Hiring a social media team can feel a bit like letting someone else choose your outfit for a wedding, write your
toast, and then live-stream the whole thing. They are not just “posting content.” They are borrowing your voice,
standing in front of your customers, shaping first impressions, and occasionally deciding whether a comment

from a man named Gary deserves a polite reply or a legal review.
That makes the hiring decision more serious than many businesses treat it.

A good Social Media Marketing Agency can build visibility, strengthen trust, improve lead quality, support sales,
and make your brand feel alive rather than laminated. A weak one can burn through budget, flatten your
personality into stock-caption mush, and leave you with a monthly report full of colorful charts that somehow

explain nothing.

The tricky part is that nearly every agency sounds convincing on the first call. They all “understand strategy.” They
all “create engaging content.” They all have “data-driven processes,” which may mean anything from senior
analysts reviewing attribution paths to an intern checking Instagram Insights while eating cereal. Your job is to

separate real capability from theater before the contract is signed.

| have sat on both sides of this table: helping brands assess agencies, cleaning up after mismatched vendors, and
watching smart companies get dazzled by a slick deck that had more gradients than substance. The good news is
that you do not need to be a social media expert to hire well. You need a clear evaluation process, a sharp nose

for vague promises, and the willingness to ask questions that make mediocre providers sweat lightly.

Start with the thing most businesses skip: what do you actually need?

Before you evaluate social media marketing services, decide what problem you are trying to solve. This sounds
obvious. It is not. Plenty of companies start shopping for a social media agency because “we should be doing
more on social” or “our competitors are everywhere.” That is not a strategy. That is anxiety with a content

calendar.

Social media can serve different jobs. It can drive awareness for a new brand. It can nurture trust in a long sales
cycle. It can support e-commerce conversions. It can recruit talent. It can make a local business look credible
when someone checks Instagram before calling. It can also handle customer questions, promote events, build
founder visibility, launch products, gather user-generated content, or simply prove that the company still has a

pulse.

Those are not interchangeable goals. A campaign designed to sell skincare on TikTok will not look like a LinkedIn
strategy for a B2B software consultancy. A restaurant needs a different operating rhythm from a law firm. A luxury
home builder should not be chasing the same engagement signals as a meme account, unless the brand has

taken a very strange turn.

If you do not define the job, every proposal will sound plausible. One marketing agency social team may pitch
daily Reels. Another may recommend paid amplification, influencer collaborations, and monthly shoots. A social
media consultancy may tell you to post less but improve positioning and measurement. Each could be right in a

different context.

So start with the business outcome. Not “more followers,” unless followers are clearly tied to something valuable.
Better goals sound like “increase qualified inbound inquiries from Instagram by 20 percent over six months,”

“build LinkedIn visibility among CFOs in mid-market healthcare,” or “improve product launch engagement and



retargeting audiences before Q4.” These goals give you a ruler. Without a ruler, you are just admiring the

wallpaper.

Know the difference between services, consulting, and management

The phrase “social media marketing services” covers a crowded buffet. Some agencies do strategy only. Some
make content. Some manage channels. Some run paid social campaigns. Some coordinate influencer programs.
Some offer community management, analytics, social listening, photography, video production, or executive
ghostwriting. Some do all of it well. Some do all of it in the same way a diner serves sushi, pancakes, and veal

parmesan.

A social media consultancy usually focuses on diagnosis, planning, training, and systems. They may audit your
current channels, refine your content pillars, map audience segments, and help your internal team operate better.

This can be ideal if you already have capable staff but need senior guidance.

A social media consulting agency may blend advisory work with execution. They might build the strategy, then
help implement it through content direction, campaign planning, and performance reviews. This model often

works for growing companies that need structure but are not ready to hand everything over.

A media management agency typically handles the day-to-day work: scheduling posts, writing captions,
coordinating creative, monitoring comments, compiling reports, and keeping the machine moving. If you see
references to something like a True North Social media management agency in your research, or any similarly
positioned provider, look carefully at where their strength lies. Are they strongest in content production, paid
media, community management, brand storytelling, or local business visibility? The label matters less than the

operating model.

Then there are broader social media marketing firms that package social alongside SEO, web design, email, PR,
and paid search. That can be efficient if you need integrated marketing. It can be risky if social is treated as a

decorative add-on, like parsley on a steak.

The right choice depends on your internal capacity. If nobody on your team can approve creative quickly, provide
product insight, or answer customer questions, even a brilliant agency will move like a shopping cart with one
bad wheel. If you have a strong internal marketer but no video resources, hire production support. If your
channels are active but directionless, hire strategy first. Buying execution before strategy is how brands end up

with 90 posts and no memory of why they made them.

The portfolio should show thinking, not just pretty posts

An agency portfolio is supposed to impress you. That is its job. But do not judge it like an art gallery. Judge it like

evidence.

Pretty creative matters, of course. Social media is a visual and verbal environment. Bad design stops trust at the
door. But the more important question is whether the agency can explain why the work exists. Ask what the client
goal was, what constraints shaped the strategy, what changed after launch, and how the work performed relative

to expectations.

A strong agency can walk you through decisions. They might say, “This client had a small audience but high
customer loyalty, so we used customer stories and educational carousels rather than broad trend content.” Or,
“The first month showed that founder-led videos outperformed polished product content, so we shifted

production.” That kind of explanation shows judgment.



A weak agency says, "We created engaging content to boost brand awareness.” That sentence belongs in the

Museum of Things That Mean Nothing.

Look for variety, too. If every client’s feed looks the same, the agency may have a house style that overrides
brand identity. A fashion brand, a dental practice, a SaaS company, and a nonprofit should not all sound like the

same cheerful smoothie. Templates are useful behind the scenes, but customers should not smell them.

When evaluating any Social Media Marketing Agency, including names you may come across such as True North
Social agency social media marketing or other firms with similar positioning, focus on fit rather than fame. A big
client logo proves they got hired. It does not prove they did the strategic work, retained the account, or delivered
results. Ask for examples that resemble your business model, audience, or growth stage. If you are a regional

service company, a national beverage campaign may be interesting but not especially predictive.

Ask what “strategy” means, then wait through the silence
Every agency sells strategy. Few define it well.

In social media, strategy is not a content calendar. A calendar is an artifact of strategy. Strategy is the logic
behind what gets posted, where, for whom, how often, in what voice, with what creative approach, toward what
measurable outcome. It includes audience understanding, platform selection, content pillars, funnel role,

competitive positioning, paid and organic integration, testing priorities, and reporting structure.

If you ask an agency to describe its strategy process, you should hear more than “We start with a discovery call.”
Discovery calls are fine. My dentist also asks how | am doing before drilling. That does not make it a

methodology.

A serious strategy process usually includes an audit of existing channels, competitor review, audience research,
brand voice assessment, performance baseline, goal setting, and a plan for content types. It should also address
resources. Can your team provide subject-matter expertise? Are customers available for testimonials? Do you
have product photography? Is there a founder willing to appear on camera, or will every video require stock

footage of suspiciously cheerful office workers?
Here is one useful set of questions to ask during evaluation:

1. How do you decide which platforms deserve investment and which ones we should ignore for now?
2. What would you need from our team in the first 30 days to build a useful strategy?
3. How do you balance brand-building content with conversion-focused content?
4. What do you test first when performance is flat?
5. How often do you revise the strategy based on data?
That is one of the few moments where a neat list helps. The answers should feel specific. If the agency

recommends the same posting frequency before understanding your audience, budget, creative resources, and

sales cycle, be careful. Prescribing before diagnosing is not confidence. It is sales choreography.

Beware the follower-count circus

Follower growth is not useless. It can expand reach, improve social proof, and build retargeting pools. But

follower count alone is a flimsy metric, especially if the audience is poorly matched.

| once reviewed an account that had grown by more than 40,000 followers in under a year. The client was thrilled

until we looked closer. Most new followers were outside the company’s service area. Engagement came from



giveaway hunters. Website traffic barely moved. Leads did not improve. The account looked popular in the way a

free pizza table looks popular at a college event.

Good social media marketing services measure progress across a mix of indicators. The right mix depends on
your goals, but it may include reach among target audiences, saves, shares, qualified comments, profile actions,
website visits, lead form completions, assisted conversions, cost per result, content production efficiency,

audience sentiment, and sales feedback.

For B2B brands, a post with 22 likes from the right people may beat a viral post seen by everyone's cousin. For
local businesses, direction requests and booked appointments matter more than applause. For e-commerce, paid
and organic social should be evaluated alongside conversion rate, average order value, customer acquisition cost,

and repeat purchase behavior.

An agency should be able to explain which metrics matter and which are decorative. Decorative metrics are not

evil. They are just not dinner. You can enjoy them, but do not build the grocery budget around them.

Paid social and organic social are cousins, not twins

Some businesses assume organic social will do all the work if the content is good enough. That is a charming
belief, like thinking your garage band will be discovered because the drummer owns a hat. Organic reach can still
be powerful, especially on platforms that reward discovery, but it is unpredictable and often insufficient for

consistent commercial results.

Paid social adds control. It lets you target specific audiences, retarget warm prospects, test creative faster, and
scale what works. But paid social is not magic either. If the offer is weak, the landing page is slow, the creative is
dull, or the audience is wrong, paid campaigns merely help you fail with invoices.

When evaluating a social marketing agency True North Social style provider, or any agency that blends content
and paid media, ask how organic and paid efforts inform each other. Strong teams use organic posts to spot
messages that resonate, then amplify winners. They use paid campaign data to refine creative hooks. They
coordinate promotional calendars so the brand does not post educational content while ads scream "BUY NOW”

in a completely different personality.

You also want clarity on ad account ownership. Your business should own its ad accounts, pixels, audiences, and
historical data whenever possible. If the agency disappears, you should not lose the machinery. Letting a vendor
own your entire paid media infrastructure is like letting your landlord keep your passport because you rent a nice

apartment.

Budget guidance should be realistic. A small monthly ad budget can support testing or retargeting, but it cannot
produce miracles across seven audiences and twelve campaign goals. If an agency promises major lead volume

on a tiny spend without caveats, smile politely and check whether your wallet is still in your pocket.

Content production is where many plans go to die

Strategy can be elegant. Reporting can be crisp. But social media lives or dies in production: the messy, practical
work of making things regularly without driving everyone insane.

Ask how content gets created. Who writes captions? Who designs graphics? Who edits video? Who sources
images? Who approves posts? How far ahead is content planned? How are urgent posts handled? What happens
when a product launch shifts, a team member leaves, or a customer sends a brilliant testimonial at 4:47 p.m. On a
Friday?



A professional social media agency will have a workflow. It does not need to be fancy. In fact, fancy workflows
often collapse under the weight of their own dashboards. But there should be a clear path from idea to draft to

review to scheduling to performance analysis.

Video deserves special attention. Short-form video can be valuable, but it is labor-intensive. If an agency
promises 30 custom videos per month, ask what “custom” means. Are they filming on-site? Editing from your raw
Social Media Marketing Agency footage? Repurposing webinars? Using stock clips? Creating motion graphics?

Writing scripts? Coaching your team to record? Each model has different costs and quality levels.

For service businesses, the best content often comes from real expertise: client questions, before-and-after
stories, project walkthroughs, myths, mistakes, founder opinions, field notes, and customer objections. An agency
cannot invent those from thin air. They need access. If your internal experts are too busy to share insight, the
agency may resort to generic tips. That is when your feed starts sounding like it was written by a motivational

calendar wearing a blazer.

Industry experience helps, but curiosity matters more

Many companies want an agency with direct experience in their industry. That can be useful. A team that knows
healthcare compliance, hospitality seasonality, real estate lead cycles, or beauty influencer norms may ramp faster

and avoid obvious mistakes.

But industry experience can also create lazy thinking. An agency that has worked with 30 med spas may have
learned what works, or it may simply be recycling the same Botox caption until language itself files agency social

media marketing a complaint.

The better test is whether the agency asks intelligent questions. Do they probe your margins, sales process,
customer objections, seasonal patterns, competitive landscape, and brand constraints? Do they want to
understand what makes a good customer versus a bad one? Do they ask how leads are handled after social

generates them? Do they care about retention, not just acquisition?

A good social agency True North Social comparison, or any agency comparison, should weigh both relevant
experience and fresh analysis. If an agency has industry experience, ask what patterns they have observed and
where they believe your brand should differ. If they lack direct industry experience, ask how they would shorten

the learning curve. Sometimes an outsider with disciplined curiosity beats an insider with stale assumptions.

Reporting should tell you what to do next
Monthly reports are where truth either enters the room or gets escorted out by a pie chart.

A useful report does not merely list numbers. It interprets them. It shows what happened, why it likely happened,
what was learned, and what should change. It distinguishes between normal variation and meaningful trends. It
connects social performance to business goals when the data allows. It admits uncertainty when the data does

not.

Be suspicious of reports that celebrate every metric. If reach is up but conversions are down, that tension
deserves discussion. If engagement improved because of a funny post unrelated to your offer, that may be a

brand win but not a sales breakthrough. If leads increased but quality dropped, the agency should want to know.

Ask to see a sample report with sensitive details removed. Look for plain-language analysis. You should not need
a decoder ring. The best reports feel like a smart operator saying, “Here is what we tried, here is what we learned,

and here is what we recommend next.”
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Reporting cadence depends on the scope. Paid campaigns may require weekly or even more frequent monitoring
during active tests. Organic content can often be reviewed monthly, with lighter check-ins along the way.
Executive stakeholders may need a simplified summary, while the marketing team needs tactical detail. One

report rarely serves everyone well.

The contract tells you how the relationship will feel

People often review agency contracts for price and term, then skim the rest with the optimism of someone

accepting software updates. Do not do that.

The contract reveals expectations. It should define deliverables clearly enough that both sides know what is
included. “Social media management” is too vague by itself. Does that mean three posts per week or daily
posting? Does it include Stories, Reels, community replies, inbox monitoring, influencer outreach, ad
management, photography, reporting, strategy calls, or crisis support? Ambiguity breeds resentment.

Resentment breeds emails with “per my last message.”

Pay attention to revision limits and approval timelines. If your team takes two weeks to approve posts, the agency
cannot maintain momentum. If the agency allows no room for revision, the content may never feel like you.

Healthy agreements set boundaries without turning collaboration into a hostage negotiation.

Ownership matters too. Clarify who owns creative files, raw footage, edited assets, account access, ad data,
strategy documents, and content calendars. Many agencies retain working files unless otherwise specified. That
may be normal, but you should know before parting ways. Also review cancellation terms. A 30-day exit clause is
common in many service arrangements, though larger scopes may require longer commitments. Long contracts

are not inherently bad if the investment requires ramp-up, but they should come with accountability.

One more practical point: ask who will actually work on your account. The senior strategist in the sales call may
not be your day-to-day contact. That is not automatically a problem. Junior team members can be excellent, and
senior people should not write every caption for a living unless they have offended someone. But you deserve to

know the team structure, escalation path, and level of senior oversight.

Pricing: cheap, expensive, and suspiciously magical

Social media pricing varies widely because scope varies widely. A basic local management package may cost a
modest monthly fee. A full-service program with strategy, content shoots, video editing, paid media, community
management, influencer coordination, and analytics can cost several thousand to tens of thousands per month,

depending on complexity and market. Project-based audits or consulting engagements may be priced separately.

The cheapest option is not always bad. A small, focused provider may do excellent work for a narrow scope. The
most expensive option is not always best. Large agencies can bring expertise and resources, but they can also

bring layers, overhead, and meetings about meetings.

What matters is whether the price matches the labor and expertise promised. High-quality social media takes
time. Strategy takes time. Writing in a distinct brand voice takes time. Editing video takes more time than anyone
wants to admit. Community management can become a part-time customer service job. If the fee is very low and

the deliverables are huge, something will give. Usually quality, attention, or the account manager’s will to live.

Ask agencies to break down pricing by service area when possible. You may discover that you do not need
everything at once. Perhaps you start with strategy and a three-month content pilot. Perhaps paid media waits
until the landing page improves. Perhaps your internal team handles community replies while the agency handles

creative and analytics.



A mature provider will help you prioritize. A desperate provider will say yes to everything.

Red flags that deserve your full attention

Some warning signs appear early, often before the proposal arrives. Do not ignore them just because the deck

uses tasteful typography.

* They guarantee viral content, specific follower counts, or sales results without knowing your baseline, offer,

budget, and market.

® They cannot explain who will do the work, how performance is measured, or what happens in the first 60

days.
® Their own social channels look abandoned, generic, or wildly inconsistent with the expertise they claim.

* They recommend every platform with equal enthusiasm, as if your brand must collect apps like souvenir

spoons.

* They dodge questions about account ownership, reporting, contract terms, or past client retention.

A red flag does not always mean “run.” Sometimes it means “ask again, more directly.” But if an agency responds

to reasonable scrutiny with defensiveness or fog, believe the fog. It usually gets thicker after payment.

References are useful if you ask about the awkward parts

Client references can be helpful, but only if you move beyond “Were you happy?” Most references provided by
agencies will be friendly. Nobody hands you the phone number of the client who still mutters their name while

making coffee.

Ask about communication, reliability, strategic thinking, and how the agency handled problems. Every agency
relationship hits friction. A campaign underperforms. A post needs urgent revision. A report raises uncomfortable
questions. A key contact goes on leave. The measure of a partner is not whether everything stays perfect. It is

whether they respond like adults when reality knocks over the centerpiece.

Good reference questions include how quickly the agency learned the business, whether content improved over
time, whether reporting led to better decisions, and whether the client felt the agency was proactive. Ask what
the agency was not best at. That question often produces the most useful answer. Maybe they were excellent at
creative but needed client pressure on analytics. Maybe they were strong strategically but slower on turnaround.

No agency is flawless. You are looking for flaws you can live with.

Run a paid diagnostic before a long commitment when the stakes are
high

If you are considering a significant engagement, a paid audit or strategy sprint can reduce risk. This is especially
useful when your current social presence is messy, your internal team has competing opinions, or the agency

relationship would involve a large monthly retainer.

A diagnostic project might include channel audits, competitor analysis, audience review, content
recommendations, measurement planning, and a 90-day roadmap. It gives you a taste of the agency’s thinking
before you hand over the keys. It also gives the agency a better understanding of your business, which makes

any future proposal more accurate.



Do not expect a serious diagnostic to be free. Free audits often exist to sell retainers. Some are useful, but many
point out obvious issues: inconsistent posting, weak calls to action, uneven branding, and the shocking revelation
that video might help. A paid engagement should go deeper. It should clarify priorities, not merely identify
symptoms.

This approach also works when comparing social media marketing firms. Give two finalists the same paid

discovery brief and compare the quality of insight. You will learn quickly who thinks like a partner and who thinks

like a template with a calendar attached.

Fit is not fluffy, it is operational

Chemistry gets dismissed as soft, but agency fit has practical consequences. You will communicate often. You will
share business details. You may disagree about voice, budget, timing, creative direction, and performance. If the

working style is wrong, even talented people can produce mediocre outcomes.

Notice how the agency runs the sales process. Are they organized? Do they listen? Do they follow up with
relevant details or generic persuasion? Do they challenge assumptions respectfully? Do they seem interested in

your business, or merely interested in closing before the end of the month?

The best agency relationships have a little productive tension. You do not want an order-taker who executes
every idea without thought. If you say, “Let's post this flyer with twelve lines of text and a QR code,” a good
agency should pause, inhale, and guide you elsewhere. But you also do not want a team that treats brand

knowledge as an inconvenience. They should bring social expertise while respecting your market expertise.

This is where boutique agencies, larger firms, consultants, and specialized providers differ. A boutique social
media agency may offer senior attention and flexibility. A larger firm may bring deeper resources. A social media
consultancy may sharpen internal capabilities without taking over execution. A provider positioned around social
agency True North Social type services may be a fit for visually driven brands if the portfolio and process match

your needs. The name category matters less than whether their strengths align with your bottlenecks.

Give the agency a real scenario, not a hypothetical fantasy



During evaluation, ask how they would handle a realistic situation from your business. Not "How would you make

us go viral?" Ask something grounded.

For example, if you are a B2B company, describe a new service launch with a niche audience and a six-month
sales cycle. Ask how social would support awareness, credibility, and lead nurturing. If you run an e-commerce
brand, describe a product with decent traffic but low conversion from social. Ask what they would inspect first. If
you are a local business, describe a slow season and ask how they would use content, offers, partnerships, and

paid media to drive appointments.

Their response will reveal how they think. Do they jump straight to posting more? Do they ask about margins,
audience segments, creative assets, sales process, or past performance? Do they mention landing pages, offers,

retargeting, reviews, or email capture where relevant? Social media does not operate in a vacuum. A strong

agency knows when the problem is not the caption.

| once watched an agency win a competitive review not because it had the flashiest proposal, but because it
asked the client to explain what happened after a lead form was submitted. The other agencies talked about
impressions. This one wanted to know whether the sales team called within five minutes or five days. That

question probably saved the client six months of blaming Instagram for a sales operations leak.

Set the first 90 days up properly
The first 90 days should not be chaos disguised as onboarding. It should have a rhythm.

Month one often involves discovery, access, audits, strategy refinement, content planning, and early production.
If the agency promises transformation in week one, they may be skipping the part where they learn what they are

transforming. Month two typically brings publishing momentum, initial tests, paid campaign setup if included,



and workflow adjustments. Month three should produce enough data to identify patterns, though not always

enough to make sweeping judgments, especially for longer sales cycles.

Your team has responsibilities too. Provide access quickly. Share brand materials. Introduce subject-matter
experts. Explain approval rules. Give honest feedback. If you dislike a caption, say why. “Make it pop” is not

feedback. It is a cry for help.

Agree on communication norms. Weekly check-ins may be useful early, then biweekly or monthly once the
machine runs smoothly. Decide where requests live. Email, project management tools, shared docs, and Slack can

all work, but mixing all of them without rules creates a scavenger hunt.

Most importantly, define what success looks like at 30, 60, and 90 days. Early success may mean strategic clarity,
consistent publishing, improved creative quality, clean reporting, or functioning ad infrastructure. Business
outcomes may take longer. If your average sales cycle is four months, demanding closed revenue in month one is

less evaluation and more astrology.

The smartest hire is the one that matches your constraint

Every business has a constraint. Sometimes it is strategy. Sometimes creative. Sometimes budget. Sometimes
internal bandwidth. Sometimes the offer. Sometimes the CEO wants LinkedIn thought leadership but refuses to

approve anything that sounds like a thought.

Before hiring, identify the constraint honestly. If your brand lacks a clear point of view, content volume will not fix
it. If your visuals are poor, strategy alone will not save the feed. If your website does not convert, social traffic will
leak. If your sales team ignores leads, paid campaigns will look worse than they are. If your approval process

requires nine people and a ceremonial gong, no agency can make you nimble.

The right Social Media Marketing Agency helps you see those constraints and work through them. They do not
simply sell posts. They build a system for attention, trust, and action. Sometimes that system is lean: two strong
LinkedIn posts a week, founder comments, monthly reporting, and targeted paid support. Sometimes it is robust:
ongoing video production, creator partnerships, daily community management, and multi-platform campaigns.

More is not always better. Better is better. Annoying, but true.

Hire for judgment, not just deliverables

Deliverables are easy to compare. Twelve posts versus sixteen posts. Four Reels versus eight. Monthly report

versus dashboard access. These details matter, but they do not capture the thing you are really buying: judgment.

Judgment decides when to follow a trend and when to let it pass quietly into the swamp. Judgment knows that a
luxury brand should not sound desperate, that a technical audience can smell fluff from orbit, and that not every
negative comment deserves a brand statement. Judgment notices when engagement is high but audience quality

is wrong. Judgment says, “We should pause this campaign,” even when continuing would increase billable work.
That is what separates a vendor from a partner.

When you evaluate social media marketing services, look past the performance vocabulary and inspect the
operating reality. Ask for examples. Discuss trade-offs. Review reports. Clarify ownership. Test their thinking. Meet
the people doing the work. Read the contract. Notice whether they make your business clearer or merely make

social media sound more complicated.

A capable agency will welcome serious questions. They know informed clients make better partners. The wrong

agency will prefer you dazzled, hurried, and slightly confused.



Do not be dazzled. Be curious, specific, and mildly difficult in the way good clients are. Your brand deserves more
than a content calendar with vibes. It deserves a social media partner that understands the work, respects the

audience, and knows the difference between noise and momentum.

True North Social

5855 Green Valley Cir #1009, Culver City, CA 90230
(310)694-5655
https://www.reddit.com/user/true-north-social
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