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CREATIVE AND CONSUMER              

Client: Our Time Promotions / Barnardo’s 
 

Project:  Programme for a charity show 
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Client: Castle Triathlon Series  
 

Project:  Copy for a charity challenge 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Sean  Mar t in  |  www.smcrea t ive words .com 

Client: High Street Salon 
 

Project:  Copy for an advertorial  
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Client: The Kiwi Collection, high-end hotels and destinations  
 

Project:  Mini stories to capture the essence of a luxury hotel,  
                       published in lavishly illustrated travel guides 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Capri Palace 
The adventure begins. Your helicopter leaves Naples and scuds across the bay, 
the Tyrrhenian shimmering below. There’s not a cloud in the sky or a blemish on 
the horizon. It’s just you, a solitary yacht in full sail, and Capri rising dreamily from 
the sea. Because you’ve booked the Megaron Suite, a penthouse with a circular 
pool and a rooftop garden, you’re sure to keep your ‘helicopter view’ once you 
arrive. What’s more, the Capri Palace offers elevated living in every sense: Jazz 
nights, free art lessons, exclusive shops, pizza from paradise, and a leg spa that 
might have been tailor-made for the jaded limbs of Riverdance stars. Yes, it’s all 
waiting for you. A week later, you’ll swap rotor blades for propellers. Fly in fast, float 
out slowly – it’s the only way to make every second count. 

Hotel Casa del Mar 
A light Mediterranean breeze dispenses heat from the hillsides and olive groves. It 
carries the delicious scent of pine and riffles the pages of your book – just enough 
to break your concentration. You look up and gaze across the bay of Porto-Vecchio 
as a speedboat slits the water, drawing aquaplanes over cascades of white foam. 
On the far side of the bay, blurred by a slight haze, the mountains reflect the soft 
colours of late afternoon. It’s a difficult choice: do you stay on your cedar-wood 
terrace, reading your novel until the sun dips behind the peaks, or do you end the 
day on a lilo in the infinity pool? Then again, you could go for a spa and sauna. 
Sometimes, at Hotel Casa del Mar, it’s hard to move. Wherever you are, whatever 
you’re doing, the moment seems just perfect.  
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Client: Christopher Ward Watches 
 

Project:    Cover-wrap advert with a fairy story theme to help launch 
                       the brand and its USP: luxury at an affordable price 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

  

 

 

 

 

 

 

 

 

 

 

So, what’s the secret?
 

“Simple,” said Christopher, his eyes 

twinkling. “It’s quality without excess, 

luxury without waste.
 
No million-pound 

marketing budgets. No wholesalers or 

retailers. No middlemen.
 
Just beautiful 

watches, designed to the highest standards. 

Watches sold directly to those who appreciate 

the difference between price and value.
 
I’ll 

make the cheapest most expensive timepieces 

in the world.” 
 

And so he did. Which is why people of  

taste and distinction loved him.  
 

Three cheers for Christopher Ward.  

The man who proved that time is 

precious, not priceless.
 

 

there was a watchmaker called Christopher.
 

He was a very fine watchmaker indeed. In fact, 

so fine that Swiss craftsmen would tip their 

hats to him. 
  

But the cost of time made Christopher sad. 
 

People always told him it was the
 
most 

valuable possession.
 
Philosophers said so.

 

Priests and poets said so.
 
Even Einstein, whose 

mind ran like clockwork, said time is money.
 

 

Christopher disagreed: “I can enrich the value 

of every minute, second and hour while 

lowering the cost. I can bend time to my will.”
 

 

Everyone laughed. 
 

But Christopher was no fool. He knew that 

value and price are not the same. He knew the 

secret of time and money.
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Client:  Sam Thomas / Injured Jockeys’ Fund 
 

Project:  Promotional copy for a charity challenge  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


