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	THE INSURANCE AGENCY
Google Business Profile Playbook
The Fixes Most Agents Have Never Heard Of - That Are Costing You Phone Calls Every Week



Right now, somewhere in your market, a competing insurance agent is getting phone calls directly from Google. No ads. No referrals. Just a fully optimized Google Business Profile doing the work.
Most insurance agents set up their profile once and never touched it again. Meanwhile, Google rewards profiles that are complete, active, and trusted by putting them at the top of the map when someone in your city searches for an agent.
Work through each item below and be honest. By the time you finish, you will know exactly what is holding your phone back.

	SECTION 1  THE BASICS THAT MOST AGENTS SKIP



	□
	Your profile is claimed and verified with Google
An unclaimed profile cannot fully rank, and anyone can suggest edits to your business information. If you have not verified your profile, a competitor's listing is almost certainly showing up in your place.
→  Claiming your profile is step one. Nothing else on this list matters until this is done.

	□
	"Insurance Agency" is set as your primary category
Google uses your primary category to decide which searches to show you for. Many agents default to "Financial Services" or let Google pick, then wonder why they do not appear when someone types "insurance agent near me."
→  Switching to the correct category can move you from invisible to page one in your area.

	□
	Your phone number is your direct agency line
Your GBP phone number should ring directly to you. Not a 1-800 carrier line. Not an answering service. Google tracks clicks on your call button, and so does every prospect reaching for their phone.
→  Direct lines get answered. Generic lines lose calls before they even start.


	□
	Your business hours are current and accurate, including holidays
Outdated hours are one of the most common reasons prospects move on to the next listing. If Google says you are closed on Saturday and you are actually open, you are losing calls every single weekend.
→  Accurate hours mean more calls on the days prospects are actively researching.



	SECTION 2  PHOTOS - YOUR FIRST IMPRESSION ON GOOGLE



	□
	You have at least 10 photos uploaded to your profile
Google's own data shows that businesses with 10 or more photos receive significantly more calls and direction requests than those with fewer. Photos signal an active, legitimate business.
→  More photos = more trust = more calls.

	□
	Your office photos were taken on-site at your agency location
Google now indexes the geo-tag data embedded in photos taken on smartphones. Photos captured at your office address signal to Google that your business is exactly where you say it is. This is a growing local ranking factor that most agents have never heard of. Do not use photos downloaded from the internet or taken elsewhere and uploaded as your location photos.
→  Geo-tagged office photos reinforce your location data and strengthen your local ranking signals.

	□
	You have a real photo of yourself or your team
Insurance is a trust business. Prospects want to know there is a real person on the other end of the phone. A professional headshot or a photo of your team makes you human and local in a way that no stock image can.
→  Local and personal makes it easier for prospects to pick up the phone.

	□
	Your photos were added or updated within the last 12 months
Google ranks active profiles higher. Old, stale photos signal to both Google and prospects that your business may be winding down.
→  Recent photos tell Google and your prospects that you are open for business.

	□
	You have reviewed and removed any low-quality photos added by others
Google allows anyone to add photos to your listing. Some will be blurry, unflattering, or simply wrong. You can flag and request removal of any photos that do not represent your agency well.
→  You control your first impression, or you let strangers control it for you.



	SECTION 3  REVIEWS - YOUR SILENT SALES TEAM



	□
	You have 10 or more Google reviews
Fewer than 10 reviews and most prospects will not even consider calling. In competitive markets, agents with 50 or more reviews dominate the local map while those with 3 reviews from four years ago stay invisible.
→  Volume matters. Every review is a signal to Google and a trust signal to prospects.

	□
	Your average rating is 4.5 stars or higher
87% of consumers will not call a business with fewer than 4 stars. Insurance is a high-trust purchase. Your rating is the first filter every prospect runs you through before they read a single word about you.
→  Dropping below 4.5 stars can cut your inbound call volume in half.

	□
	You have responded to every review, positive and negative
Your responses are not just for the reviewer. Every prospect reading your reviews is also reading how you respond to problems. A gracious, professional response to a negative review does more for your credibility than ten five-star ratings.
→  Responding signals responsiveness, which is the number one thing prospects want to know before they call.

	□
	You have at least one review posted within the last 60 days
Google treats review recency as a ranking signal. A profile where the last review came in 18 months ago looks dormant, even if you have 50 reviews overall. Consistent, ongoing reviews keep your profile fresh and ranking.
→  Recent reviews keep your profile active in Google's algorithm.



	SECTION 4  POSTS - YOUR FREE WEEKLY AD SPACE



	□
	You have made at least one post in the past 30 days
Google Business Profile posts appear directly in search results above competitors who are not posting. Most agents have never used this feature once. Every week you do not post, someone else in your market gets that visibility.
→  One post per week puts your name in front of active searchers at zero additional cost.


	□
	Your posts include a direct call to action
A post without a CTA is a billboard with no phone number. Every post should tell the reader exactly what to do next: call for a free quote, book a policy review, get a free home insurance comparison.
→  CTAs in posts drive direct calls from people who were already looking for an agent.



	SECTION 5  Q&A - THE FEATURE NOBODY USES (BUT EVERYONE SHOULD)



	□
	You have answered every question in your Q&A section
Google lets anyone, including your competitors, answer questions on your profile. Left unattended, your Q&A section can fill with inaccurate information. Your answers carry more authority than anyone else's.
→  Owning your Q&A section controls the narrative before prospects ever call.

	□
	You have proactively added your own Q&As
You can plant the questions yourself. Add what prospects always ask: "Do you offer free quotes?" "Are you taking new clients?" "Do you handle claims?" Answer them compellingly. This primes prospects before they pick up the phone.
→  Pre-answered objections mean warmer calls and faster closes.



	SECTION 6  CONVERSION BOOSTERS - CLOSING THE GAP FROM SEARCHER TO CALLER



	□
	A "Get a Quote" or "Book an Appointment" button is activated on your profile
Google lets you add direct action buttons to your listing. Most agents have never set this up. Every searcher who finds you should have one-click access to start a conversation, without having to navigate to your website first.
→  Removing one step between finding you and contacting you measurably increases call volume.

	□
	Your services are listed and detailed on your profile
If your profile only says "Insurance Agency" but does not specify auto, home, commercial, life, or Medicare, you are missing searches from people looking for exactly what you sell. The more specific your services, the more targeted your calls.
→  Detailed services mean more qualified phone calls from people who already need what you offer.



	SECTION 7  CARRIER AGENTS - RECLAIMING YOUR LOCAL PRESENCE



	This section is for agents who represent a national carrier: State Farm, Allstate, Farmers, Nationwide, and similar.
Carriers often set up Google Business Profile listings for their agents and connect them to national websites, national social pages, and national phone numbers. That means the calls, traffic, and credibility your profile generates flow back to the brand, not to you. This section covers what to check and fix.



	□
	Your GBP "Website" button points to your local agent page, not the carrier's national site
When someone clicks "Website" on your Google profile, where do they land? If the answer is the carrier's main homepage, you have handed a warm, local prospect over to a national navigation experience with no mention of you. That link should go to a page that is specifically about you, your location, and your team.
→  Local landing pages convert calls. National homepages do not.

	□
	Your social media links in GBP point to your local agency accounts, not the carrier's national pages
Carriers often populate agent GBP listings with links to their national Facebook and Instagram accounts. A prospect who clicks your social link ends up on a page with millions of followers and zero mention of your name or your city. Your links should go to your local agency Facebook, Instagram, or LinkedIn page.
→  Local social pages build local trust. National pages build nothing for you.

	□
	You have verified that you have full management access to your own GBP listing
Some carriers claim ownership of their agents' Google listings through third-party vendors. This means you may not be able to make changes without going through the carrier, and in some cases the carrier's vendor can override your edits. Confirm that you have direct manager access to your own listing in Google Business Profile Manager.
→  You cannot optimize what you do not control.

	□
	Your reviews are attached to your local listing, not a carrier-managed profile
Reviews on your GBP listing belong to your profile. Every review you earn is a long-term asset. But if the carrier controls your listing and changes its structure, those reviews can be affected. Make sure your listing is set up as a local entity tied to your address, not as a sub-page of a national carrier listing.
→  Your reviews are one of your most valuable long-term assets. Make sure they belong to you.




HOW DID YOU DO?
Add up your checked boxes and find your score below. Skip Section 7 if it does not apply to your agency.
	17+ checked
	Your profile is well-optimized. Time to look at what comes next, like pairing your GBP with a high-converting website and local SEO content strategy.

	12-16 checked
	You are ahead of most agents, but the gaps you have are likely costing you calls every week. Small fixes here equal real phone call volume.

	6-11 checked
	Your profile has significant opportunities. Fixing these items could meaningfully change your inbound call volume within 60 days.

	0-5 checked
	Your GBP is working against you right now. The good news: the gap between where you are and where you could be is smaller than you think, and faster to close.



	Ready to stop leaving calls on the table?
At Coverage Creatives, we handle complete Google Business Profile setup, optimization, and ongoing management for insurance agencies. We pair it with a website and local SEO strategy that makes your profile even more powerful.
Book a Free Website & SEO Audit
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