
 

5 Steps to Assess a Subcontractor’s Creative Potential 
 
Creative types can seem like quirky, otherworldly beings.  You don’t know how the heck 
they do what they do, but you trust they can do it!  
 
You may be tempted to take on any creative subcontractor who shows interest in joining 
your squad, but without a vetting process you could end up wasting a lot of people’s time, 
your and your client’s money, and your brand’s reputation.  
 
While assessing creative potential seems synonymous to bottling laughter, the following 
tips will help you try out creatives who have the right potential for your marketing business.  
 

1. Make first contact  by phone, email or LinkedIn.  
At this stage, you’ll want to give the sub an overview of your solo marketing business, the 
type of clients you serve and the type of creative you’re looking for.  
 
Listen to the questions they ask, but also note their responsiveness.  
 
Did the subcontractor email you first? Did they call you? Did you write them a LinkedIn 
message asking about their availability for more work?  
 
Regardless how you and the creative first said “Hey there!,” pay attention to how the 
potential sub responds.  
 
Did they write back in a timeframe that you’d expect of them as a member of your team? 
Did they write nice messages that made you smile or did they use one-letter responses? 
(K...bye.)  
 
Even though the communication doesn’t directly relate to a client or a project, how a 
potential sub speaks with you pre-hiring is telling of how they’ll communicate and 
collaborate with your team post-hire.  
 

2. Request and review their  portfolio.  
So many people focus only on the portfolio. Creatives create, and shouldn’t we judge them 
based off what they’ve created?  
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While the portfolio can give you some insights into what a creative is capable of, it can also 
be misleading or even out of date (hey, if the creative is busy creating, you might need to 
cut them some slack). 
 
Portfolio pieces: 

● Are created by teams, not by the sub all on their own.  
● Have backstories you can’t always learn.  
● May reflect work from a less mature period in the creative’s career 

 
So what the heck do you need to look at portfolios for anyway?  
 
Portfolios can tell you:  

● What the sub thinks is great, quality work.  
● Their preferred project interests.  
● The types of project types and industries they’ve been exposed to.  

 

3. Make second contact by phone or email.  
If the portfolio stands up to your business’ standards or shows potential for your type of 
clients, set up a legit interview.  
 
There are a bajillion interview questions out there. Guess what? Most interview questions 
are pointless to ask. Some can even turn creatives off from wanting to work with you.  
 
Try to focus on questions that start conversations — and start conversations about their 
values, their professional goals and their understanding of your business needs and 
expertise.  
 
Here are a few starting questions:  

● What creative accomplishment gave you the most satisfaction?  
● How do you deal with creative rejection or heavy edits to your work?  
● How do you work to continuously improve your skills?  
● How can your skills and expertise add to my marketing business?  
● How do you define success?  

 

4. Challenge them with a quick,  telling pre-hire test.  
If you’re ready to beg the sub to join your team, bite your tongue for a moment.  
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A creative can say the right things, say them at the right times and blind you with pretty, 
pretty works of advertising art — but that doesn’t necessarily mean they can do great work, 
do it on a deadline and do it alongside your team under your brand name.  
 
Take the creative back to school with this one. Yep, there will be a test.  
 
Send them a quick pre-hire test that puts their skills on the line with low risk to you.  
 
The test can be adjusted per your needs and your niche, but it should: 

● Test the creative’s specific area of expertise.  
● Take no longer than two hours of their time.  
● Reflect a real project you could give them in a future. 

 
Search online for pre-hiring creative tests. Modify the tests to your needs, and keep them in 
a handy spot to use for all future needs.  
 
Even if the project doesn’t go the greatest, you may want to consider keeping the sub 
around. Why? Because knocking the first project out of the park is one thing — failing and 
making right by that failure is a major quality you want in any member of your team.  
 
Provide them your feedback in written form that they can mull over. Then give them a 
chance to save face — and skills.  
 

5.  Follow up with your final decision, to try or not to try.  
Are you still questioning if this creative is the right fit for your team? Better let them loose, 
my business friend.  
 
By this point, if you’re not giddy with excitement at the value this potential sub could bring 
to your team, they’re most likely not a good fit.  
 
Remember, the creative’s past work samples should be a small part of your decision. A 
large part of whether or not the sub is a go? If their work style, values and goals align with 
your business’ — and if they have the potential to fill a role you need.  
 

 
Want to learn how you can embrace your strengths and tap into a team of doers, creators 
and experts for your non-strengths? Check out the iMarketer Blueprint more information!  
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