
The IPA LegRegs Certificate ensures that 
advertising and marketing practitioners are fully 
conversant with the legal and self-regulatory 
measures that determine our business. 

IPA Advanced 
Certificate

The new IPA Advanced Certificate is the definitive 
qualification for best practice in communication 
strategy in today’s multi-channel, technology-
enabled world. It has been completely rewritten 
to encompass the latest thinking on how to create 
a great communications strategy and plan in an 
increasingly challenging and crowded marketplace.

Written by the industry’s leading professionals 
at the forefront of their respective fields means 
the content is current and completely relevant 
to today’s communications professionals.

Passing the Advanced Certificate would 
earn you four stars towards the five required 
to qualify as an Accredited MIPA.

For more information see  
www.ipa.co.uk/MIPA



IPA Advanced Certificate

Format  
Approximately 40 hours of online learning, divided 
into 5 modules, over 7 months (October to May). 
Culminating in varied end-of-module assessments.

Audience 

The qualification is aimed at professionals, in either 
agency or client organisations with between 
3-6 years’ industry experience, who are looking 
to expand their understanding of the progressively 
complex media world they operate in.

Content 

Developed by the IPA’s Media Futures Group and 
written by top agency practitioners, this qualification 
offers a solid grounding in media communications and 
channel planning through practical and recent case studies. 

Each module consists of a number of e-lessons, 
key readers, assignments, walkthroughs, videos, 
discussions and quizzes. 

The learning is delivered in 5 modules: 

1. The media context for comms planning 
by Simon Harwood, Head of Creativity, PHD 

This module is designed to establish and provide much 
of the context for the following modules. It revises the 
cultural importance of media, and how media agencies 
make money. It considers recent major technology shifts 
and how consumer reactions to these changes has 
impacted the way in which we plan. It then explores 
how these changes and reactions continue to manifest 
in both their impact on media industry thinking, and how 
they may drive agency delivery and development.

2. Designing and implementing effective measurement 
David Fletcher, Chief Data Officer, MEC; Louise Twycross-
Lewis, Senior Research & Social Insight Director, MEC; 
and Lynne Robinson, Director of Research, IPA 

This module emphasizes the importance of considering 
what you will be evaluating, and why, before embarking 
on any new strategic development. It not only exhibits a 
range of best practice methods for evaluating different 
types of activity but, signifies the importance of setting 
relevant and measurable objectives at the start of the 
process. The module brings these concepts to life using 
IPA Effectiveness Award examples and an outline 
evaluation framework.

3. Developing a communication strategy  
by Tony Mattson, Head of Strategy, Forward Media 

This module guides learners through each stage 
of communication strategy planning considerations. 
It focuses on the importance of a good brief, setting 
a budget, defining a customer/target audience, 
gathering insight and developing ideas. The module 
highlights successful industry techniques and 
evidences them through a range of relevant material, 
including IPA assets and publications.

4. Approaches to integration 
by Jon Kershaw, Head of Strategy, Havas Media 
This module discusses the meaning and importance 
of integration. Combined with ‘Datamine 3’ it allows 
learners to consider existing data about the integration 
models available. Also used alongside ‘The Long & Short 
of It’, the module presents a cohesive evaluation of the 
current models of integration. The module challenges 
learners to voice their own thinking regarding the 
integration debate through identifying and defining 
potential models of integration, using IPA Effectiveness 
Award winning papers.

5. Principles and practices for a great comms plan   
by John Paul Cadman, Head of Strategic Planning, Carat 
This module considers the remaining steps to developing 
a plan – the role for media and channel choices. It focuses 
primarily on 2 key deliverables:

•  The ‘Ecosystem’ - A holistic view of all touchpoints 
and content that will form part of the plan 

•  The ‘Schematic’ – A breakdown of investment 
by touchpoint and a recommendation of how that 
investment is phased over time

The module outlines how reviewing existing plans helps 
to identify and correct gaps. The module exemplifies 
how learners can maximise the effectivity of their 
communication plans through best practice principles for 
budget allocation and channel planning, and, once a plan 
goes live, through ongoing analysis and optimisation.

 
Certification 
A certificate of completion is awarded to all delegates 
who successfully pass all five modules.


