
Profile: I was the kid who would take all my toys 
and bikes apart and then rebuild them to understand 
for myself exactly how they worked, and that curiosity 
has never left me. It sparked my life-long passion 
for good design and technology, and inspired my 
career choices. I still do a lot of building now, my own 
bicycles and turntables, whilst also being an early 
adopter of new technology.

I’m a Creative Director with over 18 years broad-
ranging experience both in-house and agency; 
on- and off-line, including retail. My career started with 
work experience at Saatchi back in the late 90’s.

Since then, I’ve enjoyed working at leading global 
agencies on international clients ranging from Pepsi  
to O2, as well as boutique agencies on B2B 
projects. I’ve also been privileged to lead exceptional 
teams at some of the biggest brands in-house. 

I am experienced at leading teams of copywriters, 
art directors, designers and developers across daily 
work streams to fully integrated campaigns. Creating 
full user/consumer/shopper journeys, engaging the 
target audience at every stage. I pride myself on 
achieving a high level of creativity and innovation, 
while always enabling team members to contribute 
their individuality to a project. 

As the Creative Director for the UK at Expedia’s Vrbo, 
I lead a team on both global and local work streams, 
ensuring they are keenly informed by data and 
insights. My wonderful time at LEGO taught me that 
play is essential to great work and I will take that ethos 
with me wherever I am.

6 Greenend Road 
London
W4 1AJ
07747 635888

andrewwattsltd@mac.com  >

www.andrewwatts.work  >

April 19 - Current
Creative Director - UK
Vrbo - Expedia

Achievements:
Leading the UK team of creatives at Vrbo, made up of 
designers, multilingual copywriters and developers across 
data insights driven integrated campaigns, social, email, 
display, video and print. 

Centred in a test and learn environment using  
insights and data to improve and influence the product  
and communications.

Reporting into a global CD in the US and collaborating with 
the US team to launch and align local brands into one global 
brand in an agile workstream. 

This meant analysing each country’s brand awareness and 
presence to minimise drop off in sales and hand hold both 
partners and consumers in this transition using various 
channels. All this was achieved this while maintaining 
inspirational creative work.

Sept 15 - Sept 18
Creative Manager
The LEGO® Agency

Achievements:
Leading and guiding teams in both the UK and Denmark. 
Creating retail and integrated campaigns for European and 
US partners and managing the various stakeholders whilst 
driving creativity. This included LEGO brand stores and 
shop-in-shop both in-store and online. 

Launching the LEGO Technic Bugatti Chiron across Europe, 
including the John Lewis flagship store window. Achieving 
never seen before sales figures.

Innovative in-store campaigns for LEGO City to create 
disruption, interaction and sheer “wow” leading to  
impulse purchase.

Seasonal TTL Easter and Christmas campaigns across 
Europe. Including an online Christmas Presents game, 
Wishlist creation and TVC. 

July 14 - Jan 15
Freelance Creative Director
VCCP

Achievements:
Launching the TTL and Retail O2 Christmas campaign. 
Leading the creative teams, UI, UX and designers across 
O2, Diageo, Coca-Cola and pitch work. 

Adidas
BlackBerry
BMW
Carlsberg
Coca-Cola
Dell
DPD
Expedia
Electrolux
Exxon Mobil
Fujitsu Siemens 
Gaymers Cider
Glenfiddich
Glaxo Smith Kline
HTC
John Frieda
Lastminute.com
LEGO®

Levi’s
L’Orèal
Mio (Navman)
Nestlé Purina
Nintendo
Nokia
O2
Oracle
Orange
Pepsi
Pfizer
Ricoh
Samsung
Sky
Tesco
Unilever
Vodafone
Vrbo
Volvo
William Hill
World Duty Free

ArnoldKLP
BD Network
Billington Cartmell
Cubo
Digital and Direct (Dad)
Emap 
Enfatico (WPP)
Exposure
Farm Communications
Inferno
JPMH
KHWS
Lida
McCann London
Saatchi
TBWA
VCCP
Wunderman

Work Highlights Brands

Agencies

Feb 14 - July 14
Freelance Creative Director
ArnoldKLP

Achievements:
Create a truly ‘Unbelievable’ experience on the Southbank 
for Pepsi Max. Won the pitch to relaunch John Frieda 
globally. We decided to personalise JF and highlight how 
everyone is different. Tesco instore campaigns.

Brands:
Adidas. O2, Tesco, Volvo, Pepsi,  
Douwe Egberts, John Frieda, GSK, Pfizer, Financial Times 

Sep 11 - Oct 13
Group Creative Head
KHWS. London

Achievements:
Heading up a group of 9 including art directors, 
copywriters, designers and developers across multiple 
touch points for Samsung from digital through to POS. 
Spearheaded new digital creative direction by relaunching 
the global website for Exxon Mobil, setting new best 
practice and development. 

Oct 07 - Sep 11
Freelance Senior Art Director
Various Agencies

Achievements:
Sent out to Copenhagen for Momentum agency,  
to head up a team of creatives and successfully secure 
the Calsberg account. 

Won the Electrolux pitch for instore retail whilst at Inferno.

Drafted in as a solo Art Director or as part of  
a team for project-based needs or long-term basis.

Agencies:  
BD Network, Exposure, JPMH, Billington Cartmell, 
McCann, Digital and Direct (Dad), Enfatico, Wunderman, 
Farm Communications.

Brands: 
Oracle, Ricoh, Nintendo, Levi’s, Nokia, Electrolux, 
Carlsberg, Glenfiddich, BMW, Nestlé Purina, BlackBerry, 
Gaymers Cider, HTC, William Hill, Mio (Navman), Dell, 
Orange, Unilever, Lastminute.com, Sky, Vodafone, L’Orèal 

mailto:andrewwattsltd%40mac.com?subject=
http://www.andrewwatts.work


description: Vrbo is the master brand for vacation rental homes 
in the US for Expedia. The goal was to consolidate Expedia’s 
vacation rental brands into the Vrbo brand.

Solution: Create a hand-holding communication to both 
travellers and home owners across predominantly; email, 
social, display and events.
Result: Successful transition for travellers and home owners 
with negligible drop-off and in fact, uplift in certain regions.

brief: Vrbo brand rollout
brand: Vrbo - Expedia 



description: Exclusive launch of the LEGO Technic Bugatti Chiron at Jones (John Lewis) 
Sloane Square. Create excitement instore windows. Drive footfall. 1 Month deadline.
Solution: We brought to life the model designer’s creative process
Result: 450 models sold in 4 days in one store. Continuous uplift in LEGO Technic  
sales in the following weeks.

brief: Technic Bugatti Launch
brand: LEGO 

videos and more can be seen at my vimeo page here VIDEOS

http://vimeo.com/adwatts
http://vimeo.com/adwatts/httpvimeocompepsiunbelievable


description: Create awareness of the fun, playable models within 
LEGO Technic. Creating a fully integrated campaign, focussed 
around the low price point action packed models to create an entry 
point to the brand

brief: Technic Campaign
brand: LEGO 

Hamley’s Window featuring 3D sculpted cars with moving wheels



description: We created a wishlist for kids to send to Santa (Parents). 
We kept kids engaged with an online present collecting driving game 
with winter hazards. A customisable homepage that could be printed 
or sent as an e-card extended the experience further.

brief: Christmas Campaign
brand: LEGO 

videos and more can be seen at my vimeo page here VIDEOS

http://vimeo.com/adwatts
http://vimeo.com/adwatts/httpvimeocompepsiunbelievable


description: Bringing to life the exciting experience of discovering 
animals trapped in the ice. We created modular window displays 
to accomodate various stores as part of a kit. We further created 
disruption outside stores and out of the toy aisle. 

brief: LEGO CITY Campaign
brand: LEGO 

PR: Giant ice cube outside store that melts 
to release animals

Store Window

Consumer Activation. Build event 
using Arctic explorer’s gloves

Instore: Disrupt the the giftgiver’s supermarket experience 
with LEGO CITY out of the toy aisle



description: Pitching a new loyalty app for Adidas to engage football 
fans worldwide. Leveraging football sponsorship deals with both 
teams and individuals. Including launch activations and experiential 
promotional events.

brief: Adidas Loyalty pitch
brand: Adidas 



Double Window

Merry  
savings
on Sony

Subject to availability. Minimum top up £10. Standard Pay and Go terms apply, see o2.co.uk/terms

For expert advice chat to us
Be more dog

£20 off the Sony Xperia™ E1 
now £49.99  was £69.99  

£10 off the Sony Xperia™ E3 
now £99.99  was £109.99

When you buy selected smartphones on an 8GB or 20GB tariff

Free KitSound Boom 
Evolution speaker 
worth £199 

O
2R
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xx
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From 2015, your O2 Refresh Airtime Plan will be adjusted every year on your April bill by the Retail Price Index (RPI) rate of inflation announced in the preceding February. See o2.co.uk/prices for more info.  O2 Refresh eligibility and other terms and conditions apply, ask in store. See o2.co.uk/terms

Airtime Plan, today to Mar 2015 Airtime Plan, Apr 2015 to Mar 2016 Airtime Plan, Apr 2016 to Mar 2017
£xx £xx + RPI% announced in Feb 2015 = Price A Price A + RPI% announced in Feb 2016

Tariff includes £xx Airtime Plan

Give a more magical Christmas
Be more dog

Sony Xperia™ Z3

£0 upfront 
£43 tariff 
8GB data

description: Bringing to life the Be More Dog attitude for 
Christmas in a magical diorama. At Christmas, the cat is being 
more reindeer, the deliverer of gift giving. Completely integrated  
shopper journey from digital, to in-store and loyalty incentives 
including exclusive wrapping paper.

brief: Integrated campaign 
brand: O2 



Camera slowly panning the midnight sky.

PAY AS YOU GO PLASMA

Second phone drops in. Text appears

Camera pans down. Text appears

Camera zooms out to show diorama. 
Headline appears

Headline drops in. Phone and Guru fades in 

Snow covered O2 which shakes... ... to reveal logo

description: Bringing to life the Be More Dog attitude for 
Christmas in a magical diorama is continued in store and online.

brief: Integrated campaign 
brand: O2 



brief: Unbelievable experience
brand: Pepsi 

description: social traction from the ambiguous monolith cube 
with #LiveForNow and countdown clock. An ‘Unbelievable’ 
experience created with sensory experience culminating  
in a personalised Pepsi bottle.

videos and more can be seen at my vimeo page here VIDEOS

http://vimeo.com/adwatts
http://vimeo.com/adwatts/httpvimeocompepsiunbelievable


brief: Mobil 1 Site re-design and restructure
brand: Mobil 1 Exxon Mobil 

description: Initially for the emerging markets, this redesign 
and strategic planning had to consider the roll-out of the site 
to multiple languages and markets and also be flexible enough 
for pages and sectors not yet conceived. Leading a team of 
Designers and Developers to achieve an optimised UI and UX 
as well as a future proof CMS



brief: TV campaign
brand: Douwe Egberts

description: bringing to life the moments that are enjoyed over 
a cup of Douwe Egberts.

videos and more can be seen at my vimeo page here VIDEOS

http://vimeo.com/adwatts
http://vimeo.com/adwatts


description: The idea behind this campaign was to show a 
contrasting statement of More/Less highlighting a dual benefit 
of purchase. Art Direction and design including leading a team 
to bring together the assets for the pitch

brief: In-store and advertising EMEA pitch
brand: Electrolux



description: ‘Mobil 1 The Game’ is an online driving game that we created for Mobil 1. As sponsors of both The Vodafone 
McLaren Mercedes team and also Stewart Haas Racing Indi car, The Game was created with both forms of racing whilst 
starting as every driver does with karting. To leverage the product value of Mobil 1 whether it be engine oil, wheel bearing 
grease or any other car lubrication.

Both videos and more can be seen at my vimeo page here

brief: Mobil 1 The Game Videos
brand: Mobil 1 

VIDEOS

http://vimeo.com/67876784
http://vimeo.com/67876581
http://vimeo.com/adwatts
http://vimeo.com/adwatts

