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How to read this 
This is a field guide. It is not a sales document. It explains, in plain English, how the new generation of AI 

search tools (ChatGPT, Gemini, Perplexity, Google AI Overviews, Microsoft Copilot, Claude) decide which 

local insurance agencies to recommend, name, and cite when a consumer asks for one. 

If you read nothing else, read the first three pages. The Bottom Line and the four-pillar framework will 

tell you most of what you need to know. The rest of the document is reference material. Term 

definitions, agency-specific authority signals, common mistakes, what is coming next, and a 25-item 

checklist you can hand to a web developer or work through yourself over a weekend. 

Two ground rules: 

•​ Plain English first. Every technical term gets defined the way you would explain it to a friend at 

the coffee shop, then we get into why it matters. 

•​ No fear, no hype. Some of this is uncomfortable, but it is also fixable. Most of the items in the 

checklist are free or close to it. 

The Bottom Line 

The way consumers find a local insurance agent has changed structurally in the last 24 months. 

Most people no longer scroll through a page of blue links. They ask an AI a question and get a 

synthesized answer with a short list of recommended agencies. Whether your agency is on that 

short list is determined by signals you can control, but most independent agencies are not yet 

sending those signals. The goal of this brief is to tell you what those signals are and what to do 

about them. 
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1. The shift to AI-driven discovery 
For twenty years, finding an insurance agent online worked the same way. You typed a few words into 

Google, got a page of blue links, and clicked one. That model is being replaced. Today, people type full 

sentences (or speak them out loud) into ChatGPT, Gemini, and Perplexity, and the AI gives them an 

answer. Not a list of links. An answer. 

The average AI search today is a 23-word sentence, not a 3-word keyword string. A consumer in coastal 

Mississippi might type: "Who is a reliable independent home insurance agent in Harrison County that 

understands hurricane windstorm deductibles?" The AI does not return ten blue links. It returns one 

paragraph naming two or three agencies. 

What the data shows 

Three numbers tell the story: 

Search metric 2024 2026 What it means for you 

Searches that end without a 
click 

58% 65% Most users get their answer on the 
search page itself 

Mobile searches that end 
without a click 

65% 77% Your site has to be easy for AI to 
read, not just easy for a human to 
look at 

Google queries that show an AI 
summary 

6% 16% AI summaries are stealing the top 
of the page 

Click-through rate to traditional 
links 

~50% ~32% Old-school SEO yields fewer raw 
clicks every year 

Conversion rate of AI-referred 
traffic 

Baseline +23% The clicks that do come through are 
more qualified 

 

Why this matters for an independent agency 

The clicks you used to compete for are disappearing. But here is the upside that does not get talked 

about enough: the clicks that do come through after an AI recommendation convert at a 23 percent 

higher rate than traditional search traffic. The traffic got smaller, and it got better. When an AI tells 

someone you are the right agency to call, they call ready to buy. 

The exclusivity is also stark. On ChatGPT, only about 1.2 percent of local businesses ever get 

recommended in any given category. AI search is roughly 30 times more selective than traditional 

Google. If you are in the recommendation set, you have an enormous structural advantage. If you are 

not, you are invisible to a fast-growing share of buyers. 

What "on the list" actually means 
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When an AI recommends agencies, it usually names three to five. Behavioral data shows that 74 

percent of users pick the first one named. Position one is dominant. The goal of everything in this 

brief is to be named first, or at least named in the set. 

 

2. How AI engines decide who to recommend 
Different AI engines look at different signals. They are not interchangeable. The good news is that the 

signals that matter to one engine usually matter to all of them, just in different proportions. The six AI 

engines you need to know about are below. 

 

ChatGPT (with browsing / SearchGPT) 

Where it looks: Bing's index, Foursquare (about 70 percent of its local data), business directories, 

structured agency websites. 

What it weighs heaviest: Whether your business data is consistent across multiple directories. 

Whether your site gives plain-language, scannable answers. 

Name vs. describe: Names you if your information is consistent everywhere it appears. Defaults to 

generic answers when data is messy or contradictory. 

Known bias: Strongly favors businesses with third-party validation. Sites with heavy JavaScript or 

generic promo copy get skipped. 

Perplexity 

Where it looks: The live web, with a strong preference for fast, accessible, fact-dense sites. 

What it weighs heaviest: Specialized, deeply structured information. Verifiable details (dates, 

numbers, step-by-step answers). Direct question-answer matches. 

Name vs. describe: Cites the site that gives the cleanest, most authoritative answer. Usually 

attaches a footnote citation back to the source. 

Known bias: Extremely sensitive to robots.txt permissions. Blocks AI bots and Perplexity skips you 

entirely. Favors niche directories in regulated industries like insurance. 

Google AI Overviews 

Where it looks: Google's core ranking systems, the Knowledge Graph, Google Business Profiles, 

Google Maps. 

What it weighs heaviest: Entity clarity (is your business clearly identifiable?), NAP consistency, 

Google review volume and rating, deep topical authority on each line of insurance you write. 
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Name vs. describe: Names you on highly local queries when your Google Business Profile is fully 

built out and tied to a strong website. 

Known bias: Favors established entities within the Google ecosystem. Heavily rewards sites with 

strong Core Web Vitals and visible E-E-A-T signals. 

Gemini (with Google Search and Maps) 

Where it looks: Google Maps API, Google Business Profile, the live Google search index. 

What it weighs heaviest: Consistent contact details across the web, high review volume, clear 

on-page explanations of services and specific coverages. 

Name vs. describe: Names agencies that are distinct, verified entities in Google's database. 

Known bias: Severely penalizes inconsistency. Different addresses on Yelp vs. Facebook vs. your site 

and Gemini stops recommending you. 

 

Claude (with web access) 

Where it looks: Anthropic's real-time index plus third-party APIs (Brave, Tavily, Serper) for local 

results. 

What it weighs heaviest: Logical content flow, structured data, jargon-free writing. Uses "dynamic 

filtering" to pull only the most relevant snippets. 

Name vs. describe: Names brands in 97 percent of its responses. Specifically names agencies that 

clearly state target audience, services, and geography in machine-readable formats. 

Known bias: Strongly favors sites with clean heading hierarchies (H1, H2, H3) and short paragraphs. 

Sprawling unstructured walls of text get filtered out. 

Microsoft Copilot 

Where it looks: Bing's search index, Bing Places for Business, Yelp, the Better Business Bureau, local 

chambers of commerce. 

What it weighs heaviest: Verified Bing Places profile. Comprehensive schema markup. The 

IndexNow protocol for rapid content updates. 

Name vs. describe: Builds local recommendations almost entirely from claimed Bing Places listings 

that match the schema on your website. 

Known bias: Entirely dependent on the Microsoft and partner ecosystem. No Bing Places profile 

means no visibility. 
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Pattern across all six 

Every AI engine is asking three questions: Can I identify you as a specific business? Do other sources 

agree that you exist and are who you say you are? Can I extract a clean answer from your site 

without working too hard? Hit those three and you are competing. 

 

3. The terms decoded 
These are the technical terms that come up in any conversation about AI search visibility. Plain English 

first, then why it matters for your agency, then a concrete example. If you understand the twenty-two 

below, you can hold your own in any meeting with a web developer or marketing agency. 

Structured data and how AI reads your site 

Schema markup / structured data / JSON-LD 

In plain English: A digital sticky note glued to the hidden code of your website that explicitly tells a 

robot exactly what the page is about, so the robot does not have to guess. 

Why it matters: AI cannot see your beautiful website design. It reads raw code. Schema hands the 

AI exact facts in its native language. No ambiguity, much higher chance of citation. 

Example: Good: Using code to explicitly tell the AI "this page is about a Commercial Auto Insurance 

Policy sold in Tupelo, Mississippi." Bad: Hoping the AI figures it out by reading a generic paragraph 

about cars and trucks. 

Organization schema 

In plain English: A digital birth certificate that proves to search engines your agency is a real, 

officially recognized corporate entity. Not just a random blog. 

Why it matters: Establishes the root identity of the brand. Prevents AI from confusing your agency 

with another company that has a similar name. 

Example: Good: Tagging your homepage with Organization schema that links to your official 

corporate LinkedIn and Facebook. Bad: Having no code connecting your website to your wider 

brand footprint. 

LocalBusiness schema 

In plain English: A machine-readable storefront sign that tells AI exactly where your office is located 

on a map and exactly when the doors are open. 
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Why it matters: AI engines use this to confidently answer "insurance near me" queries and to verify 

you are actually open before sending users your way. 

Example: Good: Including exact operating hours (e.g., Mon-Fri 8am-5pm) in the site's code. Bad: 

Listing your hours only as text inside a JPEG image that robots cannot read. 

InsuranceAgency schema 

In plain English: A specialized storefront sign that tells the AI you are not just any local business. 

You are a licensed entity that specifically sells insurance policies. 

Why it matters: Resolves a critical ambiguity. Prevents AI from mistaking your commercial agency 

for a commercial real estate firm or a financial planner. 

Example: Good: Using InsuranceAgency markup on your primary location page. Bad: Tagging your 

home page with the generic "Organization" tag. 

Person schema 

In plain English: A digital business card for an individual human that proves their expertise, 

licensing, and professional background directly to a machine. 

Why it matters: AI actively looks for human expertise when judging trustworthiness in regulated 

industries. Tying content to a real licensed agent elevates the authority of the information on the 

page. 

Example: Good: Using Person schema to link an agent's bio page to their NPN and their LinkedIn 

profile. Bad: Publishing insurance articles under a generic "Admin" or "Staff" account. 

FAQPage schema 

In plain English: A digital highlighter pen that points out question-and-answer pairs to AI bots. 

Essentially says "here is exactly how to answer this customer question." 

Why it matters: AI chat interfaces are constantly looking for direct answers to give their users. This 

format lets them lift your answers verbatim. 

Example: Good: Marking up "How much does flood insurance cost in Mississippi?" with the exact 

numeric answer in code. Bad: Burying the answer 800 words deep in an unstructured blog post. 

Review / AggregateRating schema 

In plain English: A digital scoreboard that permanently broadcasts your average star rating and 

total review count directly into search algorithms. 

Why it matters: AI engines treat this as mathematical social proof. They are reluctant to 

recommend businesses with poor or unverified reputations. 
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Example: Good: Code that explicitly tells the AI "this agency has a 4.9 average from 150 reviews." 

Bad: Pasting static testimonial text on a page with no markup behind it. 

 

Trust, authority, and consistency 

E-E-A-T (Experience, Expertise, Authoritativeness, Trust) 

In plain English: The background check search engines perform to make sure the person giving 

advice actually knows what they are talking about and is not going to hurt the consumer. 

Why it matters: AI engines will not cite sources they consider financially or legally risky. Visible 

human experience and verifiable credentials build the trust required for an AI recommendation. 

Example: Good: An article written by an agency owner detailing a real claims scenario they handled 

locally after a storm. Bad: Generic machine-written definitions of what a "premium" is. 

NAP consistency (Name, Address, Phone) 

In plain English: Making sure your agency's name, street address, and phone number are spelled 

and formatted exactly the same way on every single website on the internet. 

Why it matters: AI treats mismatched addresses as a sign of unreliability. Perfect consistency is a 

massive trust signal. Inconsistency breaks AI confidence entirely. 

Example: Good: "123 Main St, Suite 4" listed identically on Google, Yelp, Bing, and your website. 

Bad: "123 Main Street" on the website but "123 Main St. #4" on Apple Maps. 

Backlinks and citations 

In plain English: Backlinks are digital votes of confidence from other websites linking to yours. 

Citations are directory listings, the modern equivalent of phone book entries. 

Why it matters: AI models trust what other sites say about you more than what you say about 

yourself. These act as critical third-party proof. 

Example: Good: A link from the local Chamber of Commerce website to your homepage. Bad: 

Buying hundreds of links from spammy overseas websites. 

Brand mentions vs. linked citations 

In plain English: A brand mention is someone dropping your agency's name in conversation. A 

linked citation is dropping the name and handing the person a business card. 

Why it matters: Unlinked mentions still carry real weight because AI analyzes the context around 

your name to understand brand sentiment, even without a link back. 
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Example: Good: A local news article praising the agency for a charity drive, even if they forget to 

link your website. Bad: Having an invisible brand presence off-site entirely. 

Knowledge Graph entities 

In plain English: A giant digital spider web where search engines connect dots, understanding that 

your specific agency is tied to a specific city and a specific type of insurance. 

Why it matters: If you are not recognized as a definitive "entity" in the Knowledge Graph, AI treats 

your site as generic text rather than a real local business. 

Example: Good: A robust Google Business Profile, a Chamber listing, and clean schema lock you in 

as a known entity. Bad: AI thinks you are just a random blog because of weak structural signals. 

Entity recognition 

In plain English: The AI's ability to read a paragraph and realize that "Smith & Sons" is an insurance 

business, not a family history project. 

Why it matters: Businesses with weak entity signals are completely excluded from AI answers. The 

machine cannot confidently categorize you. 

Example: Good: Consistent naming everywhere so the AI always recognizes your brand. Bad: Three 

different nicknames and abbreviations for the agency scattered across your website. 

Author / agent attribution 

In plain English: Proof that a real, qualified human being wrote the article, rather than a faceless 

corporation or a generative AI bot. 

Why it matters: Satisfies the "Experience" and "Expertise" requirements of E-E-A-T. AI engines 

strictly require this before they will trust and cite insurance advice. 

Example: Good: Every blog post ends with a bio of the specific licensed agent who wrote it, 

including their years in the industry. Bad: Articles authored by "Admin" or "Staff." 
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Technical mechanics 

Crawlability and indexability 

In plain English: Crawlability means the robot can walk through the front door of your store. 

Indexability means the robot is allowed to take a catalog home to remember you. 

Why it matters: If AI bots cannot navigate your site because of broken links or technical barriers, 

your content does not exist in their universe. 

Example: Good: A clean, logical menu where every page is reachable by a normal link. Bad: Hiding 

important service details behind a complex dropdown menu or a login screen. 

Core Web Vitals 

In plain English: A technical scorecard grading how fast your site loads, how smoothly it responds 

when clicked, and whether the screen jumps around while a user is reading. 

Why it matters: AI engines will not send users (or cite sources) that provide a frustrating, slow, or 

broken mobile experience. 

Example: Good: A site that loads instantly on a phone without text shifting around. Bad: A site 

bogged down by huge uncompressed images that take ten seconds to load. 

Page authority vs. domain authority 

In plain English: Domain authority is the overall reputation of your whole brand. Page authority is 

the reputation of one specific page or article. 

Why it matters: AI pulls specific answers from specific pages. High domain authority gets you 

noticed, but the individual page still has to be authoritative and precise to actually get cited. 

Example: Good: A highly detailed, well-linked page on "Mississippi Coastal Coverage." Bad: Relying 

on the homepage alone to rank you for every service line you offer. 

AI citation readiness 

In plain English: How perfectly organized and labeled your website is so that an AI can easily copy, 

paste, and accurately credit your agency's information. 

Why it matters: Dictates whether AI sees you as a viable source for Answer Engines. Lack of 

readiness equals invisibility. 

Example: Good: Content chunked into short, factual bullets with clear headings. Bad: Long rambling 

paragraphs that hide the actual answer beneath marketing fluff. 

Generative Engine Optimization (GEO) 
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In plain English: The modern version of SEO. Instead of optimizing to get a blue link on Google, the 

goal is to be the spoken or written answer that comes out of ChatGPT or Gemini. 

Why it matters: Targets the exact mechanisms (entity clarity, structured data, direct answers) that 

AI models use to build their outputs. Ensures you are part of the synthesis. 

Example: Good: Rewriting your service pages to answer common customer questions in plain 

language up front. Bad: Stuffing pages with keywords like it is 2015. 

Answer Engine Optimization (AEO) 

In plain English: Formatting content so clearly that if an AI is asked a question, it can read your 

exact sentence as the definitive answer. 

Why it matters: AI engines prefer to give immediate answers rather than links. AEO ensures you 

provide the exact sound bite the AI is looking for. 

Example: Good: Starting a paragraph with "The average cost of auto insurance in Jackson is..." Bad: 

Making the user read 500 words of history before the price appears. 

llms.txt files 

In plain English: A VIP tour guide document specifically written for AI bots, telling them exactly 

what your agency does and pointing them to your most important pages. 

Why it matters: Acts as a cheat sheet. Skips past navigational clutter and feeds the AI the best 

information about your business directly. 

Example: Good: Uploading an llms.txt file that lists your core services, locations, and mission. Bad: 

Leaving AI bots to blindly guess your site structure. 

Robots.txt and AI crawler permissions 

In plain English: The "Do Not Enter" or "Welcome" sign at your website's front door that controls 

which robots are allowed inside. 

Why it matters: If your site blocks AI bots (like GPTBot or ClaudeBot), you completely erase yourself 

from that AI's training data and live search results. 

Example: Good: Configuring robots.txt to explicitly allow AI crawlers access to your public service 

pages. Bad: A blanket "Disallow" rule that locks out AI systems because of an overly strict privacy 

setting. 
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4. Authority signals specific to insurance 
Insurance falls strictly under what AI engines call "Your Money or Your Life" content. That means 

anything that affects a person's financial stability, legal standing, or health. AI engines apply stricter 

filters to YMYL content than to almost anything else. The bar to be trusted by AI is higher for an 

insurance agency than it is for a coffee shop. Here is what insurance-specific authority looks like to a 

machine. 

Named, licensed agents with credentials 

AI engines verify the existence of real humans. A generic "About Us" page describing a faceless team is 

mathematically insufficient. Your agents need to be listed by name, with their National Producer 

Numbers (NPN) and state license numbers visible. Even better, with Person schema markup that 

explicitly tags those credentials so the AI can cross-reference them against public databases like the 

National Insurance Producer Registry (NIPR) or the Mississippi Insurance Department's Sircon system. 

Carrier appointments and years in business 

Authority comes from relationships and longevity. Display your carrier appointments clearly. Authorized 

for Travelers. Safeco. Progressive. Whoever you write through. This gives the AI relational context. Also 

state your founding year. Longevity is a stability signal in regulated industries. 

Professional association memberships 

Big I. PIA. Your state association. These memberships matter because the associations themselves 

maintain public directories that AI engines cross-reference. If you claim to be an independent agent and 

the AI cannot find you in those directories, confidence drops. Make sure your listings in those directories 

are accurate and current. 

Continuing education and designations 

CIC. CPCU. CISR. AAI. These letters mean something to AI. The entity-recognition models that power AI 

search treat designations as markers of deep, specialized expertise. They lift you above generalist 

competitors who only hold the baseline license. Display them in agent bios, in schema markup, and in 

any byline. 

Reputation, press, and community involvement 

AI engines actively scrape the Better Business Bureau, Google Reviews, and Yelp. Review volume matters 

as a baseline, but what matters more is the actual text of the reviews. Fifty reviews that mention specific 

city names and specific policy types are more valuable than five hundred reviews that just say "great 

service." Encourage clients to be specific when they leave a review. Mentions of your agency in local 

press, sponsorships of local events, and listings on the local Chamber of Commerce all anchor you in the 

local Knowledge Graph. 
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Compliance signals and trust badges 

Trust badges only count if a machine can verify them. A generic "100% Satisfaction Guaranteed" graphic 

is algorithmic noise. A badge that actually links back to a state Department of Insurance verification 

page, an embedded SSL certificate that secures the site, or an active link to a real BBB profile is a 

measurable compliance signal. Choose verifiable badges over decorative ones. 

The hardest signal to fake 

Of everything in this section, the one captive agencies cannot easily replicate is deep local press 

and community involvement. A State Farm corporate office in Bloomington, Illinois is not going to 

write a blog post about hurricane windstorm deductibles in Pascagoula. You are. Local expertise is 

your moat. 

 

5. The local shortlist problem (and how independents 
win it) 
When a consumer asks an AI "who should I call for home insurance in Jackson, MS?" the AI generates a 

shortlist. Usually three to five agencies, named in order. The order is not random. The top name gets 

picked 74 percent of the time. Position one is everything. 

How the AI builds the shortlist 

The AI runs a hierarchy of checks. Relevance to the question (does this agency match the location and 

the type of insurance being asked about?). Entity confidence (is this agency clearly identifiable, with 

consistent data?). Third-party validation (do other sources confirm the picture?). It then ranks the 

candidates and outputs the top three to five. 

Why captives tend to win by default 

National captive agencies (State Farm, Allstate, GEICO) have an enormous structural advantage. Millions 

of data points. Standardized NAP data managed by enterprise software. Centralized domain authority. 

Massive advertising footprints that have essentially trained AI models to recognize their brand 

effortlessly. When an AI is unsure of the local landscape, it defaults to the safest, statistically most 

probable answer. A national carrier. This is the structural problem independent agencies face. 

How an independent breaks into the shortlist 

The answer is not to compete on scale. You will lose that fight every time. The answer is to win on what 

AI calls geo-authority. Deep, specific, local expertise that the captives cannot replicate from a national 

headquarters. 

This looks like: 
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•​ Service pages that explain specific local situations. Not "home insurance." Hurricane windstorm 

deductibles in Harrison County. Wildfire mitigation discounts for properties in DeSoto National 

Forest. Flood coverage above and beyond the NFIP for properties in the Mississippi River 

corridor. 

•​ Niche specialty pages. Contractor general liability for builders working in Tupelo. Restaurant 

liquor liability in the Coast. Specific is winnable. Generic is not. 

•​ Content that names specific carriers, specific endorsements, and specific premium ranges. AI is 

trying to find the most authoritative answer to a specific question. Generic prose loses to specific 

guidance every time. 

The role of Google Business Profile and reviews 

Google Business Profile (GBP) is the foundational data source for local AI discovery. Claude, Gemini, and 

Google AI Overviews all lean on Google Maps API data. An outdated or sparse GBP is a near-guarantee of 

exclusion from AI shortlists. 

On reviews, volume gets you in the conversation. Specificity wins the spot. Fifty recent reviews that 

mention specific cities and specific policy types give AI more useful context than five hundred old 

reviews that say "great service." Ask happy clients to be specific. "They helped us shop our home and 

auto in Belmont last spring and saved us $1,400" is the kind of review that AI engines parse, weight, and 

use. 

 

6. What breaks AI visibility 
Most agencies make the same six mistakes. Each is fixable. Some are fixable in an afternoon. 

Building on rigid website platforms without schema 

Wix, Squarespace, and GoDaddy are visually appealing and easy to use. They also historically struggle 

with deep, customizable structured data. If you rely on the platform's defaults without manually adding 

proper JSON-LD code, AI engines struggle to extract specific entity details. You will lose to competitors 

with better-structured sites, even if your design looks nicer. This does not mean you have to leave Wix or 

Squarespace. It does mean your developer needs to manually inject schema. 

Hiding agent names behind generic contact forms 

AI engines demand human accountability for YMYL content. A "Contact Us" form that never names a 

single human agent, lists no credentials, and shows no faces scores extremely low on E-E-A-T. If AI cannot 

verify who is providing the insurance advice on your site, it will not cite you. List your agents. Show their 

faces. Show their NPN. Make them findable. 

Outdated Google Business Profiles and duplicate NAP 
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Inconsistency is mathematically fatal. Duplicate locations. Old phone numbers on Yelp. Wrong hours on 

Facebook. The AI detects the conflict and applies a safety guardrail. It would rather recommend no one 

than recommend an ambiguous entity. Audit every directory at least once a year. Fix mismatches the day 

you find them. 

Generic "we offer auto, home, and life" pages 

A single page that lists every service in a paragraph gives AI nothing to extract. AI works in chunks. Each 

insurance line you write needs its own page, with its own deep content, its own FAQs, and its own local 

relevance. Generic is invisible. Specific is the entire game. 

Blocking AI crawlers (sometimes by accident) 

Many business owners block AI bots without knowing it. Some privacy plugins enable a blanket Disallow 

rule by default that locks out GPTBot, ClaudeBot, and similar crawlers. If those bots cannot enter your 

site, you are erased from that AI engine entirely. Have your developer audit your robots.txt and confirm 

AI crawlers are explicitly allowed on your public service pages. 

Heavy JavaScript that AI cannot read 

Some modern sites are built entirely on JavaScript frameworks that require the browser to render the 

page before any text is visible. AI bots often abandon these sites because rendering is expensive. Critical 

information (your name, address, phone, services) needs to live in basic HTML, not inside an animated 

component that only loads after a user clicks something. 

 

7. What is coming next (2026 to 2027) 
Three shifts are coming over the next 24 months. Each accelerates the changes already in motion. 

Agentic AI shoppers 

By 2027, the consumer's AI assistant will shop on their behalf. Rather than a person searching for 

insurance, the consumer will deploy a personal AI agent to compare carriers, request quotes, and verify 

policies. These agents will read your website not as humans do, but as machines. They will parse APIs, 

structured data, and policy details. Morgan Stanley forecasts agentic commerce will capture up to $385 

billion of U.S. e-commerce by 2030. Gartner projects AI agents will mediate $15 trillion in B2B spend. 

Agencies without machine-readable, deeply structured digital environments will simply be bypassed. 

The shift from "rank" to "cite" 

Ranking on page one of Google no longer guarantees AI visibility. Recent audits show a persistent 

disconnect: businesses that rank well on traditional Google searches are frequently absent from the AI 

summaries that appear at the top of those same pages, because they lack the specific entity signals AI 

requires. Optimizing to be cited (not just to rank) is becoming the new baseline. 
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Apple Intelligence and Siri-driven local discovery 

Apple launched its "Apple Business" platform in April 2026 alongside iOS 27. Siri is evolving into a 

capable local discovery agent, drawing on Apple Maps, Mail, Wallet, and proprietary third-party data 

(notably Foursquare). Voice queries to Siri for local services will increasingly bypass Google entirely. 

Claiming and maintaining an Apple Business listing is the same conversation Bing Places was in 2018. 

Cheap, fast, and consequential. 

The headline shift 

By 2027, the primary audience for your website will be a machine. Not a human. Websites will 

function less like brochures and more like structured databases. Clean code, deep schema, fast load 

times, and llms.txt files will be standard. Human-facing content will still matter, but only for 

empathy, deep local expertise, and the kind of nuanced advice that AI cannot synthesize on its own. 
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8. The 25-item checklist 
Hand this to your web developer or work through it yourself over a weekend. Almost every item is free 

or low cost. Items are ordered roughly by impact and ease of execution. 

 

Listings, profiles, and consistency 

# Action Plain English / signal Effort 

1 Audit NAP consistency Make sure your agency name, 
address, and phone match exactly 
everywhere on the internet (Entity 
confidence) 

Free 

2 Complete Google Business Profile Fill out every field. Hours, 
categories, photos of the outside of 
the building (Core Google AI data) 

Free 

3 Claim Apple Business Connect Controls how Siri and Apple Maps 
see your business (Apple 
Intelligence discovery) 

Free 

4 Claim Bing Places for Business Microsoft Copilot depends on this 
for local recommendations (Copilot 
discovery) 

Free 

5 Claim your Foursquare listing ChatGPT relies heavily on 
Foursquare for local data, about 70 
percent of its local source (ChatGPT 
discovery) 

Free 

 

Technical access for AI crawlers 

# Action Plain English / signal Effort 

1 Check your robots.txt file Make sure GPTBot, ClaudeBot, and 
Bingbot are not blocked 
(Crawlability) 

Free 

2 Create an llms.txt file A simple text file summarizing your 
services and locations for AI to read 
quickly (AI ingestion readiness) 

Free 

3 Implement IndexNow protocol Notifies Bing and Copilot instantly 
when you update your site (Content 
freshness) 

Dev task 

4 Test Core Web Vitals Run your site through Google 
PageSpeed Insights. If load time 

Free to test 
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# Action Plain English / signal Effort 

exceeds 3 seconds, compress 
images (Algorithmic quality) 

5 Remove JavaScript-only text Critical info (address, phone, 
services) must live in basic HTML 
(Indexability) 

Varies 

 

Schema markup 

# Action Plain English / signal Effort 

1 Inject InsuranceAgency schema Use InsuranceAgency JSON-LD on 
the homepage, not generic 
LocalBusiness (Industry entity 
recognition) 

Dev task 

2 Add Person schema for each agent Include hasCredential tags for NPN 
and state license (E-E-A-T / human 
verification) 

Dev task 

3 Implement FAQPage schema Marks up question-answer pairs for 
AI to extract directly (Answer 
engine extraction) 

Dev task 

4 Add Review / AggregateRating schema Broadcasts your average rating and 
review count to algorithms (Social 
proof) 

Dev task 

5 Link Organization schema across profiles Use sameAs links to your Facebook, 
LinkedIn, BBB profiles (Knowledge 
Graph mapping) 

Dev task 

 

Content structure and depth 

# Action Plain English / signal Effort 

1 Build dedicated service pages One page per insurance line. No 
more "Auto, Home, Life" all on one 
page (Topical depth) 

Time 

2 Structure with H2 and H3 headings Use real header tags, not just bold 
text (Data extraction) 

Free 

3 Use "answer first" formatting Direct answer in the first sentence. 
Long explanation after (Answer 
engine optimization) 

Free 
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# Action Plain English / signal Effort 

4 Add real author bylines No more "Admin" as the author. 
Show the licensed agent who wrote 
each post (E-E-A-T) 

Free 

5 Publish hyper-local content Specific local risks (coastal wind, 
local contractor coverage). Not 
generic definitions (Geo authority) 

Time 

 

External validation 

# Action Plain English / signal Effort 

1 Solicit specific reviews Ask happy clients to mention their 
city and policy type when they 
review (Contextual sentiment) 

Free 

2 Verify Big I / PIA / state association listings Confirm directory listings include 
your correct, working website 
(Industry validation) 

Free 

3 Maintain a BBB profile Claim and update your Better 
Business Bureau profile (Trust / 
credibility) 

Free 

4 Secure local Chamber links Join the Chamber and confirm they 
link your website (Local Knowledge 
Graph) 

Membershi
p fee 

5 Monitor AI answers weekly Once a week, ask ChatGPT and 
Perplexity "best insurance agent in 
[your city]". Track who shows up 
and who beats you (Performance 
measurement) 

Free 
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Closing thought 
The shift from blue-link search to AI-recommended answers is not coming. It is here. It has already 

changed how millions of consumers find a service provider. Independent insurance agencies have a 

structural disadvantage against captives at the brand-recognition level, but a structural advantage at the 

local-expertise level. The agencies that win the AI shortlist over the next two years will not be the ones 

with the biggest marketing budgets. They will be the ones whose websites are easiest for an AI to read, 

who have deep local content the captives cannot replicate, and who treat the machine as a serious 

audience worth speaking to clearly. 

Trust is the currency of this industry. It has been for a hundred years. The mechanics of how trust gets 

transmitted across the internet have changed. The principle has not. 

 

 

 

About EffiWise Solutions 

EffiWise Solutions LLC is the parent company of EffiZoom, a digital workforce platform for independent 

insurance agencies. We build inside a real, working agency in Belmont, Mississippi. Our positioning is 

operators first, vendors second. Our work is shaped by the principle that if you take care of the people in 

this industry, the industry takes care of you. 

If you would like to see how your agency's current AI visibility scores against the framework in this brief, 

we run AI search audits on request. Reach out at effiwise.com or matthew@effizoom.com. 

 

Sources and further reading 

Data and figures in this brief are drawn from public research published in 2025 and 2026 by Google 

Search Central, Anthropic, OpenAI, Perplexity, Microsoft, Apple, Morgan Stanley, Gartner, Search Engine 

Land, and Search Engine Journal. Where industry consensus is still developing (notably on llms.txt and the 

long-term mechanics of agentic AI commerce), the brief reflects current best understanding rather than 

settled fact. 
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