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The Basics

‘Reputation ¢
Reputati - A
Treat yourself tb a free backgfound_ check b>y Googling their
company.name and the name of any of the principals in the
company. It’s normal to see a-couple of semi-negative reviewé‘,
but extreme negative reviews or a lack of consistent positi\/e
reviews is-a warning. No one produces that much bad will ,
without cause. If you don’t-ée.e any reviews at all, or i'f‘.t_hely dc')‘n’t A

* even show up in the search results, | wouldn’t be impressed.
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Track Record:

Digital Marketing is a very demanding business requiring a high
degree of knowledge that is constantly changing. An agency that
has been around for awhile is probably able to adapt and is
probably doing something right. Do they leave behind a trail of
satisfied customers, or are there no references, or even worse...
negative reviews? Do they have a history of working with
schools? Virtual schools, charter schools, private schools, or

colleges and universities?

Try Googling them by company name or by the names of some
of the principals. If there are no independent third-party reviews,
head for the door. If they are willing to give you references, all
the better.

Responsiveness:

How fast did they respond to your initial inquiry? Although this is
not proof positive of their ongoing attentiveness, it is at least an
indicator that they are monitoring communication. Do they
consistently return your calls during the initial contact period?
Do they have a written statement as to their communication
policy? If they don’t get back to you consistently while they are
lobbying for your business, then don’t expect them to pick up the
pace after they win your business.



Recommendations:

Certifications:

Although these are certainly not a requirement, marketing and software
certifications take quite a bit of effort and are a good indicator of their
competence in specific areas. Do they have Google certifications? Are

they SEMPO trained or HubSpot certified? These are all good indicators.
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Company Structure:
Will you be assigned a dedicated

project manager during each phase
of your project, or will you talk to
whomever just happens to pick up
the phone? If the agency is too
small, you may encounter delays. If
it is too big, you may get lost in the

bureaucracy.

Industry Experience:

Have they worked with schools
before? Although it's not a
necessity, seeing samples of their
work and references from other
schools they’ve worked with will
allow you to get a feel for what
they can do for your school and
provide an extra level of

reassurance.




Full Service: Ownership:

It's by no means a necessity to If you pay for it, it's yours. It’s your
work with a full-service operation, website, it’s your social media, and
but the advantages can be it's your created assets. If the
numerous. Starting at the planning agency demands ownership, run fast
phase, having a single company and run far. When you meet your
who understands how the pieces contractual obligations, you should
fit together will allow them to own all the work product that is

coordinate the overall strategy, ownable. If it's not “ownable” in the
negate duplicate efforts, avoid classic sense (like social media and
finger pointing and will just make it Google Analytics), then you should
easier for you to manage. have sole access to your digital

assets should you ever part ways.
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Pushback:

If they tell you that some of
your expectations are
unrealistic, accept that they
aren’t just telling you what you
want to hear. Be prepared to
face the fact that you just may
not be able to accomplish what
you want at your given budget,
or...at all. Offering alternate
goals and strategies is perfectly
legitimate assuming your ROl is
commensurate with your

investment.
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Website Development

Listening & Questioning:

The virtues of choosing a partner who actually listens is
obvious, but the best firms are the ones who ask YOU
questions. If they dig deeper into what you are trying to
accomplish so they can build a site that is appropriate for
your style and goals, that’s typically a sign of a professional
organization. Interpretation skills are also important. If you
are using industry terminology incorrectly, or different from
how they use it, you might wind up with a delayed product
that doesn’t play out like it did in your head.




Offering Suggestions and Ideas
If you aren’t a web developer, it's unlikely that you
have kept up with advances in technology or
aesthetic trends in web design. They are the
professionals and should be able to talk you out of
bad ideas...and substantiate why. On a side note, be
leery about proprietary software that may lock you
in to them in the future. If another development
team can’t take over, it could get expensive.



Credentials:

Anyone with a bootleg copy of
Dreamweaver can claim to be a
web developer. Who
specifically will be working on
what aspects of your site?
Website development requires
3 different disciplines: graphic
aptitude, technical expertise,
and business acumen. Technical
and creative skills are mostly
mutually exclusive, so if they
have a team of specialists, you
may get the best of both
worlds.
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Post Launch Support:
Do they service what they sell?
You may not opt for a
maintenance contract, but you
want to make sure they are
around when you need them to
make changes, upgrades and
trouble shooting. How many of
their current clients are repeat
clients or have been with them
for a long time? Past
performance is usually a good
indicator of future behavior.



Mobile First:

Having a mobile friendly or mobile responsive
website used to be enough. But not any more.
Google now prioritizes search results that are
"mobile first." Mobile first means designing an
online user experience for mobile before designing
it for desktop.

In the past, websites were designed first for
desktop friendly use with mobile design as an
afterthought. Mobile first design is now essential
for user satisfaction and is a search ranking factor.



Social Media
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Social Media Platforms:

Every social media platform has its own unique user base and
demographics, and it is unlikely that you will benefit equally
from being on all social platforms. Whereas Business-to-
Business (B2B) brands may fare well on LinkedIn, Business-to-
Consumer (B2C) companies are probably wasting their effort.
Schools are B2C, so Facebook, Twitter, Instagram and
Pinterest are great platforms as of this writing. If your social

media marketing agency suggests that you just blankly cover
each platform, they don't have a strategy.



Content Creation

Content is at the epicenter of all social media. How an agency plans
and executes content is a strong indicator of their strategic
competence. Do they have an actual strategy, procedure and
schedule to produce and syndicate content? Do they have
copywriters, or will you and your staff be producing content under
their guidance? Remember, consistent, good quality content comes
with a price. The internet, and by extension, internet marketing is all
about content. We advocate a shared content creation strategy,
where the school produces content that is very specific to the
school, and we produce content that more broadly addresses
education.
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Content Syndication Strategy:
Does the agency have a goal_—basedﬁ

strategy? Just producing great content’ //
without a strategy is a waste of time and, - -
resources. Distributing content by using |
programs such as Hootsuite or Buffer is
pretty easy and standard practice.




Technologies:

How do they manage and report results? Do they manually post to each platform
individually (nothing wrong with that) or do they use software like HootSuite,
Buffer, Sniply or HubSpot?

Integration with other Initiatives:

Posting on social media consistently is a good branding initiative. Posting with
purpose is better. Is your media company attempting to funnel visitors to a blog
post on your website or a landing page with a call-to-action? Do they combine
social media content with paid social media advertising? There are many different

strategies, but if your social media company doesn’t have one, they might as well

be posting pictures of cats on Facebook.




Do they eat their own dog food?

Do they have a robust social media presence
themselves? They may not be big on Facebook
(B2C) but they may emphasize LinkedIn and
Twitter where their clients frequent.




Search Engine Optimization

Guarantees:

On the surface a guarantee sounds reassuring But{o < dee
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Trade Secrets:

There is no secret sauce; there is
no magic bullet. There are only
sound techniques, creative
talented and knowledgeable
people, and hard work. Ask
them what the strategy is. How

are they going to modify your

site or coordinate the branding
of your various social media
platforms? If they tell you they
have some special access to
Google’s secret algorithm, bid
them a fond adieu.

Tools & Technology:

If you hear Google Analytics,
HubSpot, Buffer, Hootsuite and
some other name brands you’re
probably familiar with, then they
pass the smell test. If they use
Spam-0-matic2000 and
ContentSpinnerkElite, look for the
door.




Does Your Website Make the Grade?

Are the other schools on the playground eating your lunch?
We can tell you why and what you can do about it with our

FREE WebScan™ Website analysis.

- WebScan™ for Schools
K.— Yes, it’s free for schools.

kreative .gﬁi inc.


https://www.kreativewebworks.com/webscan-for-schools/
http://www.kreativewebworks.com/
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