models 
(LLMs) reference and represent your senior living brand during inference, 
both through training data exposure and retrieval-augmented generation 
(RAG). This matters especially as healthcare systems and social workers 
increasingly use AI tools to identify appropriate placement options.

How It Comes to Life: A senior living group publishes in-depth guides on 
dementia care approaches, earns citations in geriatric care management 
publications and maintains clean, well-structured service documentation, 
so that AI tools used by families surface their communities when 
appropriate options are needed.

Top 3 things to optimize
	 �Earn citations and links from authoritative senior-care sources: 

gerontology publications, senior living industry media (McKnight’s, 
Argentum, Senior Housing News) and hospital/healthcare system 
resource pages.

	 �Write care-education content with depth and clinical specificity that 
distinguishes your brand from generic listing sites.

	 �Structure your care documentation (levels of care, admission criteria, 
care philosophies) with clear headings optimized for AI semantic 
retrieval.

SGE-O (Search Generative Experience 
Optimization)
What This Means
Optimizing for Google’s AI Overviews (formerly SGE) to ensure your senior 
living content is cited in the AI-generated summaries appearing at the top 
of search results for care-related queries. These overviews are increasingly 
prominent for health and senior care searches.

How It Comes to Life: A senior living content team rewrites care-type 
comparison articles with clear summaries and FAQ schema and ensures 
every article is authored by a certified senior living advisor with a visible 
bio and credentials. Then this community content becomes cited in Google 
AI Overviews for “assisted living vs memory care” queries.

Top 3 things to optimize
	 �Prioritize E-E-A-T (Experience, Expertise, Authoritativeness, 

Trustworthiness) signals: author bios for all care-education content 
should include credentials (CDP, RCFE license, gerontology 
background) and content should reference clinical sources.

	 �Write comprehensive care-education pages that fully cover a topic 
so Google’s AI can pull multiple supporting details from a single 
authoritative source.

	 �Monitor AI Overview appearances in Google Search Console and 
track which senior care content gets cited most frequently.

AI & ANSWER ENGINESAI & ANSWER ENGINES
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Local Search Engine Optimization
What This Means
Optimizing each community’s presence to appear in geographically 
relevant searches: the Google Maps 3-Pack, “assisted living near me” 
queries and city-specific searches. Local SEO is arguably the highest-ROI 
channel for senior living marketers because families almost always search 
for communities within a specific geography.

How It Comes to Life: A 12-community senior living operator claims 
and fully optimizes a Google Business Profile for each location with 
community photos, accurate pricing ranges, updated hours for tours and 
responds to every review (good or bad) within 24 hours, resulting in 8 of 12 
communities appearing in the local Maps 3-Pack for “memory care [city]” 
searches.

Top 3 things to optimize
	 �Claim, verify and fully optimize a Google Business Profile for every 

community location: include accurate categories (“Assisted Living 
Facility,” “Memory Care Facility”), tour hours, photos, services and 
virtual tours.

	 �Build consistent NAP (Name, Address, Phone) citations across senior-
specific directories (A Place for Mom, Caring.com, SeniorAdvisor, 
SeniorHomes) and general directories.

	 �Actively generate and thoughtfully respond to reviews. Families 
weight reviews heavily in senior living decisions and review volume 
and recency directly influence local ranking.

TSO (Technical SEO / Site Optimization)
Optimizing the technical infrastructure of your senior living website so 
search engines can efficiently crawl, render and rank all community 
and content pages. Technical issues are common in senior living sites, 
especially multi-location portfolios with duplicate content across similar 
community pages.

How It Comes to Life: A senior living operator with 20 communities 
audits its website and discovers that 18 community pages share nearly 
identical content with only the city name swapped. After creating uniquely 
differentiated pages for each location with community-specific photos, staff 
bios and local market content, indexed pages grow by 60% and organic 
traffic increases across the portfolio.

Top 3 things to optimize
	 �Audit and resolve duplicate content across community pages, a 

common multi-location problem where city names are swapped but 
all other content is identical.

	 �Achieve “Good” Core Web Vitals (LCP, INP, CLS), confirmed Google 
ranking signals and especially important for older adult audiences 
who may be less tolerant of slow or jumpy pages.

	 �Implement relevant Schema.org structured data: LocalBusiness, 
FAQPage and MedicalBusiness schema are most impactful for senior 
living community pages.

TECHNICAL OPTIMIZATIONLOCAL & MAPS
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Image SEO (Image Search Optimization)
Optimizing the images on your community’s website to appear in Google 
Images and image carousels. In senior living, high-quality, well-optimized 
photos of community spaces, resident life and staff are critical because 
families often search for images before scheduling a tour.

How It Comes to Life: A senior living community renames all property 
photos from IMG_4832.jpg to descriptive filenames like “memory-care-
dining-room-[community-name].jpg,” adds detailed alt text describing 
the scene and sees community photos surfacing in Google Images 
for searches like “memory care community dining room”, driving new 
awareness traffic.

Top 3 things to optimize
	 �Write descriptive, keyword-relevant alt text for every meaningful 

photo: describe who is in the image, what is happening and 
where (“Resident and family member enjoying the outdoor patio at 
[Community Name] assisted living in [City]”).

	 �Use descriptive, hyphenated filenames before uploading: “assisted-
living-common-area-[community-name].jpg” not IMG_2049.jpg.

	 �Compress all images for fast loading without sacrificing quality. Slow 
image-heavy pages are a common issue on senior living sites and 
directly impact both rankings and family first impressions.

TECHNICAL OPTIMIZATION
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