Ten Things You Should Know When Working With An Advertising Agency

1.  Your Agency May Be Learning About Banking After They’ve Won Your Business
Unless you’ve engaged an agency with previous banking experience, your team may be learning about banking from you.  That’s not all bad.  But is that what you hired them for?

2.  Agency People Are Generally Generalists
Almost by definition, traditional ad agency people must be adept at working on many different types of accounts – fast food, local hardware store, pest exterminators, and so on.  Back to point #1, they may not know banking or financial services.

 3.  Your Agency’s Best Creative People May Not Want To Work on Your Account
Given the choice of working on a soft drink assignment, an upscale fashion retailer or a bank ad, some senior creative people will not pick your bank ad.  As surprising as it may seem, some creative types think bank ads are boring to work on and don’t allow them to do memorable work that they think will impress their peers.  

4.  Your Bank Marketing Person Can Buy Media as Well as Your Agency

With a little bit of coaching and cooperative, helpful media sales people, you can buy radio, television, and print ads as well as your agency.  And, you’ll pay as much as 15% less because you’ll be billed direct by the media and receive the net rate.
5.  There Are Other Benefits To Buying Your Own Media

When your media sales people understand some of your bank’s marketing initiatives they may be able to help you plan events or arrange for merchandising to support your initiatives (e.g. a broadcast remote to support a branch opening, guest lecturer for a small business seminar, logo premiums for new customer incentives, etc.).

6.  Your Agency May Be “Double Dipping”
If your agency is charging you commission on media and charging you fees for services, they may be double-dipping.  Traditionally, an agency charges one or the other.  Read your contract carefully to understand.  

7.  Your Agency May Be Marking Up Your Graphic Design by 100%
And it well could be worth it.  It can get graphic design cheap (so can you), but you are paying for its  strategic direction and management of the process.  More often than not, it’s worth letting the agency deal with this process, unless you have someone in-house with this competency and time available.

8.  A Monthly Retainer Fee May Be a Better Compensation Arrangement 
When you negotiate a flat retainer fee you know what you are going to be paying every month in agency fees.  (Of course, you’ll have to ask your agency for a monthly production and media estimate on top of that fee for services.) 

9.  Your Agency Does Not Want To Be Your Vendor
Rather, it wants to be considered a marketing partner.  If you have the right agency – and the right compensation program in place – the agency can become your partner.  With a long-term (12 months or more) contract that keeps it on a retainer you know your agency will have your bank business top-of-mind.  When you deal with it on a project basis, e.g., just buying a brochure when you need it, you have yourself a vendor, not a partner

10.  Some Agencies Specialize in Community-Bank Marketing
They deal with banks across the country – banks that don’t compete with you, but have many of the same issues as your bank.  They are experts in your issues because they’ve seen them before and have experience with programs to address these issues. If you look around, you’ll find one of these companies.
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