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THE INSURANCE MARKETING PLAYBOOK

A LETTER FROM THE HELM

¢ SEAPOINT DIGITAL

Marketing built for what's at

stake.

I nsurance is a category where every word is regulated, every claim is scrutinized, and every

customer is making a decision that touches their family, their business, or their future. Google

calls it Your-Money-Your-Life, and holds it to one of the highest editorial bars on the open web.

That makes most marketing playbooks unusable. The
growth-hack tactics that work in DTC will get you
flagged. The volume plays that work in B2B SaaS will
burn your trust signals. And the brand campaigns
that work for legacy carriers will not move a buyer
who, according to J.D. Power, increasingly starts and

finishes the purchase through digital channels.

— The team at Seapoint Digital

SEAPOINT DIGITAL

This guide is what we've learned operating in that
constraint — across independent agencies, national
carriers, specialty lines, and the InsurTechs trying to
disrupt them. It is not theory. It is the working model
we use with clients to compound trust, capture intent,
and ship marketing that holds up to a compliance

review.
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THE INSURANCE MARKETING PLAYBOOK

CHAPTER 01

¢ SEAPOINT DIGITAL

The Insurance Marketing

Landscape

Two sources frame this chapter — J.D. Power's annual Insurance Shopping Study, the longest-

running tracker of buyer behavior in the category, and LIMRA's Insurance Barometer Study,

which has measured Americans' coverage attitudes for fourteen years.

57%
/O highest in 19 years

ACTIVELY SHOPPED IN PAST YEAR

Auto insurance customers actively shopping for a new
policy hit a record in J.D. Power's 2025 study — the
highest shopping rate ever recorded in the survey's
history. *

1 O 2M 42% of US adults

LIFE INSURANCE COVERAGE GAP

LIMRA's 2024 Barometer Study estimates 102 million
American adults are uninsured or underinsured —
combining those without coverage and those who say

they need more. *

SEAPOINT DIGITAL

— GOOGLE SEARCH QUALITY RATER GUIDELINES -

THE LANDSCAPE

53%
/ O vs 29% agent - 18% call center

FIRST-TIME BUYERS - DIGITAL CHANNEL

More than half of first-time auto insurance buyers now
begin the relationship through digital channels. Digital
is also the first choice for 42% of switchers and 46% of

retained customers. *

YMY L Financial Security

GOOGLE QUALITY RATER GUIDELINES

Google's September 2025 guidelines explicitly classify
insurance as YMYL — content that “could damage a
person's ability to support themselves” — held to “very
high Page Quality rating standards.” 4

"Trust is the most important component of E-E-A-T. Pages that lack trust have low E-
E-A-T regardless of how experienced, expert, or authoritative they may appear.”

SEPTEMBER 2025 *
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THE INSURANCE MARKETING PLAYBOOK

CHAPTER 01 - CONT.

¢ SEAPOINT DIGITAL

Four forces are reshaping
Insurance acquisition.

I.  YMYL has tightened

Google's Search Quality Rater Guidelines explicitly
name insurance as YMYL Financial Security and apply
“very high Page Quality rating standards.” Anonymous
content and thin reviews have been quietly delisted;

demonstrable expertise is now table stakes. 4

IIl. Reviews are the second click

88% of consumers will choose a business that responds
to all reviews over one that doesn't, per BrightLocal's
2024 survey. 91% say local reviews shape their
perception of big brands. Volume and response

discipline are the trust signals. 5

SEAPOINT DIGITAL

Il. Digital is the front door

53% of first-time auto insurance buyers now start
through digital channels. Among all buyers in 2025,
47% complete the purchase digitally — for the first

time outpacing the agent channel (35%). 1.2

I'V. Embedded is reshaping
distribution

79% of Millennials and Gen Z want auto insurance
offered with vehicle purchase; 71% of digital bank
customers are open to embedded insurance offers
when presented contextually. The marketing job is no
longer only acquiring the buyer — it's earning the

placement at the point of need. ©
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THE INSURANCE MARKETING PLAYBOOK

CHAPTER 02

The Trust Equation

¢ SEAPOINT DIGITAL

Insurance buyers don't choose the cheapest option — they choose the option they trust enough to

be cheap. Google's Search Quality Rater Guidelines articulate that trust as a four-letter framework:

E-E-A-T. The framework is not Seapoint's. It is the framework Google's own raters use to grade

YMYL pages.

Experience

The content creator's
first-hand or life
experience with the
topic — visible
operators with real
bylines, not
anonymous content

farms.

THE EQUATION

Expertise

Specific knowledge of
the line of business
and the credentials to
back it. Not surface-
level commentary on

insurance writ large.

Authoritativeness

Recognition by other
authorities — citations,
partnerships, industry
credentials, regulator
alignment. The signal
that you are a go-to

source.

Trust

The most important
component, per
Google. The
compounding
outcome of the above
— and the one that
overrides the others

when it's missing.

Trust = (Experience x Expertise x Authority) -

Eriction

Friction is the silent killer in YMYL. Every form field, every disclaimer, every page-load delay

divides whatever trust the content has earned.

SEAPOINT DIGITAL

THE TRUST EQUATION
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CHAPTER 03

Compliance-First SEO

The mistake most insurance marketers make: they treat compliance as a constraint on SEO. In a
YMYL category — where Google's raters apply the highest editorial standards on the open web —
compliance is what makes SEO work. Done right, the same content that satisfies legal is the

content Google's raters reward.

Ol Topical authority over opportunism

Cover the line of business exhaustively. Google's guidelines reward sites that demonstrate go-to

expertise — not sites that publish whatever has search volume this quarter.4

02 Author and credential infrastructure

Real names, real licenses, real LinkedIn profiles attached to every page. Google's E-E-A-T explicitly

evaluates the content creator, not just the page.4

05 Citation architecture

Every claim, sourced. Every statistic, dated. Every regulation referenced. This is what compliance

reviewers want and what Google's quality raters look for in YMYL.

04 Update cadence

Insurance regulations, rates, and products change. Stale content signals that an operator has stopped

paying attention — to compliance and to the buyer. Quarterly editorial review at minimum.

Compliance is not the cost of doing SEQ in insurance. It is

the SEO.

SEAPOINT DIGITAL COMPLIANCE-FIRST SEO 07 /15



THE INSURANCE MARKETING PLAYBOOK

CHAPTER 04

Insurance PPC

¢ SEAPOINT DIGITAL

Insurance is one of the most expensive and most regulated paid-search categories on the internet. The

economics work — but only when the ad account, the landing page, and the licensure paperwork are all

running in concert.

$48.41

KEYWORD-LEVEL CPC

The “insurance” keyword averages
$48.41 per click — vs $3.46 for the
broader category. Line of business is

9
the cost lever.

01
Quality Score is the lever

Bids set the ceiling. Quality Score — landing-page experience,
ad relevance, expected CTR — is what brings the floor down. In
YMYL, it's the difference between a profitable account and an

expensive one.

035
Quote forms, not direct purchase

The conversion event in insurance PPC is the quote, the agent
booking, or the application start — not a checkout. Landing
pages, tracking, and bidding are tuned to that fact.

their ads target."

GOOGLE ADS HELP -

SEAPOINT DIGITAL

2.55%

CONVERSION RATE

Finance & Insurance has one of the
lowest Google Ads conversion rates
of any industry — vs 7.52% all-

. 9
industry average.

INSURANCE PPC

STATE

LICENSURE REQUIRED

Google now requires state insurance
licenses for health-insurance
advertising and verification for

2 . 10,11
restricted financial products.

02

License the campaign, not just the agent

Google requires “documentation showing they are permitted
under state law to sell health insurance” — and increasingly
applies the same logic to other lines. The license file lives next
to the campaign brief."!

04

Performance Max with constraints

PMax can work in insurance, but financial-products
restrictions limit asset breadth and audience signals. Search
and Shopping (where applicable) remain the dominant

placements.

"Advertisers are expected to do their own research on the local regulations for any location

FINANCIAL PRODUCTS AND SERVICES POLICY '°
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CHAPTER 05

Lead Generation Systems

Alead generation system is not a campaign. It is a tuned series of mechanisms that move someone

from cold to bound, with measurable performance at each stage. Insurance demands more of these

stages than any other category — because, per J.D. Power, 57% of buyers actively shop and most now

finish digitally.

0Ol Awareness

02 Consideration

05 Intent

04  Application

05 Bound & retained

Compliance-graded top-of-funnel content answering the questions a buyer is actually
asking.

— FIRST CLICK ON A NON-BRANDED QUERY - INDEXED IN YMYL TERRITORY

Side-by-side comparisons, calculators, and educational long-form that earns the next
click.

— ENGAGED SESSION - SECOND PAGE-VIEW - RETURNING VISITOR COOKIE

Quote forms, calendar bookings, agent locators — friction-minimized capture surfaces
with consent.

— IDENTIFIED CONTACT - EXPLICIT SHOPPING INTENT DECLARED

Qualified leads handed to underwriting with full context — not a bare name and

phone number.

— UNDERWRITING SUBMISSION - PRE-QUALIFICATION CLEAR

Closed-loop measurement back to the originating channel, keyword, and creative —
and forward to the renewal.

— POLICY BOUND - ATTRIBUTION CONFIRMED - RENEWAL CALENDAR SET

Insurance funnel conversion benchmarks vary materially by line, region, and channel — anyone publishing universal

numbers is selling them. The system above is what's worth standardizing. The conversion data is what's worth instrumenting

per engagement.

SEAPOINT DIGITAL

LEAD GENERATION 09 /15



THE INSURANCE MARKETING PLAYBOOK

CHAPTER 06

HubSpot for Insurance

HubSpot is excellent at the marketing-and-lifecycle layer. It does not natively integrate with the agency

¢ SEAPOINT DIGITAL

management systems where policy data actually lives. The working stack is HubSpot for the people,

AMS for the policies, and a deliberate middleware layer connecting them.

)]

02

03

04

Acquisition surfaces

QUOTE FORMS - AGENT
LOCATOR - CALCULATORS -
LANDING PAGES

HubSpot CRM

LIFECYCLE STAGES - LEAD
HANDOFF - ATTRIBUTION -
RENEWAL CALENDAR

Middleware

ZAPIER - MAKE - CUSTOM API -

WEBHOOK SERVICES

Agency Management

System

APPLIED EPIC - VERTAFORE
AMS360 - NOWCERTS - ITC -
CUSTOM

Where a stranger becomes a known contact, LAYER 01

with consent.

Marketing, sales, and service operations live LAYER 02

here.

The bridge. Sync logic, field mapping,

deduplication, error queues.

System of record for policies, premiums,

commissions, and renewals.

BRIDGE

LAYER 04

"AMS360 by Vertafore and Applied do not directly integrate with HubSpot. The middleware layer is
the work — and the design decisions there determine whether attribution closes back to bound."

VERTAFORE -

— WHAT GOOD LOOKS LIKE

Lifecycle mapped

Lead — Quote = Bound — Renewing

— Renewed/Lapsed, with stage-based

automation behind each transition.

SEAPOINT DIGITAL

INSURANCE CRMS VS AGENCY MANAGEMENT SYSTEMS "2.'2

Renewal calendar synced

Policy expiration dates flow from AMS

into HubSpot via middleware,

triggering 60/30/15-day pre-renewal

sequences.

HUBSPOT FOR INSURANCE

Attribution closes the loop
First impression = bound policy —
renewal — tied to the originating
channel, keyword, and producer.
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CHAPTER 07

Reputation & Trust Signals

Reputation in insurance is no longer a defensive function — it is a primary acquisition surface.
BrightLocal's 2024 Local Consumer Review Survey of 1,141 US consumers makes the architecture
clear: review behavior is multi-platform, multi-source, and disproportionately weighted to vendors that

respond.

3870 9% 41%

WILL CHOOSE A BUSINESS SAY LOCAL REVIEWS IMPACT USE THREE OR MORE
that responds to all reviews — vs just their overall perception of big review sites when deciding on a local
47% who would choose one that brands. Branch-level review hygiene business. Review distribution — not
doesn't respond at all. 5 shapes carrier-level trust. 5 just volume — is the signal. 5
Ol Review velocity
Steady accumulation beats sporadic five-stars. A first-party review-request system, run continuously, is non-
negotiable.
) Review distribution

Google leads at 83% of consumers — but 41% cross-reference three or more sites. Cover the platforms that

matter for your line: Google, Yelp, BBB, Trustpilot, Clearsurance.5

03 Response discipline
Public responses to negative reviews — handled with care, not legal language — outperform a clean 5.0 average

for buyer trust. 88% choose vendors who respond.5

04 Earned media presence
Industry citations, expert quotes, podcast appearances. These compound, and they signal third-party authority
to algorithms and people both — exactly the E-E-A-T that YMYL demands.

05 Brand search health

What appears when someone Googles your name? That panel is your real homepage. Audit it quarterly —

knowledge graph, sitelinks, review snippets, news coverage.

SEAPOINT DIGITAL REPUTATION & TRUST 1/ 15
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CHAPTER 08 -

¢ SEAPOINT DIGITAL

CASE STUDY ¢ TMA INSURANCE TRUST

Divergent ideation in a saturated

atfinity channel.

SECTOR
Group Health Trust

STAGE

Mature atfinity
program

— CHALLENGE

TMA, a group health insurance trust, had hit a growth
ceiling. The traditional open-enrollment cycle had been
fully optimized. Affinity marketing channels were
saturated. The category itself was contracting.
Continued growth required ideas that did not yet exist in

the affinity playbook.

Net-new leads in 12

Group sales increase YoY

months

66

ENGAGEMENT GEOGRAPHY

14 months - ongoing US - 38 states

— APPROACH

We ran a divergent ideation engagement — building,
testing, and ranking nineteen unconventional
acquisition concepts outside the open-enrollment
window. Five made it to live test. Two became the new

core of the year-round affinity marketing system.

Client retention across the Starting prospect universe

engagement

When the growth in our results started to slow, Seapoint — without prompting —

developed a new innovative approach that has reinvigorated our results. We trust

them with our customer data and our reputation.

— GUY PATTERSON, CEBS -

SEAPOINT DIGITAL

CASE STUDY

EXECUTIVE DIRECTOR, TMA INSURANCE TRUST
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CHAPTER 09

Your Next 90 Days

A working insurance marketing system can be assembled in one quarter. It cannot be assembled in

¢ SEAPOINT DIGITAL

one month — and it should not be attempted in one year. The shape of the work is the same across

agencies, carriers, and InsurTechs.

DAY 0 — 30 DAY 31 — 60 DAY 61 — 90
DAY 0 — 30 O] DAY 31 — 60 DAY 61 — 90
Foundation Activation Compounding

4 workstreams

01

02

03

04

CADENCE

Compliance audit of all
existing public-facing
content under YMYL
standards.

Author and credentials
infrastructure — bylines,
LinkedIn, schema markup.

Baseline measurement:
rankings, review
distribution, brand-search
panel.

Topical authority map for
your three priority lines of

business.

SEAPOINT DIGITAL

- WEEKLY WORKING SESSIONS -

4 workstreams

01

02

03

04

First wave of compliance-
graded long-form — eight to
twelve assets.

Lead capture surfaces
deployed and instrumented
end-to-end with consent.

Review request system live,
sending continuously across
priority platforms.

Earned-media outreach
pipeline opened with three
target outlets.

MONTHLY EXECUTIVE REVIEW

YOUR NEXT 90 DAYS

4 workstreams

01

02

03

04

Second content wave
informed by first-wave
performance data.

Paid acquisition layered on
top of organic positions, not
in place of them.

Closed-loop attribution
back to bound policies — by
channel and keyword.

Quarterly compliance

review and editorial refresh
cadence locked in.

2026 - Q1 > Q2
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¢ BEGIN THE ENGAGEMENT

Seta course

worth holding:

Seapoint’s insurance practice runs the full system end-to-end: compliance-first
SEQ, lead generation, reputation infrastructure, and the measurement loop that
ties them together. Engagements start with a discovery call and a written

diagnostic of your current digital foundation — no obligation, no pitch deck.

SCHEDULE A DISCOVERY CALL > SEAPOINT.DIGITAL

DIRECT PRACTICE ANCHORED

Tim@seapoint.digital Insurance - §02 Kittery, Maine
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APPENDIX

Sources & References

Every numbered claim links to a public industry source — J.D. Power, LIMRA, Google's Search Quality
Rater Guidelines and Ads policy, BrightLocal, WordStream, Vertafore, and HubSpot.

1 2025 U.S. Insurance Shopping Study
J.D. Power - 19th annual edition - 57% record shopping rate - digital purchase share

jdpower.com/business/press-releases/2025-us-insurance-shopping-study

2 2024 U.S. Insurance Shopping Study

J.D. Power - first-time buyer channel mix - 53% digital, 29% agent, 18% call center

jdpower.com/business/press-releases/2024-us-insurance-shopping-study

3 2024 Insurance Barometer Study
LIMRA - 14th annual study - life insurance ownership and coverage gap

limra.com/en/research/research-abstracts-public/2024/2024-insurance-barometer-study

4 Search Quality Rater Guidelines - Sept 11, 2025
Google LLC - YMYL Financial Security - E-E-A-T framework - Trust as primary

guidelines.raterhub.com/searchqualityevaluatorguidelines.pdf

5 Local Consumer Review Survey 2024
BrightLocal - n=1,141 US consumers - review platform behavior - response expectations

brightlocal.com/research/local-consumer-review-survey-2024

6 Embedded insurance demand - Millennial / Gen Z research
Industry research synthesis - 79% want auto bundled with vehicle purchase - 71% open to embedded offers

deloitte.com/us/en/insights/industry/financial-services/financial-services-industry-outlooks/insurance-industry-outlook-
2024.html

7 2024 U.S. Insurance Digital Experience Study
J.D. Power - digital channel satisfaction - 516 / 1,000 score

jdpower.com/business/press-releases/2024-us-insurance-digital-experience-study

8 2025 Global Insurance Report — The Pursuit of Growth
McKinsey & Company - category outlook - distribution and customer trends

mckinsey.com/industries/financial-services/our-insights/global-insurance-report

9 Google Ads Benchmarks 2025 - Finance & Insurance industry
WordStream - CPC, conversion rate, and CTR by industry

wordstream.com/blog/2025-google-ads-benchmarks
SEAPOINT DIGITAL SOURCES & REFERENCES 15 / 15

10 Financial products and services - Advertising Policies Help



