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Article:

When customers shop for insurance, they’re looking for a brand they can trust. The experience
can be intimidating—often, it involves imagining the worst-case scenario around a purchase and
the potential coverage they’d want should disaster strike.

I's a vulnerable place for consumers to be and this means that an insurance company’s
trustworthiness is essential. But establishing trust isn’t as simple as slapping a seal of approval
on the brand. Today’s consumer behavior is driven largely by reviews from fellow customers.

With a little know-how, you can use those reviews to build trust in your insurance business and
turn that trust into measurable ROI through increased web traffic, sales, and revenue. If you're
looking for ways to set your brand apart in the insurance industry, start with this guide to
leverage the power of customer reviews.

In a 2022 survey of 1,000 U.S. consumers, 56% of people found reviews and ratings to be very
useful or useful for choosing insurance providers.


https://business.trustpilot.com/reviews/learn-from-customers/consumer-behavior-in-the-age-of-coronavirus-global-review-trends-by-industry
https://2749863.fs1.hubspotusercontent-na1.net/hubfs/2749863/Trustpilot_Value%20of%20Ratings%20and%20Reviews_Report2023.pdf

H2: Why every insurance business needs customer reviews and testimonials

Great customer reviews create an ongoing cycle that benefits your business immediately, and in
the long-term. Here’s how it works (and keeps working):

H3: 1. Build trust in your brand by collecting and responding to reviews.

Reviews are an opportunity for customers to publicly share what they love about your products,
services, and customer experience. Reviews let potential customers know that you’re safe to do
business with. Responding to those reviews proves that you care about your customers and
their experience.

We connected with Kevin Boyer, Senior Director of Product Marketing at Zendesk, whose 2023
Customer Experience Trends report illustrates the importance of responding to reviews. "Our
research found that customer reviews are pivotal in shaping reputation and driving growth.
They're a gold mine of authentic feedback, providing customer insights that businesses need to
evolve. Ignoring this feedback is a missed opportunity for insurance brands to improve
customer relationships, innovate, and stay competitive. As customer support leaders, we drive
business improvement when we listen, respond, and proactively address concerns raised in
these reviews for ultimate customer satisfaction."

Responding to those reviews is made simpler thanks to Trustpilot’s integrations with Zendesk,
Slack, Sprinklr, and a host of other tools. You'll even save time with Trustpilot’s platform, which
gives you all the stats you need in one place.

Once you have some reviews about your business, you can:

H3: 2. Attract new customers by using reviews throughout your marketing strategy.
Sharing good reviews attracts and converts new customers, turning brand trust into measurable
ROI. Whether your goal is improving click-through rate in search results, driving more traffic with
your emails, or converting more browsers into requests for quotes, social proof like reviews, star
ratings, and testimonials can optimize conversion at every stage of the buyer journey.

To meet the expectations of the new customers you’ll attract with your reviews, you’ll need to:
H3: 3. Tap into the goldmine of consumer insights with your reviews.

People trust your insurance business. You’ve attracted more customers than ever. Now you

need to understand what customers thought about their experience so you can build greater
trust in your brand and start the cycle again.


https://business.trustpilot.com/reviews/learn-from-customers/5-reasons-why-customer-experience-is-the-pulse-of-every-business
https://cxtrends.zendesk.com/
https://cxtrends.zendesk.com/
https://business.trustpilot.com/partners/integrations/zendesk
https://business.trustpilot.com/partners/integrations/slack
https://business.trustpilot.com/partners/integrations/sprinklr
https://business.trustpilot.com/partners/integrations
https://business.trustpilot.com/guides-reports/build-trusted-brand/why-and-how-social-proof-influences-consumers

Customer feedback, both from direct sources like surveys and indirect sources like reviews and
chat logs can provide a wealth of insights to help you win, grow and keep more customers.
Once you understand the interactions and journeys your customers are having with your
business, across all channels, you can create better, more distinctive experiences driven by
those insights.

Dan Brousseau is a Senior Director, Solutions Principal at Medallia, the leading vendor in
enterprise experience management. Dan says, "review data is a rich and plentiful source of
customer feedback and should be combined with other sources across channels to gain
valuable insights into customer sentiment and what'’s driving their satisfaction and
disappointment.” In fact, according to the Medallia Institute, CX Leaders (which are 2.8x more
likely to hit revenue targets as compared to CX laggards) do just this, and over 30% of CX
leaders capture customer feedback from external review pages. When done well, businesses
can tap into a wealth of unstructured data to unlock meaningful understanding and make
informed decisions to create memorable experiences that truly resonate with your customers.

Insurance businesses can take advantage of these insights with Medallia’s integration for
Trustpilot, leveraging advanced Al to generate rich insights and improve customer experiences
at scale.

H2: How customer reviews improve organic SEO

Searching for the right insurance can feel downright daunting for many consumers, which leads
many to start the process with a good old Google search.

That’s why the power of organic SEO is essential for your marketing strategy, and customer
reviews can be a great way to boost it. These are key ways to use reviews to improve organic

SEO:

91.5% of organic traffic goes to sites listed on the first page of search engine results.

H3: 1. Build strong off-page SEO by collecting reviews on a third-party platform.

Off-page SEO describes actions you take to build a digital footprint outside of your actual
website, whether it's adding credible backlinks to your pages, staying active on social media
platforms, or creating a profile on a third-party review platform like Trustpilot.

[Insert corresponding graphic:
https://business.trustpilot.com/guides-reports/browsers-to-buyers/the-complete-quide-to-reviews

]

H3: 2. Drive more referral traffic from your Trustpilot business profile.


https://www.medallia.com/resource/uncovering-the-secrets-behind-a-successful-cx-program/
https://business.trustpilot.com/partners/integrations/medallia
https://business.trustpilot.com/partners/integrations/medallia
https://www.searchenginejournal.com/seo-101/seo-statistics/
https://thenextweb.com/contributors/2018/02/26/can-independent-review-platforms-make-google-love-site/
https://business.trustpilot.com/guides-reports/browsers-to-buyers/the-complete-guide-to-reviews

In the crowded insurance space, getting a buyer’s attention can be a challenge. But, when
someone searches for reviews of a brand or business, they’re likely to find that brand’s
Trustpilot business profile page at the top of the search results because Trustpilot's domain
authority is strong. The more reviews you collect—and the more you enrich the content on your
business profile page—the easier it will be for search engines to associate your brand with
Trustpilot and feature your Trustpilot presence at the top of search results.

Off-page SEO considerations like relevance, trustworthiness, and authority carry more than 50%
of the ranking factor weight, according to the experts at Moz.

This could be your competitive advantage since referral traffic is an often-overlooked, free
source of qualified leads, and can improve your organic search performance.

"The credibility of customer reviews was the biggest reason for using Trustpilot. To have other
people independently verify how great you are is really humbling. It's important to our customers
to see that people similar to them have used our service—it can be an inspiration for others
traveling with medical conditions." —Letitia Smith, Marketing Manager, All Clear Travel
Insurance

H3: 3. Get more organic traffic by displaying customer reviews on your website.
Featuring customer reviews on key landing pages is easy to pull off with Trustpilot’s review
widgets, and this small addition can improve how often your pages show up in organic search
results.

That’s because reviews are a form of user-generated content, and UGC is SEO gold:

e Reviews give Google more context for what a page is about and why it should surface
for the user’s search query.

e Ratings associated with your reviews help Google understand the value of your products
and services. Google wants to prioritize quality for users.

e Reviews add fresh content to pages that might not otherwise get frequent updates.
Google looks for up-to-date information for the user’s search query.

UGC can bring a human-centered approach to dry or difficult topics, and can help alleviate
anxiety around selecting the right insurance carrier while boosting your organic traffic strategy.

These elements work together to help Google understand your website. Over time, this can lead
search engines to show your pages in search results more frequently and drive larger volumes
of high-quality traffic to your site.



https://support.trustpilot.com/hc/en-us/articles/360013930439-Introduction-to-your-company-profile-page
https://moz.com/learn/seo/domain-authority
https://moz.com/learn/seo/domain-authority
https://support.trustpilot.com/hc/en-us/articles/202616716-Customize-your-company-profile
https://moz.com/learn/seo/off-site-seo
https://moz.com/blog/organic-traffic-without-ranking
https://business.trustpilot.com/reviews/build-trusted-brand/why-does-google-care-if-your-business-has-online-reviews-in-2019

H3: 4. Rank for long-tail keywords with product reviews.

Collecting individual reviews on each of your insurance products can also amp up the SEO
power on each of your offerings, and help you rank for a broader range of relevant keywords.

Customers leave reviews about your individual offerings; you put them front and center on your
product pages. This improves your site’s visibility for long-tail search queries with no copywriting
effort on your part.

H2: Customer reviews enhance paid digital campaign performance
Today’s consumers don’t want ads and slick marketing. In fact:

75% of consumers regularly use an adblocker
Fewer than 3 in 10 consumers report a solid level of trust toward digital advertising
channels.

e Consumers are 65% more likely to click an ad with a customer review.

Our Trustpilot survey shows that US consumers are more likely to make a purchase based on
customer reviews than they are through TV or online advertising.

[insert graphic from p.5 here:
https://2749863.fs1.hubspotusercontent-nal.net/hubfs/2749863/Trustpilot Value%200f%20Rati
ngs%20and%20Reviews Report2023.pdf]

Customer reviews and star ratings can enhance your digital campaign performance on the
channels that have the biggest influence on consumers’ purchasing decisions. Here’s how to
take advantage of that fact:

H3: Qualify for Google Seller Ratings to improve Google Ads performance.

A close relative of review snippets in organic search, Google Seller Ratings are a one-stop-shop
for:

e Adding a healthy dose of social proof to your paid search listings
e Making your business stand out from the competition
e Increasing click-through rate on your Google Ads campaigns

A higher click-through rate often leads to increased sales, and will usually improve your Quality
Score, meaning you'll get traffic at a lower cost per click and, in turn, a lower cost per
acquisition.

Just keep in mind that whether Google Seller Ratings display on your paid search listings is up
to Google’s discretion. Their latest guidelines stipulate that a business must have a certain



https://yoast.com/focus-on-long-tail-keywords/#:~:text=Focusing%20on%20long%2Dtail%20keywords,as%20they%20are%20more%20specific.
https://deloitte.wsj.com/cmo/2018/04/03/are-consumers-adlergic-a-look-at-ad-blocking-habits/
https://business.trustpilot.com/guides-reports/learn-from-customers/trustworthiness-in-advertising-what-consumers-have-to-say
https://business.trustpilot.com/marketing/ratings-in-advertising-report?utm_source=blog&utm_medium=content&utm_campaign=starpower_whitepaper_us_0223
https://2749863.fs1.hubspotusercontent-na1.net/hubfs/2749863/Trustpilot_Value%20of%20Ratings%20and%20Reviews_Report2023.pdf
https://2749863.fs1.hubspotusercontent-na1.net/hubfs/2749863/Trustpilot_Value%20of%20Ratings%20and%20Reviews_Report2023.pdf
https://business.trustpilot.com/guides-reports/build-trusted-brand/can-online-reviews-revive-consumer-trust-in-advertising
https://business.trustpilot.com/reviews/get-seen-in-search/how-to-land-great-reviews-and-boost-your-google-seller-rating
https://support.google.com/google-ads/answer/140351?hl=en
https://support.google.com/google-ads/answer/140351?hl=en
https://support.google.com/google-ads/answer/2375474?hl=en

number of reviews and a certain aggregate rating before those shiny gold stars will appear
below your Google Ads.

Once you earn them, your Google Seller Ratings can appear in Google search results, Google
Shopping listings, and on Google search partners’ listings.

That can make a huge difference in conversions. Just ask TaxSlaver, who saw a 60% increase

in click-through rate for broad match Google Ads campaigns after earning a Google Seller
Rating with Trustpilot reviews.

H3: Improve retargeting campaigns with reviews.

Retargeting campaigns use paid ads to re-engage potential customers who visit your website or
social media profile. In the insurance industry, where consumers are searching for the best
offerings and rates across competitors, retargeting can prove to be a powerful tool.

When deciding on a creative strategy for these retargeting ads, be sure to include reviews in the
ad creative—you’ll see a performance improvement. This can look like:

e Quoting an individual customer review
e Using your overall rating in your ad creative
e Highlighting how many customers have rated you highly.

You can highlight reviews in ad creative without design skills (or even an in-house designer)
using Trustpilot’s social media Image Generator.

Need more proof? See how Blue Insurance upped their click-through rates by 18% and
conversion rates by 24% by using Trustpilot to boost customer engagement through their social
media channel

Learn mor tTr il ial media tools.

H2: Use your customer’s voice to get more from email marketing

Email marketing experts estimate that the average person sends and receives 126 business
emails per day. The average open rate for emails is just 22%. Cut through the noise of email
marketing by letting the customer’s voice do some of the talking.

H3: Boost email click-through rates by adding customer testimonials.

Whether you're drafting a monthly newsletter or a dynamic remarketing campaign, highlighting a

customer review that’s directly related to your offer puts the social proof your customers seek on
full display and increases the odds that they’ll click-through to your landing page.


https://business.trustpilot.com/reviews/browsers-to-buyers/why-wont-my-google-seller-ratings-show-up-and-4-other-gsr-questions
https://business.trustpilot.com/reviews/get-seen-in-search/how-to-land-great-reviews-and-boost-your-google-seller-rating
https://business.trustpilot.com/customer-stories/finance-insurance/why-taxslayer-chose-trustpilot-to-leverage-customer-feedback
https://business.trustpilot.com/customer-stories/finance-insurance/why-taxslayer-chose-trustpilot-to-leverage-customer-feedback
https://business.trustpilot.com/customer-stories/finance-insurance/why-taxslayer-chose-trustpilot-to-leverage-customer-feedback
https://blog.alexa.com/retargeting-vs-remarketing/
https://business.trustpilot.com/customer-stories/finance-insurance/why-taxslayer-chose-trustpilot-to-leverage-customer-feedback
https://business.trustpilot.com/features/social-media-tools
https://business.trustpilot.com/customer-stories/finance-insurance/how-blue-insurance-turned-a-growing-customer-base-into-advocates-with
https://business.trustpilot.com/customer-stories/finance-insurance/how-blue-insurance-turned-a-growing-customer-base-into-advocates-with
https://business.trustpilot.com/customer-stories/finance-insurance/how-blue-insurance-turned-a-growing-customer-base-into-advocates-with
https://business.trustpilot.com/features/social-media-tools
https://www.campaignmonitor.com/resources/knowledge-base/how-many-emails-does-the-average-person-receive-per-day/
https://www.campaignmonitor.com/resources/knowledge-base/how-many-emails-does-the-average-person-receive-per-day/
https://mailchimp.com/resources/email-marketing-benchmarks/
https://business.trustpilot.com/reviews/inside-trustpilot/social-proof-in-email-marketing-is-easier-than-ever-with-trustpilots-klaviyo
https://business.trustpilot.com/reviews/inside-trustpilot/social-proof-in-email-marketing-is-easier-than-ever-with-trustpilots-klaviyo
https://www.campaignmonitor.com/blog/email-marketing/2019/06/improve-your-ctr-using-social-proof/#:~:text=4.,a%2037.5%25%20increase%20in%20conversions.

e 82% of shoppers say ratings and reviews in email marketing make them more likely to
purchase
52% say the same of an influencer endorsement
34% say the same of a public figure endorsement

We spoke with John McBriarty, Technology Partnerships Manager at Dotdigital, a leading email
service provider. In a 2022 survey, they asked consumers what makes them more trusting of a
brand. The third most-selected factor was "The brand is rated highly on review sites (e.g.
Trustpilot)” - beating out recommendations by friends and family. This trust-building ability
means reviews can help drive better email conversions.

H3: Let customer reviews do the talking in your welcome campaigns.

John adds that "Customer reviews in email campaigns have a unique ability to showcase your
killer insurance products to prospective customers in the voice of existing customers. This can
drive a sense of community, making your most dedicated customers an extension of your own
marketing team. It's really hard to create marketing materials and content in-house that are as
authentic as those created by your customers! We recommend showing them off to new
contacts on your list as soon as you can. For example, right after a new visitor has requested a
quote, when you know they’re considering your products but are still shopping around for a
trusted provider.”

Welcome campaigns are your first opportunity to build a direct relationship with a future
customer. It's an ideal time to let positive customer experiences do the work:

e Include a relevant customer review in each email, speaking to the customer’s specific
interest. If they’re on the hunt for home insurance, include a review praising the array of
home policies you offer.

e For less personalized campaigns, focus on reviews that reinforce your key competitive
differentiators, like your simple-to-use app or your best-in-class customer service or
claims process.

e Show off brand personality by curating some surprising or funny customer reviews.

H3: Establish trustworthiness in the email header, footer, and subject line.

Every email you send should include proof of your trustworthiness. One easy way to achieve
this is by including your star rating in your email template’s header, adding a customer
testimonial in the footer, and leading with social proof in the subject line. For example:

e "Here’s what customers are saying about our coverage."
e "Thank you for making us a 5 star company."
e "5 ways we’ve used your reviews to improve our customer service."


https://business.trustpilot.com/guides-reports/build-trusted-brand/why-and-how-social-proof-influences-consumers

e "Meet Kevin, our top insurance rep."

"When sending marketing emails, we believe including Trustpilot in our email header speaks
volumes about our trustworthiness and legitimacy without having to say anything at all! As a
relatively new business, this is vital to our continued success and growth." —Jillian Lore, Digital
Marketing Specialist, Rush49

H2: Improve website conversion rates by putting customer reviews front and center
Today, 89% of consumers check online reviews throughout their shopping journey. So, by the
time a potential customer lands on your insurance business website, chances are they've

already formed a first impression about it.

In an industry where shoppers can get overwhelmed with options, highlighting important metrics
like customer satisfaction on your website can improve your conversion rate.

H3: Use reviews to make a stellar first impression on your homepage.

When you improve the performance of your marketing campaigns by leveraging the power of
trusted reviews, you're likely to drive a lot more qualified traffic to your website. If your goal is
turning more site visitors into customers, your website should be just as compelling as the
marketing materials that led them there.

Even if the majority of your site visitors arrive via a specific landing page, there’s a good chance
they’ll still want to check out your homepage, especially if they’re unfamiliar with your brand.

Use customer reviews to highlight your business’s value propositions. For example:

e Showcase the quality and quantity of your reviews. For example, “We received 2,365
reviews this year, and 95% of customers gave us a 5/5.”

e Highlight the efficiency of the claims department, with reviews praising the speed at
which claims are addressed.

e Spotlight reviews that speak to the customer service of the insurance reps, using reviews
discuss how easy and helpful they were to work with.

“We wanted to introduce customer testimonials on our websites. Rather than posting our own
content which other businesses had done, we wanted to add something which would be an
independent verification of service and product. So we decided to look closer at Trustpilot.”—/an
Kennedy, Head of Marketing at Blue Insurance

H3: Add review widgets to pages to make the buying decision easy.

Product reviews are more than an SEO secret weapon—they can also make conversions
skyrocket on the product pages for your various insurance offerings. Here’s why:



https://business.trustpilot.com/reviews/build-trusted-brand/4-things-every-business-owner-should-know-about-the-state-of-reviews
https://business.trustpilot.com/reviews/browsers-to-buyers/what-is-conversion-rate-optimisation
https://business.trustpilot.com/customer-stories/finance-insurance/how-blue-insurance-turned-a-growing-customer-base-into-advocates-with
https://business.trustpilot.com/customer-stories/finance-insurance/how-blue-insurance-turned-a-growing-customer-base-into-advocates-with
https://uk.business.trustpilot.com/customer-stories/get-seen-in-search/ann-summers-uses-product-reviews-to-increase-sales-up-to-230
https://uk.business.trustpilot.com/customer-stories/get-seen-in-search/ann-summers-uses-product-reviews-to-increase-sales-up-to-230

e According to Shopify, 79% of online shoppers trust information shared in product reviews
as much as a personal recommendation.
e Product reviews are 12x more trusted than the business’s own product descriptions.

In short, showing relevant reviews on product pages makes it easier for hesitant insurance
shoppers to decide which coverage or plan they want to buy.

H3: Add star ratings to the site header and footer to make every page more trustworthy.

Depending on what they searched to find your business, customers can land on almost any
page on your site from the SERPs. With this in mind, every page is an opportunity to convince
them to make the critical decision to purchase, and adding your star rating to page headers or
footers establishes your trustworthiness loud and clear.

H3: Reduce your exit rate by adding reviews and ratings to key conversion points and
exit pages.

Every journey has a start point and an end point—and if that end point isn’t the order
confirmation page, you should take the opportunity to increase your conversion rate.

First, identify pages with high exit rates by checking out your exit page performance in Google
Analytics and noting which ones have high traffic and a high exit percentage. With exit pages,
it's worth taking the time to look at the actual page and see if you can spot a problem.

For example, there may not be enough calls to action on those pages to keep people on the
site. Or, the page could be a dead end for visitors. Are there any customer review sentiments
that might help keep people on this page?

Trustpilot's Review Tagging feature makes this easy. Tag reviews that mention unique features,
filter reviews by those keywords, find a testimonial that raves about customer service or unique
app experiences, and feature it on the page.

This tiny consideration could lead to a meaningful drop in your exit rate and more conversions
down the line.

H3: Grow your business by amplifying the voice of the customer.

If you made it this far, it should be clear that there are endless creative ways to integrate
reviews into your marketing strategy to attract more customers and make sure they convert.

Reviews are at the core of a marketing strategy for insurance business growth. When visitors
are coming to your brand from a vulnerable place, being able to communicate your
trustworthiness quickly is ideal. That all starts with customer reviews.


https://www.shopify.com/blog/15359677-why-online-store-owners-should-embrace-online-reviews
https://econsultancy.com/ecommerce-consumer-reviews-why-you-need-them-and-how-to-use-them/
https://business.trustpilot.com/features/trustbox-widgets
https://www.paperstreet.com/blog/how-to-use-google-analytics-to-identify-exit-pages-and-improve-them/
https://business.trustpilot.com/features/review-tagging

If you really want to make the most of your customer reviews, focus on growing your review

collection until your social proof reaches critical mass. This makes it easier to highlight your
reviews across your marketing channels and eventually tailor your review curation to campaigns

and product promotions.

So, the next time you approach a marketing campaign for your insurance business, ask yourself
if customer reviews could boost performance results. You heard it here first: the answer is yes.

Speak to one of our review experts today.


https://business.trustpilot.com/features/review-invitations
https://business.trustpilot.com/features/review-invitations
https://business.trustpilot.com/reviews/build-trusted-brand/3-reasons-why-you-really-need-to-get-more-reviews
https://business.trustpilot.com/request-demo

