












GOOGLE+ 
When Google launched Google+ in 2011, the search engine giant had high hopes for its new social 
network. Google+ (also known as Google Plus) was designed for networking, marketing, and socializing 
purpose, and it even came with a built-in user base. Anyone who belonged to another Google service 
(such as Gmail or YouTube) would automatically have a Google+ page.

Five years and several redesigns later, Facebook and LinkedIn are still the go-to social networks for 
businesses and consumers. However, Google recently launched one of its most significant redesigns to 
date. Now, the underused service is a social "interface" with a variety of marketing and multimedia 
purposes.

FIND NEW CLIENTS WITH COMMUNITIES

Because Google+ is no longer a traditional social network, its newest features capitalize on a non-traditional 
form of networking. Google+ Communities are designed to enable interactions and discussions between 
strangers with similar interests, rather than people who already have connections in real life. Engage with 
people who are likely to need the kind of insurance you sell, and with other businesses that reach local 
demographics.

Of course, traditional marketing is also still possible. Though Google stopped making Google+ signups 
automatic in 2015, most of your Gmail and YouTube contacts probably already have pages. And because 
Google's many properties are so well-integrated, your Google+ page could also reach people who are 
using Google or Google Maps to search for insurance agents in the area. Build up your list of contacts and 
boost your online visibility by keeping your page up-to-date and posting plenty of informative, well-
organized content.

TAKE ADVANTAGE OF GOOGLE METRICS 

Google+ also has some marketing and research tools that other social networks don't offer. For example, 
Google+ Views allows you to track the popularity of your page and individual content posts according to 
view counts and user activity. Google also offers free and fee-based marketing tools that zero in on the 
demographics you're reaching (or want to reach), allowing you to better understand your market and 
cater to their needs.

Google+ Collections is another new and efficient way to share content with specific users, and it 
integrates the benefits of many Google+ marketing services. The feature allows you to separate your 
posts, including photos, texts, links, and videos, into different topics. For example, a homeowners 
insurance company might benefit from a Google+ page with different collections for energy-saving tips, 
DIY projects, home safety, and other related topics. 

You may not be familiar with Google+, but don't count it out just yet. Now that it allows users to zero in 
on the exact topics they want to discuss, you have more opportunities to fine-tune your marketing 
strategies and deliver the content your clients and potential clients actually want to see.



       INSTAGRAM
More than 400 million people regularly use Instagram, a mobile app and social network with 
more marketing potential than ever before. The photo-sharing app was once exclusive to iPhone 
users, who could only share square-shaped images. However, as it continues to evolve, the app's 
features have become more accommodating and its user base has ballooned to include more 
potential clients. Make an e�ort to post high-quality Instagram content that turns views and 
likes into clicks, emails, and signatures on the dotted line.

STAND OUT WITH AN INSTAGRAM SIGNATURE

Your visual aesthetic should distinguish your Instagram account – and therefore, your business – 
from others on your clients' phones. Keep your color scheme, editing style, and captions consis-
tent. If your Instagram marketing strategies are successful, your content will be a re�ection of the 
values and demographics that are essential to your brand. Your photos and posting habits will 
tell others how you do business, and invite them to stay in touch and form a lasting impression 
of your brand.

Instagram is also a great way to humanize your business, especially if you make an e�ort to inter-
act with others. Follow other local businesses, reply to comments, and maintain a warm, friendly 
tone throughout all your captions and social media marketing campaigns. A branded watermark 
may distract from the casual, impromptu interactions that make Instagram such an e�ective way 
to engage with clients and potential clients. However, you may end each caption with the same 
insurance-related hashtag, and prepare a series of photos and videos that introduce your smil-
ing agents. Post photos of community events and celebrations, not just headshots of employees, 
to earn trust and increase your likeability and visibility.

TAKE ADVANTAGE OF INSTAGRAM ADS

You don't have to rely on your limited pool of followers to make your Instagram posts e�ective. 
Instagram �nally joined the ranks of Facebook and Twitter in 2015, introducing an advertising 
option that integrates sponsored posts into live feeds. These posts appear among the other 
photo posts on a user's feed, but they include additional options and are distinguished by a 
subtle "Sponsored" tag at the top right. You may pay to promote a photo, video, or "carousel" of 
multiple images, and all formats support a "learn more" button that links directly to your profes-
sional website.

This is important, because Instagram captions cannot contain hyperlinks. Unless you pay for 
Instagram Ads, the only way to prompt direct action is to encourage users to click the link in your 
account bio, or expect them to copy and paste URLs from your captions. Of course, sponsored 
Instagram posts also reach a much broader audience. Even if you attract hundreds of followers 
with hashtags that connect your posts to the local community, there are still thousands of other 
potential clients who may only follow their friends and family members. Sponsored posts 
increase your online visibility and ensure that more people are aware of your brand and exposed 
to your calls-to-action.
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