
	  

	  
	  
 

HOW TO CREATE YOUR SPEC ADS 
	  
Creating spec ads is a very important part of creating your portfolio. It’s 
your opportunity to show prospective clients and prospective employers 
just how well you can write various types of projects—even if you haven’t 
had a chance to write them for pay yet.  
 
Here are the steps to go through to create the best spec ads you can! 
 

1. Find a design partner 
In order to, indeed, create the best ads you can, the simple truth is that you 
need to work with a graphic designer. Sure, you could try to design 
something yourself but, chances are, it’s not going to end up looking as 
good as it could. And you could put just a word doc in your portfolio…but 
your portfolio is about putting your best foot forward and a word doc 
doesn’t show how well you can make your copy work with design.  
 
You’re looking for a designer that is at roughly the same level of 
experience that you are because you’ll want someone who is also looking 
to build his or her portfolio with spec work. 
 
Do a search on LinkedIn for designers near you. Look at their online 
portfolios and, if you like what you see, get in touch and suggest working 
together to do some spec work. 
 
You can also post an ad in the “gigs” section of Craigslist, post on boards 
(physical and online) at local colleges and design schools, try to meet 
people at industry events and even ask recruiters if they know of anyone. 
Spread your net wide since you’re sure to have some people say “no” and, 
of course, be safe since you’ll be meeting strangers. 



 
 

2. Read your brief carefully 
I’ve posted several creative briefs here for you to work with; many are for 
real brands and some are for fake ones (just to give you even more 
options).  
 
If you choose to work with one of these briefs, read it through carefully—
just as you would a real creative brief at a job. Each one is packed with 
information to help guide you as you create your piece. 
 
If you want to work on a project outside of these briefs I’ve provided, I 
will strongly encourage to write a brief out for it, yourself. As you know, a 
creative brief helps guide you and focus you as you work. And, after all, if 
you don’t know what problem you’re trying to solve with your creative, 
how can you solve it? (And explain how you solved it on your online 
portfolio site and to a prospective employer?) 
 
 

3. Research the brand 
If you’ve chosen to work on a brief (or create a brief) for a real brand, do 
some research on the brand before you even start brainstorming. 
 
Even if you think you know the brand well, you’ve probably never looked 
at its site and its ads while examining its brand voice and copy style. Your 
ad needs to be believable—it needs to seem like it could really have come 
from that brand.  
 
Part of the significance of creating spec ads is that you’re showing a 
creative director exactly how you can start working with a brand that has 
an already-established brand voice and write within that voice. So look at 
that brand carefully with a keen copywriter’s eye. 
 
 



 
4. Treat the project like a real project 

 
As you and your designer are working together on this project, it’s 
important to stretch yourself creatively, but it’s also important to take your 
spec project just as seriously as you would take a real project.  
 
Don’t cut corners. Don’t stick with lines you love if they’re not the best 
lines for the ad. And, of course, definitely don’t let yourself settle for 
anything less than the best work you can do.  
 
 
And, finally, a quick note about the briefs that I’ve provided: In the briefs 
for real brands, the many of the products are completely fake and any 
URLs and/or phone numbers are also fake. I did this to give you just a bit 
more flexibility and creativity, but they’re not based on anything real (so 
don’t waste any time trying to research these products!) The products that 
are real are noted as such, though I think you’ll figure them out, anyway. 
 
So now, off you go! Happy spec-ing! 


