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My greatest joy is helping 
eldercare professionals 
promote their business 
while also helping families 
cope with the tremendous 
challenges of caregiving.
 

The Customer Journey
Typically adult daughters and sons are the ones 
who research the options and make the decision 
to hire you. How they get to you involves many 
steps, often over an extended period of time. 
It may be an emergency that ultimately causes 
them to pick up the phone. But they call you 
at that time because of prior exposure to your 
company. This booklet is designed to help you 
trace the customer journey and strategize to 
frequently get in front of family caregivers in a 
non-saleslike way by using educational resources.

My background as a research scientist
For 18 years I worked on multimillion dollar, 
multimedia family caregiver interventions funded 
by the National Institute on Aging. In 1997 I 
became a hospice volunteer and saw firsthand 
how tough, and yet how rewarding it is to walk 
beside a family member on this journey of aging.
 

Where research meets caregiving
All of our materials are evidence-based yet 
written at an easy-to-read, 8th grade level. 
(Better for health literacy. And even PhDs prefer 
to read shorter words!)
 

Best practices
Over the years we have worked with hundreds 
of eldercare providers across the country. 
We have been amazed at the creativity that 
emerges as people find inventive ways to use 
their educational resources to promote their 
businesses. In this booklet we share the best of 
what works in content marketing for reaching 
family caregivers. (Be sure to download our 
booklet on networking with referrers.)
 

Our promise to you
We are dedicated to providing top quality content 
marketing materials while responding nimbly to 
tech innovations. We do the writing and handle 
the technology so you can do what you do best: 
provide superlative care to those in need.
 
Want to be an educator but don’t have the time?
We understand!
 
Give me a call, or email me at  
tasha@elderpagesonline.com.
Let’s see what we can do together.

Tasha Beauchamp, MSc
Webmaster, Research Scientist
Elder Pages Online, LLC

A Note from Tasha
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Marketing research indicates people need at 
least 6 -12 exposures to your company name 
before they remember your business. Educational 
resources give you options to get your brand in 
front of prospective clients in ways that don’t 
require a direct sales pitch.

A friend shares a newsletter
Distressed by her mother’s dementia, a daughter 
talks to a friend at work. The friend is the 
daughter of one of your clients and shares your 
recent newsletter article about strategies that 
help with Alzheimer’s.

A presentation begins a relationship
A son and his wife attend a presentation you give 
about 10 Warning Signs Your Parent May Need 
Help. They are impressed with your expertise. 
Once a month they receive your e-newsletter. 
Then Mom falls and breaks a hip. They turn to 
you for help.

A trusted advisor prints an article 
A long-time client comes in upset because her 
father just got into a fender-bender—again. This 
is not the advisor’s area of expertise, but he/
she wants to help. Remembering your e-library, 
the advisor prints out your article about Driving 
Safely. Your name, logo, and contact information 
are all on the page.

Seeking information in the face of a challenge. 
An aging loved one has a problem, and families start looking for answers. 

Exploring the Customer Journey: Daughters & Sons

Let us help you with:

check-square Print & email newsletters

check-square PowerPoint presentations

check-square Content-rich websites

See last pages for details.
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According to Google’s Keyword Planner, “care manager” 
is not searched for very often. But people will google 
your business name if they’ve heard of you from others. 
And Google will give you prime real estate on the results 
page—for FREE—in the form of a Google My Business 
(GMB) page.

Photos 
On the text-heavy search result page, everyone is 
competing for the attention of the searcher. Graphics 
draw the eyes, especially faces.

Products
Your window storefront. Highlight your services with 
photos and text that link to your website. Include 
categories that express the breadth of your offerings.

Reviews
Actively seek out reviews from satisfied clients and happy 
referrers. 66% of consumers say reviews are a must-have 
in order to make a purchasing decision.

Blog posts
Regularly post blogs on your GMB. It tells Google you 
are actively updating the page and provides new text 
and keywords. It also adds credibility, and the photos 
catch the attention of searchers.

Researching your company. Googling your business name.

Exploring the Customer Journey: Daughters & Sons

"Thank you for prompting me to ask for Google 
Reviews. It’s transformed my Google presence, and I 
love showing them off on my website. So powerful!" 
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LinkedIn is your audience

• Average annual revenue of LinkedIn 
participants: >$75,000

• 97% of attorneys are on LinkedIn  
(good for referrals)

Your LinkedIn Profile
LinkedIn is where professionals—the daughters 
and sons who can afford your services—go to 
view your online résumé. Use it to showcase your 
expertise and leverage your network.

Quick tips

• Get a professionally lit photo. 

• Complete all the sections thoroughly. Links to 
your company website boost Search Engine 
Optimization.

• Build meaningful connections.

• Join local groups. National groups are too 
large to be a true networking benefit.

Blog regularly on your profile 
Not only does blogging showcase your expertise, 
but Google catalogs your LinkedIn articles. Blog 
posts also add colorful graphics to your Activity 
section and quickly become a very impressive 
collection of articles. 

Researching your company (continued).  
The credibility test. Looking up your online résumé on LinkedIn.

Exploring the Customer Journey: Daughters & Sons

Let us help you with:

check-square Weekly blog posts on LinkedIn

See last pages for details.
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Set yourself apart with  
educational content
Do you have a commitment to educating and 
empowering clients and their families? If so, 
how do prospective customers learn about that 
quickly and easily? Actively demonstrate your 
strengths, 24/7, with a content-rich website. An 
“e-library” for families also makes your website a 
resource others will want to link to.

A weekly blog on your website
Nothing broadcasts your expertise like a robust 
blog that has regular entries. Unfortunately, 
whether it’s a fair assessment or not, a blog with 
sporadic entries can leave the impression that 
you are not reliable.

The breadth of your knowledge
To fully address the needs of the aging family, 
you have to project your proficiency in a wide 
array of subjects. From health to psychology, 
finances to legal matters, daughters and sons will 
be turning to you for answers and referrals. What 
better way to demonstrate your knowledge base 
than to post articles once a week?

Comparing you to your competition.  
How are you different from others? What makes you special? 

Exploring the Customer Journey: Daughters & Sons

Let us help you with:

check-square Content-rich websites

check-square Weekly blog posts on your website

See last pages for details.

“I can’t tell you how often people tell me they chose 
my business because of my website. It’s so friendly 
and informative.”

Quick tips

• Be consistent. Post regularly. 

• Keep articles short: 300 words is best.

• Lead each post with a colorful and engaging 
photo. The aesthetics of the page is important 
because the graphics draw the reader in. 
People rarely read an article that is just text.

• Don’t bother with a Comments section. It 
takes up room, is rarely used, and is an open 
window for hackers.
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The initial phone call
Most Aging Life Care Managers offer a short, 
free consultation either in person or over the 
phone. Your challenge is to share enough to 
demonstrate your expertise and give them a taste 
of your personality, but not so much that you 
give away the store:

• Ask questions and listen actively. A big part of 
the information they are gathering has to do 
with your warmth and caring. 

• Focus some attention on the family member’s 
own experience as well as the situation 
of the older adult. Your empathy and 
comprehensive understanding will be noticed 
and appreciated. 

• Discuss the service package you would 
recommend, not the specifics of the case.  
“I can see this is very distressing. You are not 
alone. Many families find themselves in this 
situation. And we can certainly help. An initial 
assessment would allow me to come to a 
better understanding of all the factors so I can 
make recommendations that truly are tailored 
to your loved one’s needs and the needs of the 
family.”

Extend your touch
Having invested the time to talk, you want to 
stay connected. The person may not need to act 
now, but you want to be top of mind when he 
or she is ready.

Making contact and deciding to act.

Converting from “interested” to signing a contract.

Exploring the Customer Journey: Daughters & Sons

Send follow-up information
It’s handy to have a prospective client packet 
prepared in hard copy and also in .pdf form that 
you can email. 

In addition to your service brochure, consider the 
extra care and quality that are demonstrated if 
you include supportive materials:

• Your latest newsletter

• A brochure about your educational resources

You might even offer to email them your 
newsletter for family caregivers once a month 
simply because you understand they have a 
tough row to hoe and these resources could be 
helpful.

Let us help you with:

check-square Print newsletters

check-square Email newsletters

check-square Educational resource brochure 

See last pages for details.
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Word of mouth recommendations
An unsolicited recommendation from an existing 
client is worth its weight in gold. You can’t buy 
that kind of advertising. So how do you get 
it? By keeping customers happy. By delivering 
superlative service. By going the extra mile.

• Educational handouts on special areas of 
concern 

• A content-rich website for family caregivers to 
look up information 24/7 

Customer retention initiatives
It’s easier to keep an existing customer than it is 
to find a new one. (And less expensive too!) 

• Send out an educational newsletter along 
with your invoices—”a spoonful of sugar.” 
Your customers can enjoy the articles and 
have something to pass on to friends and 
coworkers who are also facing the challenges 
of eldercare. 

Staying connected. 
Happy customers are the best advertising.

Exploring the Customer Journey: Daughters & Sons

“Your handouts help me zero in on issues like 
dementia. Having a .pdf I can send out really adds 
to my professionalism.”

You receive an area exclusive!
None of your local competitors 
can license these resources. See if your market is  

still available. Go to  
Elderpagesonline.com
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Print version of newsletter

• Leave it in the office of referrers. (An excuse 
to visit each month!)

• Pair it with the e-library brochure to create a 
family caregiver packet.

• Leave it on every chair when you do a 
presentation, then point it out to attendees.

• Hand it out at health fairs or support groups. 

• Include in your prospective client packet.

• Use it as a client retention tool. Send it out 
with invoices as a “spoonful of sugar.”

• Create handouts on special themes (e.g., 
dementia, hospitalization, CHF), combining 
multiple articles from the archives. You might 
even consider cobranding them with key 
referrers. 

Online version of Newsletter

• Post social media updates and link to topics 
in the newsletter. 

• Search the newsletter website during a face-
to-face meeting with a prospective client 
to find helpful articles about their situation. 
Draw upon the 10+ years of past issues. 

• Include links to the online newsletter page in 
the signature of employee emails.

• Invite referrers to guest author an article and 
send a notice to their followers.

Email version of newsletter

• Collect name and email address of callers 
and offer to send them the e-newsletter.

• Have presentation attendees “sign in” 
with their name and email address. Stay 
connected by sending them an email 
newsletter once a month.

 
“For three years I’ve been wanting to write 
a newsletter. In three weeks, I not only got a 
newsletter, but a 10-year archive of past issues.”

Find out if your area is available:

https://elderpagesonline.com

Newsletter Strategies
Fresh topics each month, plus the power of the archives
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LinkedIn
Your professional profile is your online résumé. 
Referrers and family caregivers who are 
professionals themselves often turn to LinkedIn 
as a way to check out your credibility. 

• 88% of attorneys are on LinkedIn.

• 45% of LinkedIn users have an income of 
$75,000 or more. This is your audience!

• Share educational updates weekly. Ideally you 
are linking to your own website blog.

• Blog on LinkedIn once a week. The article 
posts on your LinkedIn profile are eye 
catching, and the archive of articles makes 
it immediately clear you are an expert in 
your field. The content gets indexed and 
helps you come up in a search. Plus, links to 
your company site boost your search engine 
optimization. 

• Make meaningful connections. Look for 
elderlaw attorneys, financial advisors, and 
bank trust officers in your area. These are 
your best referrers.

• Join local groups of your referrers. National 
groups are too large for effective networking. 

• Participate in conversations. Focusing on 
local chapters of your referrer base, or 
of organizations with many middle-aged 
professionals (e.g., American Association of 
University Women, Chamber of Commerce) 
will yield connections with people who are 
family decision makers.

Facebook

• Seniors are the fastest growing age segment 
on Facebook.

• 46% of persons age 65 and older use 
Facebook.

In addition to reaching family caregivers, 
Facebook is ideal for reaching proactive 
planners: Currently well Boomers who do 
not need your intensive support now, but are 
interested in consultations for short-term needs 
and future planning. 

 

Find out if your area is available:

https://elderpagesonline.com

Posting on Social Media
Best uses of LinkedIn and Facebook
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A content-rich company website
Distinguish yourself from your competitors with 
a content-rich “e-library” website covering 
topics of concern to family caregivers. 

• Include a trifold brochure about your 
resources in your prospective client packets.

• Set up the signature of your emails with a 
link highlighting your educational resources.

• Post weekly educational updates on social 
media that send people to specific pages on 
your website (dementia, driving, falls...)

“As someone opening a new business, I found that 
your website made it really easy to get started. It 
also gives me a way to stand out from my more 
established competitors.”

Create a companion “e-library” site
An e-library can open doors that are ordinarily 
closed to your commercial presence. If you 
like your current website as it is, create a sister 
site. Set up an educational web address, e.g., 
AgingWell[YourServiceArea].com, that is your 
“gift” to the community. 

• Shamelessly promote your gift of 24/7 
educational resources for families. 

• Send out a press release in November 
unveiling your e-library during National 
Family Caregivers Month. 

• Encourage the press to refer to your 
educational URL whenever they run a story 
about family caregiving.

Find out if your area is available:

https://elderpagesonline.com

Leveraging a Content-Rich Website
Showcase your expertise as the local expert in family caregiving.
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Print Newsletter

Once a month, you receive a 
branded, ready-to-print .pdf file 
with three fresh articles.

Facebook Posts

Once-a-week status updates 
include a link back to your brand.

Online Newsletter

Edit in the cloud and link to your 
branded resource. Includes a  
10-year archive of past issues.

Your Website Blog

Every week we post a new 300-
word article on your website.

LinkedIn Blog

Spice up your online résumé 
with a weekly blog post. Impress 
attorneys and other professionals.

From weekly blog posts to monthly newsletters, let us do 
the writing so you are liberated to do those things only 
you can do. License one product and leverage the others 
as low-cost add-ons. Plus you receive an area exclusive. 
None of your local competitors can license our content.

“I can’t tell you what a relief it’s been to have you take over my 
blog. I no longer need to worry about it and feel guilty.”

Email Newsletter

We create and send out a 
monthly email. All you do is 
gather subscribers.

See if your market is still available. Go to Elderpagesonline. 

Putting It All Together
Our social media and family outreach services
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PowerPoint Presentations

A branded PowerPoint with

• professional graphics

• light animation

• cited references

• speaker notes

• attendee handout .pdf

E-Library

Over 20 pages of educational 
information for family caregivers:

• Insights on Aging

• Staying Independent

• Memory Loss

• Tips & Tools for Families

Brochure

A branded 
.pdf file so you 
can print your 
own brochure 
featuring your 
educational 
resources.

Create a presence with consistent branding across all your 
online, print, and presentation materials. In one fell swoop, 
you become THE local expert in family caregiving.

“Working with you was quick and easy (and fun!). I was 
really impressed at how smoothly it all came together. You 
are an excellent teacher. Plus, your products make us shine.”

You receive an area exclusive!
None of your local competitors 
can license these resources. See if your market is  

still available. Go to  
Elderpagesonline.com



Putting It All Together
A website and integrated campaign


