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Google Business
Profile Setup
Set up your firm's profile correctly, for Google Search, Google Maps, and
the AI tools that read them.
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INTRODUCTION
Your Google Business Profile is the panel that appears when someone searches your firm’s
name, or a service near them, on Google Search and Google Maps. For many prospects it is
the first thing they read about you, before your website.

It now matters for a second reason. AI tools that answer questions about local firms read
your profile, your website, and your reviews to decide what to say about you. A profile that is
complete, accurate, and consistent with your website gives those tools clean facts to repeat.

This guide walks you through setting the profile up correctly for a law firm, medical or dental
practice, wealth office, real estate brokerage, or other professional firm. Each section ends
with a short checklist. Plan on two to three hours of work, plus the wait for Google to verify
you.

This guide is general information for professional firms, current as of October 2026. Google
changes its Business Profile features and policies often, so check Google’s own help pages
before you act. It is not legal, compliance, or ethics advice. Regulated firms should confirm
any public claim with their own counsel or compliance officer.

BEFORE YOU START

Who should own the profile
Create or claim the profile from a Google Account that belongs to the firm, tied to a firm
email address, not a personal Gmail and not an agency’s account. Then add at least one
more person as an owner or manager, so the firm never loses access when someone leaves.

If a marketing vendor manages the profile for you, give them manager access. Keep
ownership with the firm.

Is your firm eligible?
Google only allows a profile for a business that meets customers in person during its stated
hours, at its location or at the customer’s.

Online-only businesses are not eligible. A firm that only works by phone and video
does not qualify for a Business Profile.
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P.O. boxes and mailboxes are not valid addresses.

Virtual or shared offices only qualify if the office is staffed during your business
hours.

Practitioners such as attorneys, physicians, and advisers who serve the public may
have their own profile in addition to the firm’s. A solo practitioner who is the public
face of the firm should keep one profile, named in the format “Firm Name: Practitioner
Name.”

Checklist

The profile will be owned by a firm Google Account

A second owner or manager is added

The address is a real, staffed location (or you will hide it as a service-area business)

SETTING UP THE PROFILE

Choose your business type
Storefront: clients come to your office. Show the address.

Service area: you go to clients, or you meet them away from an office. Hide the
address and list the areas you serve.

Hybrid: clients visit your office and you also travel. Show the address and add service
areas.

Use your real-world name
Your business name should match the name on your sign, your website, and your letterhead,
including the entity suffix if you use it (P.A., PLLC, LLP). Do not add keywords, cities, or
slogans, such as “Smith Law, Best Injury Lawyer Miami.” Google can suspend a profile for
keyword stuffing, and for a law firm it can also read as an unsupported claim under the
advertising rules.
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Address, phone, and website
Enter the full street address, including the suite number, and check that the map pin
sits on your building.

Use a local phone number your team actually answers during the hours you list.

Link to your website’s home page, or to the page for that office if you have several
locations.

The name, address, and phone number should match your website, your bar or licensing
listing, and your directory profiles exactly. Small differences, like “Suite 300” on one and
“Ste 3” on another, make it harder for Google and AI tools to be sure they have the right firm.

Categories
Pick the most specific primary category that is true, such as “Estate Planning Attorney”
rather than “Lawyer,” or “Cosmetic Dentist” rather than “Dentist.” Add secondary categories
only for services you really offer. The primary category has the biggest effect on which
searches show your profile.

Business description
You have up to 750 characters, and roughly the first 250 are what most people see. Lead
with who you serve and what you do.

Say what you do, who you do it for, and where.

Mention languages spoken, years in practice, or board certification if they are true
and you can back them up.

Do not include links, prices, or promotions. Google’s rules do not allow them.

Avoid “best,” “top,” “#1,” or “specialist” unless you can substantiate the claim. Under
ABA Model Rule 7.1 and most state bar rules, an unsubstantiated comparison can be
misleading, and a specialist claim usually requires a named certifying body.

Example: “Smith & Ortega, P.A. helps families in Coral Gables and Miami-Dade plan their
estates and settle probate matters. We prepare wills, trusts, and powers of attorney, and we
guide personal representatives through Florida probate. Consultations in English and
Spanish, in our office or by video.”
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Hours, special hours, and appointments
Set regular hours for each day.

Add special hours ahead of holidays and closures, so no one arrives to a locked door.

Add your online booking link as the appointment link, if you have one.

Services
List your main services with a one-line plain description of each. Prices are optional.
Regulated firms should leave out anything that reads like a promised result or a fee
guarantee.

Checklist

Business type chosen and address shown or hidden correctly

Name matches your sign and website, with no keywords

Name, address, and phone match your website and licensing listing exactly

Primary category is the most specific true choice

Description is under 750 characters with no links, prices, or unsupported claims

Hours, special hours, and appointment link are set

Services are listed

PHOTOS
Real photos help a prospect picture the visit and confirm that you are a real, established
firm.

What to upload first

Your logo and a cover photo

The outside of the building and the entrance, so people can find you

The reception area and a meeting room

The team, with each person’s permission

Google’s technical requirements: JPG or PNG, between 10 KB and 5 MB, at least 250 by
250 pixels, with 720 by 720 pixels recommended. Use real, unedited photos of your firm.
Stock images can be removed.
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Privacy: never show clients, patients, files, screens, or whiteboards that could reveal who
you serve or what you are working on. For a medical practice, a photo of a patient is
protected health information unless you have written authorization.

VERIFICATION
Google has to confirm the firm is real before the profile goes fully live. It chooses which
methods to offer you.

Video verification is now the most common method. You record one continuous,
unedited video that shows your location, signage, and proof that you manage the
business. Review usually takes a few days.

Postcard, phone, email, or instant verification may appear for some profiles. If you
get a postcard, enter the code soon after it arrives, because codes expire.

While verification is pending, do not change your name, address, or category. Edits during
review can restart it.

FEATURES THAT CHANGED
Older guides, including some that are still widely shared, describe features that no longer
exist. Skip them.

Questions and Answers is gone. Google removed the public Q&A section from
Business Profiles in December 2025. On Google Maps, people now ask questions
through an AI “Ask” feature that answers from your profile, your website, and your
reviews. The fix: put clear answers to common questions on your website and keep
your profile complete.

Chat and call history are gone. Google ended Business Profile chat and call history in
July 2024. Prospects reach you by phone or through your website, so make sure your
site’s contact form and phone line are answered quickly.

Posts still work. You can publish updates and events. Offer posts suit retail better
than most regulated firms, and anything you post is advertising, so it must meet your
advertising rules.

KEEPING IT CURRENT
A profile that was perfect at launch drifts. Hours change, people leave, and suggested edits
from the public can change your details without asking.

ADAY INTERACTIVE, INC. GOOGLE  BUS INESS  PROF ILE  SETUP

ADAY INTERACTIVE, INC. · 338 MINORCA AVENUE, CORAL GABLES, FL 33134 ADAYINTERACTIVE.COM



Every week

Reply to new reviews (see the companion guide, Reviews Without the Risk)

Check for suggested edits to your name, hours, or address, and reject anything wrong

Every month

Add a few new real photos

Publish one update, such as a new attorney, a new office service, or an upcoming
event

Look at your profile’s performance numbers: calls, website clicks, and direction
requests

Every quarter

Confirm categories, services, and the description still match what you offer

Check that your name, address, and phone still match your website and directory
listings

YOUR FIRST TWO WEEKS
Day 1: Confirm eligibility, create or claim the profile from a firm account, add a second
owner, and request verification.

Days 2 and 3: Set the business type, name, address, phone, website, primary category, and
description.

Days 4 and 5: Add hours, special hours, the appointment link, services, and your first ten
photos.

While verification is pending: change nothing in the name, address, or category. Gather
more photos and write the answers to your ten most common client questions for your
website.

Once verified: publish your first update, set up review requests (see the companion guide),
and put the weekly and monthly routine on someone’s calendar.
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A F T E R  Y O U  F I N I S H  R E A D I N G

From the founder.
A note on what to do with what you just read.

You don't need a perfect profile this week. You need an accurate one: the right name, the
right address, the right category, and hours your team actually keeps. Accuracy is what
Google and the AI tools reward, and it is what a prospect notices first.

Do the setup once, carefully, then give one person the weekly check. A profile that is quietly
kept current beats one that was impressive on launch day and wrong six months later.

W H E N  T H E  P R O F I L E  I S  S E T  U P ,  T H E  R E V I E W S  S T A R T

A complete profile is step one. Reviews are

what move it.
Most firms finish the setup and stall on the next part: asking every client for a
review, every time, and answering each one without breaking a confidentiality
rule. In the Reputation Engine Lab we tune your profile, wire the review
request into your close-out, and set up alerts and approved replies, with you,
in one afternoon. Reply to the email this came in, or book a call.

Brandon Aday, Aday Interactive, Inc.
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