


WELCOME
TOM MASKILL, WEBMART



13:00 – 13:15 SUPER TOUCHPOINTS IAN GIBBS, JICMAIL

13:15 – 13:30 INTEGRATED CAMPAIGNS TO DRIVE ENGAGEMENT ALISON CHAPMAN, WEBMART
13:30 – 13:45 PLANNING, SEGMENTATION & TARGETING SONIA HITZELBERGER, WHISTL

13:45 – 14:00 DESIGN THAT DELIVERS - OPTIMISING YOUR 
MAIL FORMATS

ALLIE OLDHAM, BHC
TOM MASKILL, WEBMART

14:00 – 14:30 BREAK – (30 MINS)
14:30 – 14:45 PHYSICALLY IRRESISTIBLE REPORT ROB SYME, THE GATE (MARKETREACH)
14:45 – 15:00 SCALING UP SUSTAINABILITY TOM MASKILL, PRINTGREEN

15:00 – 15:20 MANAGING ATTRIBUTION AND IMPROVING 
THROUGH TESTING NIC EDWARDS, &YOU

15:20 – 16:00 BREAK - EXPERT CLINIC (40 MINS) 

16:00 – 16:30 CASE STUDY PANEL DISCUSSION
ALEX BARBIER - EXODUS TRAVELS
NIC EDWARDS – MAJESTIC
MELANIE WYNNE - PDV AGENCY

16:30 – 16:45 THANK YOU & CLOSE MARK DAVIES, WHISTL



SUPER TOUCHPOINTS
IAN GIBBS, JICMAIL





Fundamental marketing objectives remain unchanged 6



If only it were so simple 7



An unscientific history of multi-channel planning 8
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Multi-
Channel Touchpoints

Super
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pre-20th century 20th century 21st century now
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We asked the industry to define “Super Touchpoint” 9



Disproportionately large investment for 
disproportionately effective outcomes 10



The Super Touchpoints checklist 11
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Big brand spenders enjoy high mail engagement 16



Effectiveness for smaller businesses keeps growing 17



Mail deepens customer value 18



Mail ignites household conversations 19
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INTEGRATED CAMPAIGNS 
TO DRIVE ENGAGEMENT
ALISON CHAPMAN, WEBMART



INTEGRATED CAMPAIGNS 
TO DRIVE ENGAGEMENT
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A NEW MARKETING 
PRINCIPLE 
EMERGES!
The Classic Rule: “A consumer needs to 
hear/see a message 7 times before taking 
action”

• Emphasises the importance of repeated 
exposure to build recognition and familiarity

• The more interactions a consumer has with a 
brand, the more memorable that brand 
becomes

• Trust and credibility are organically built 
through repeated exposure

Super easy!...Right!?IN
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Social Media Digital Display

Door Drops

Content

Video Radio

TV

Podcasts SMS Direct Mail Email

Inserts Influencer Programmatic

OOH SEOVOD Affiliate

Eeek, that’s a lot of choice!!

MARKETING IN 2025 – BEAUTIFUL CHAOS?



WHY INTEGRATION 
MATTERS MORE 
THAN EVER
Marketing is not linear. It’s a *slightly* 
chaotic multichannel journey.

• Modern consumers interact with brands 
across 20+ touchpoints

• They experience your brand across your 
different channels, not in silos

• Disconnected messaging = confused 
customers

• Integrated experiences increase trust, 
engagement and ROI.

• Integration brings coherence to the chaos.IN
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SUCCESSFUL INTEGRATED MARKETING  
STARTS INTERNALLY
The 3C Framework
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Consistency
Cross-

Channel 
Synergy

Collaboration

Siloed teams = 
fragmented 

experiences. 

Channels need to 
come together to work 

as one

Unified creative, 
messaging and assets



THE ALL-AGENCY 
ADVANTAGE
Silos don’t just happen internally. 
They can happen with your agency 
network too.

• The strongest campaigns are created in shared 
meetings, leveraging different skillsets.

• All-agency meetings help to align teams early on; 
across creative, print, digital, CRM and media.

• Provide guidance and fresh perspective on 
customer journey mapping and personas.

• We can encourage contribution and challenge at 
the start of the process, not at the end.

• Build mutual KPI’s across stakeholders and ensure 
coherence.

• Integration doesn’t just happen. It needs to 
be orchestrated.IN
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CASE STUDY: 
FORTNUM & MASON
Driving in-store traffic and online sales 
for a seasonal collection

Channels: Direct Mail, Email, Social Retargeting 

Direct Mail: Mailed a luxury catalogue mailer 
that had QR codes linking to exclusive online 
content.

Email: 3 days later an email was sent to the 
same audience, reinforcing the messaging within 
the Direct Mail.

Social Retargeting: Once a consumer 
interacted with the campaign, social retargeting 
was activated!

Results: +35% engagement uplift with Direct 
Mail recipients converting at three times the 
previous average rate
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Source: Royal Mail MarketReach, “The Private Life of Mail”, 2023



CASE STUDY: 
SPECSAVERS
Re-engaging lapsed customers.

Channels: Direct Mail + Email

Direct Mail: Personalised reminders sent to 
lapsed customers via mail with a QR code that 
allowed for easy online booking

Email: A few days later, Direct Mail recipients 
that hadn’t yet converted were sent an email 
that matched the DM creative and call to action.

Results: +30% higher booking rate achieved 
from the Mail + Email recipients vs Email only. 
Showing the power that integration can have!
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Source: Whistl/Marketreach Industry Briefing



MAIL & DIGITAL –
THEY’RE BETTER 
TOGETHER
Mail is slow-burn. It lives in the home, sparks 
curiosity, ignites conversation.

Digital is real time. It enables immediate clicks, 
conversions and continuation.

But together:

Integrated campaigns are 35% more 
effective. Kantar, Getting Media Right.

Multichannel campaigns help to increase 
purchase intent by 90%. Google/Ipsos.

Direct Mail boosts Digital engagement by up 
to 63%. Royal Mail MarketReach.IN
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THE INTEGRATED CAMPAIGN CHECKLIST
Setting Up For Success

IN
TE

GR
AT

ED
 CA

MP
AI

GN
S T

O 
DR

IV
E E

NG
AG

EM
EN

T

Have you defined a clear campaign goal with consistent message and creative?

Are you clear on your customer journey?

Are you activating across multiple channels that are relevant to your audience?

Are you collecting, analysing and acting on your data?

Are you ensuring that insights from one platform inform and enhance others?

Are your channel owners aligned and communicating clearly?

Are you tracking and attributing performance beyond last click here?

If you can’t achieve this all internally, have you got the right agencies supporting you?



BUT REMEMBER..
This isn’t about using more 
channels.

It’s about using the right 

channels to help build a 

better connection that drives 

engagement.
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THANK YOU.
GET IN TOUCH 

A l i s o n . C h a p m a n @ w e b m a r tu k. c o m



PLANNING, SEGMENTATION 
& TARGETING

SONIA HITZELBERGER, WHISTL



Next

Planning, Segmentation 
& Targeting Mail Marketing



Mail Marketing enables
brands to connect with
consumers in their homes

Apply insights and data analytics to target households that fit
specific geo-demographic profiles or direct to consumer data



Mail Marketing 
Strategic Outreach for… 

Doordrop Media

Partially Addressed Mail (PAM)

Direct Mail

1

2

3



Mail Marketing 

Intelligent postcode sector targeting 
solutions, proven to drive acquisition and 

retention by using geo-demographic targeting 
with both customer & modelled data

Doordrop Media Partially Addressed Mail Direct Mail

Best In Class Planning, Segmentation & Targeting 

Identify prospect customers using 
sophisticated targeting to postcodes, without 

the use of personalised data

Modelling and segmentation ensuring you 
target the right individuals with the right 

offer

(Image)



Apply Learning
Adjust, Refine, Optimise

Granular Learnings
Geographic learnings

Timeframe of response
Influence on other media

Campaign Evaluation
Analyse Response & cost efficiency

Key metric performance
Who responded? And why?

Set
Campaign Objective
Establish the overall objective
and what success looks like

Audience Discovery
Who is the target audience?
where are they?
How to engage with them?

Strategic Planning
Creating hypotheses
Set testing criteria
(E.g. Frequency/creative)



Targeting Doordrop Media & PAM Campaigns
Datasets available to target your audience

Geo-Demographics Market Research Other Datasets

Software Geography Free Source Data

High Street & Retail Parks
Grocery Catchments

Drivetime / Radii
Media Boundaries

Government 
Administrative Bespoke



Decile

Model Build and Blending 
Data for improved results

Customer datai Modelled datai



Market & Competitor 
Analysis

Lifestage Data

Trigger Data

Transactional Data

Responder Insights

Survey Data

Lifestyle data

Homemovers Data

Consumer Demographics



Evaluating Mail Marketing Success 

A typical evaluation will provide analysis of the 
following areas & key metrics:

Apply learning

Granular learnings

Adjust, refine, optimise

Geographical learnings
Timeframe of response
Influence on other media

Campaign evaluation
Analyse response & cost efficiency
Key metric performance
Who responded? And why?

Overall Performance

Geographical Performance

Creative Performance

Frequency

Targeting Model Analysis

Return on Investment (ROI) 

Average transaction value (ATV)

New Customer %

Campaign on campaign

Influence on other Channels (online, TV etc)

Best in class Approach



Mail Marketing In Summary

Intelligent postcode sector targeting 
solutions, proven to drive acquisition and 

retention by using geo-demographic targeting 
with both customer & modelled data

Doordrop Media Partially Addressed Mail Direct Mail

Best In Class Planning, Segmentation & Targeting 

Identify prospect customers using 
sophisticated targeting to postcodes, without 

the use of personalised data

Modelling and segmentation ensuring you 
target the right individuals with the right 

offer

(Image)



Let’s talk and help
you meet your goals.

CONTACT US

Whistl UK Ltd
Network House, Third Avenue, 
Marlow, Buckinghamshire, SL7 1EY

Tel: 07900 821902
Email: sonia.hitzelberger@whistl.co.uk

Follow me on 
LinkedIn!

Sonia Hitzelberger

Doordrop
Media

Mail Parcels Cross-Border
Solutions

Fulfilment

(Image)

Director of Sales

mailto:susie.idle@whistl.co.uk


DESIGN THAT DELIVERS – 
OPTIMISING YOUR MAIL FORMATS

ALLIE OLDHAM & TOM MASKILL



To access Mailmark rates:
• Formats must weigh less than 100g
• Sealed on all edges and we’re 
• Mailing volumes more over 4,000
 
Mailing costs
It's often cheaper at lower volumes to mail catalogues naked 
on a higher postage tariff. 
At higher volumes, it then becomes cheaper to wrap and 
send on a mailmark rate. 

Royal Mail offer incentives: 
• For first time users
• For testing and innovation. 

Rules
of

Engagement



Postcards – great for SALE and Special offers

Price variance A5 vs A6. +28% for print and paper. 
Only +2.5% for total cost.  Postage the same for both sizes.





This was sent out when the rules for Mailmark were 
slightly different. This format would now not meet RM’s 
stringent guidelines.  

Variations on this format are still being produced but 
sent out Manual 70 to avoid any reversions/fines. 

Feedback  - there is some concern that the fines could 
exceed the guaranteed cost of paying the higher rate so 
a preference to stick with a known figure.

6pp Roll Fold



New 8pp 
Rold Fold 

Specification
Go live: 

22 April 2025



Maltese Cross

• 10 pages
• 148mm x 148mm
• 4 process colours throughout
• 300gsm uncoated stock



A5 Letter Format

A5 (210x145mm) cost effective format.
Same postage up to 100g
Can send naked or wrapped.



Max 240x165mm (versions in between)
Same postage up to 100g
Can send naked, wrapping more difficult

A5 Letter Format



A5 Landscape
• 145x210mm
• Ideal for the brand
• Doormat impact
• There is a cost premium for 

this format.



Large Letter Format

• Up to 250g same postage

• Cost implications have 
reduced the number of large 
format mailings.

• 90% in the mail cost from A5
• Stand out from the crowd.



Large vs Letter

Fashion/Clothing page reduction can work.
Hard goods – more difficult: copy heavy and 
reduced image size.



Folded Newspaper

Alternative formats worth considering within 
the mailing mix.



TEST… TEST… 
and TEST again!

• Keep it fresh
• Don’t just do what you always do
• Surprise and delight your customer
• What used to work might not work now. 

Conversely what didn’t work might now.
• Work with your suppliers to understand the 

implications.



BREAK
30 MINUTES



PHYSICALLY IRRESISTABLE
ROB SYME, THE GATE



Classification: CONFIDENTIAL

The Gate



Classification: CONFIDENTIAL

The Gate



Classification: CONFIDENTIAL

The Gate



Classification: CONFIDENTIAL

The Gate



Classification: CONFIDENTIAL

The Gate



Classification: CONFIDENTIAL

The Gate



Classification: CONFIDENTIAL

The Gate



Classification: CONFIDENTIAL

The Gate



Classification: CONFIDENTIAL

The Gate



Classification: CONFIDENTIAL

The Gate



Classification: CONFIDENTIAL

The Gate



SCALING UP SUSTAINABILITY
TOM MASKILL, PRINTGREEN



Mail Masterclass 2025

IT’S TIME TO
TRANSFORM
PRINT.



TOM MASKILL 
Chief Client Officer

Chair of PrintGreen
Manage Webmart’s Sustainability 
Initiatives

Consult with marketing 
departments to improve 
performance and reduce 
emissions



SUPPORTERS



CARBON CALCULATOR
QUANTIFIABLE INSIGHTS
TRANSPARENCY & ACCOUNTABILITY
COMPETITIVE & MARKETING ADVANTAGE



WHAT PEOPLE SAY

At People’s Postcode Lottery, we believe in promoting a comprehensive understanding of 
environmental impacts. Our direct marketing and print media in particular, often face 
misconceptions, leading to potential under evaluation from stakeholders and our players.

By accurately incorporating the resource from PrintGreen into our strategies, we can 
better use and promote print as a sustainable option in our marketing efforts.
Isla Munro – Direct Marketing Specialist – People’s Postcode Lottery



As organisations focus on reducing the environmental impact of their business, their media
choices and how they are produced will come under increased scrutiny.

Defining the environmental footprint and sustainability for physical print will provide
brands, agencies, printers and the wider industry with real advice and choice on
managing and reducing the impact of their physical communications.
Justin Cairns - Ogilvy UK - Head of Offline Production

WHAT PEOPLE SAY



Calculate

Calculating the impact a campaign 
has on the environment is always 

the first step. We use granular data 
to accurately determine the carbon 

footprint of any print or 
mailing campaign. 

Mitigate 

Using this insight, we can 
effectively mitigate the carbon 

footprint, through re-engineering, 
data and consultancy.

Offset  

What we can’t mitigate away, 
we then offset, to ensure your 

campaigns have a neutral impact 
on the environment.

Communicate  

Finally, we communicate the carbon 
footprint to the recipient, so they 

both understand the environmental 
impact, and that you have been 

responsible and sustainable in your 
marketing communications.

INSPIRING AND EMPOWERING BRANDS TO PRODUCE MEANINGFUL 
INTEGRATED MARKETING CAMPAIGNS THAT PUT OUR PLANET FIRST.



Specification

Pagination A5 32pp (28+4pp cover)

Cover 130gsm Silk

Text 90gsm Silk

Colours 4/4

Finishing Saddle Stitched

Delivery 100k to Leicester

Specification

Pagination A5 32pp (28+4pp cover)

Cover FSC Recycled 130gsm Silk

Text FSC Recycled 90gsm silk

Colours 4/4

Finishing Saddle Stitched

Delivery 100k to Leicester



Text Paper 4.839 tonnes of Woodfree silk 90gsm 5,608.40

Cover Paper 1.039 tonnes of Woodfree silk 130gsm 1,204.20

Text Press 5.3675 hours on a Cutstar B1 press for 12 page section (2 up) 155.66

Text Press 5.3675 hours on a Cutstar B1 press for 16 page section (2 up) 155.66

Cover Press 1.3498 hours on a Cutstar B1 press (8 up) 39.14

Text Ink 270.9955kg of ink 991.06

Cover Ink 117.6863kg of ink 430.39

Plate 16 x 0.3mm plates with an area of 0.55m2 56.60

Cutting 4.551 hours of cutting 3.50

Binding 101000 copies with saddle stitched binding 141.40

Proof PDF proof 0.42

Packing 400 x Carton packed 98.40

Delivery 4.9745 tonnes travelling 80.47km to Midlands 288.33

Total CO2e (kg) 9,173.16



Text Paper 4.839 tonnes of FSC 100% Recycled Woodfree silk 90gsm 4,482.11

Cover Paper 1.039 tonnes of FSC 100% Recycled Woodfree silk 130gsm 853.61

Text Press 5.3675 hours on a Cutstar B1 press for 12 page section (2 up) 155.66

Text Press 5.3675 hours on a Cutstar B1 press for 16 page section (2 up) 155.66

Cover Press 1.3498 hours on a Cutstar B1 press (8 up) 39.14

Text Ink 270.9955kg of ink 991.06

Cover Ink 117.6863kg of ink 430.39

Plate 16 x 0.3mm plates with an area of 0.55m2 56.60

Cutting 4.551 hours of cutting 3.50

Binding 101000 copies with saddle stitched binding 141.40

Proof PDF proof 0.42

Packing 400 x Carton packed 98.40

Delivery 4.9745 tonnes travelling 80.47km to Midlands 288.33

Total CO2e (kg) 7,696.28

1,476.88 
kgCO2e 
Reduction



Our calculations were built using CarbonQuota emissions data and the 

methodology externally certified by ClimatePartner to create the UK’s 

first postage carbon calculator.



PERFORMANCE

Carbon Cost per Acquisition through Doordrop = 
137.3 kgCO2e, 

down from 185.8 kgCO2e

500,000 doordrop 
campaign

Carbon calculated 
and mitigated down 
from 37.1 tCO2e to 

27.4 tCO2e

2% visited the 
website as a result 
of the campaign,

10,000 more 
website visitors

2% buy having 
visited the 

website, 200 new 
customers



Calculate your impact

IT’S TIME TO
TRANSFORM
PRINT.



MANAGING ATTRIBUTION & 
IMPROVING THROUGH TESTING

NIC EDWARDS, &YOU





































BREAK – EXPERT CLINIC
40 MINUTES

IAN GIBBS
JICMAIL

ALISON CHAPMAN
WEBMART

SONIA HITZELBERGER
WHISTL

ALLIE OLDHAM
BHC

ROB SYME
THE GATE

TOM MASKILL
WEBMART

NIC EDWARDS
&YOU

MARK DAVIES
WHISTL

LAURA SANJURGO
WHISTL



CASE STUDY – PANEL DISCUSSION
EXODUS TRAVELS, MAJESTIC AND PDV AGENCY

ALEX BARBIER NIC EDWARDS MELANIE WYNNE



THANK YOU
MARK DAVIES, WHISTL

 PLEASE JOIN US FOR DRINKS AT ALL BAR ONE, MOORGATE 
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