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Lately, hiring an interactive agency has become a complex and confusing enterprise. As the internet grows and
more companies appear on the scene, assessing the qualifications of an agency is becoming more and more
difficult. The barrage of marketing speak, technobabble, and nearly identical sales pitches involved with
identifying the agency who will really work for you, makes the decision process even more difficult. Emerging
technologies, new service applications, new tracking and measurement platforms, the development of social
media and easier access to information have all contributed to a deluge of both niche offerings and startup
players all vying for your project with promises of incredible results and ROI. So where to begin?

1) The worst place to start is from scratch. Search engines are not incredibly discriminating. Just as you
wouldn't look for a spouse through a Google search, you shouldn't use one to look for an agency, either. Sure, it's
not totally the same as finding a life-partner, but the length of the relationship could still be a long one. Get
references from people you trust. Ask about the agencies they use and what they like and don’t like about them.
Look at your fiercest competitors and see which agencies they use. Scrutinize.

2) Don't assume you know the exact solution to your problem. Just as you wouldn't disregard your gastroenter-
ologist's referral to a nutritionist, don't be indifferent to an agency willing to re-diagnose and give angles you’ve
never even thought of. Experienced marketing agencies should ask difficult questions, be able to use their
expertise to figure out what’s ailing you, and offer a number of creative solutions.

3) Listen to the type of questions they ask you. Are they tactical questions, or are they strategic questions? The
tactical questions tend to focus on specific product or service offerings, while strategic questions are more
related to your business goals and objectives. Agencies that ask a lot of tactical questions tend to lack marketing
know-how and will eventually run out of steam when it comes time to innovate or build your business over the
long-term. Be wary of agencies who tout their value proposition around a short-term solution, niche application
or key piece of technology; that’s a vendor, not an agency. Stay away from these vendors as their engagement
may be inexpensive at the outset, but you might find that their short-term solution may cost you much more
over time.

4) When meeting with an agency, ask to meet the principals of the company. Ask them if they use third-party
agencies or vendors to execute any of their projects. Do they foresee the need for any of these partners for your
project? If so, who would they be working with and is it possible to meet them too. Don't leave out visiting their
studio which will give you a feel for the culture and attitude of the agency and the people who will ultimately
be working for you.

5) What type of clients do they currently serve? A more diverse and varied roster of clients is actually better for
your business as agencies gain a more varied insight and tool set to handle issues and create opportunities. Ones
that work in predominantly one vertical tend to be limited in how they approach problems

6) Ask for three case studies and have them demonstrate what they did for the client and what results the
program produced. Look for hard metrics and make sure the results were in line with what was requested by the
client.

7) Find out how long they retain their clients. A good agency should be able to retain their customers for 2-5
years. If they don't, ask them why not.

8) Remember that hiring an agency goes both ways. Asking them to do all the heavy lifting when they're doing a
proposal limits their ability to present you with a viable solution. Provide the agency with all the information
they ask for, and don't treat the proposal development phase as a test or sphinx’s challenge. It helps no one.
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