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UNITED NATIONS CHILDREN’S FUND
SPECIFIC JOB PROFILE


	
I. Post Information

	Job Title: PSFR Officer (Digital Campaigns & User Experience), Post# 114074
Supervisor Title/ Level: PSFR Officer (Digital Fundraising Lead), NOB, Case# IDS26031
Organizational Unit: PFP
Post Location: Jakarta, Indonesia
	Job Level: NOA
Job Profile No.: 
CCOG Code: 
Functional Code: 
Job Classification Level: 


	
II. Organizational Context and Purpose for the job

	Job organizational context: 
The implementation of an audience-focused marketing-led approach to the engagement of mass-market Individuals audiences is a key pillar of UNICEF Indonesia’s ambitious growth strategy. By achieving a clear understanding of the demographics, behaviours and motivations of specific audience segments UNICEF will then be best placed to create tailored audience-focused products and engagement methods along with integrated supporter journeys. These journeys will span all aspects of the engagement ‘funnel’ – from pre-acquisition positioning all the way through to ongoing retention, donor care and value maximisation. A key element of this new approach will be to scale-up UNICEF’s digital fundraising approaches, as part of the overall approach to supporter engagement.

Purpose for the job: 
The PSFR Officer (Digital Campaigns & User Experience) will develop, test and execute a portfolio of digital marketing campaigns to achieve ambitious supporter growth and engagement KPIs for UNICEF in Indonesia. Whether successfully moving supporters along different phases of the audience-focused supporter Journeys or deepening engagement within specific segments, a variety of digital marketing channels (e.g., SEO, SEM, display ads, email, social media, etc.) will be deployed in a test-and-optimize framework to drive key performance KPIs. Working with Digital and wider fundraising and communication team members from country, regional and global levels, this role is expected to grow both marketing performance KPIs, as well as improve digital campaign and user experience tools and capabilities. 


	
III. Key function, accountabilities and related duties/tasks 

	Summary of key functions/accountabilities: 
· Develop, test, implement and optimize a broad range of digital marketing campaigns to drive growth in audience size, engagement, and digital donations
· Plan and execute website improvement initiatives that impact user experience on fundraising websites
· Collaborate with other team members (especially in Fundraising and Communication) to prioritize, execute and measure multi-channel digital campaigns that aim at building public awareness of issues and the UNICEF brand, as well as supporters taking online and offline action, including donations.


	1. Map and develop digital channel strategy and activities across supporter journeys
· Key Performance KPIs
· Digital Fundraising KPIs:  New online donors acquired, total revenue, 1-time donors, regular donors
· Reached Audience: Those viewing UNICEF Indonesia’s messages
· Engaged Audience: Those interacting on social media (likes, comments, shares, etc.), opening email, viewing videos, etc.
· Website KPIs: Traffic & Engagement metrics on UNICEF.org/Indonesia
· Define appropriate channel mix, budgets, themes, creative tests and measurement framework for each Individual supporter journey ‘phase’ in the engagement funnel (e.g., unaware of UNICEF, new social media follower, considerer, donor)
· Prepare planning docs, agency briefs, and other supporting material to drive campaign implementation
· Manage and track digital campaign schedule and provide high-level timeline of all campaigns and priorities

	2. Structure, execute, and optimize digital marketing campaigns
· Establish and systematically implement test-&-optimize structure for digital campaigns
· Maximize performance by using multi-pronged approach to testing campaign propositions against multiple audience profiles
· Set up multiple A/B-test cells to simultaneously assess impact of different factors (creative, segments, timing, frequency, channel interactions, etc.) on desired KPIs
· Work with digital team members to elicit user insights and define optimization concepts for iterative improvements
· Work with agencies or directly within digital marketing platforms (e.g., FB Ad Manager, Google Adwords, Email Marketing) to setup, implement and measure campaigns across all channels


	3. Optimize supporter experience (website + social media)
· Test and optimize website and social media user experience based on user testing
· Collaborate effectively with colleagues in Digital Communications team to ensure activity is planned effectively and seamlessly so a UNICEF-wider audience-focused strategy can be developed and implemented to best effect
· Combine creativity and discipline to improving website structure, navigation and content as it relates to fundraising performance
· Adopt audience-centric perspective to journey-mapping; ensuring supporter segments all digitally experience UNICEF in the best way possible
· Collaborate with colleagues in the Donor Journeys team to find ways to inspire donors to stay with UNICEF, and to give them visibility and engagement options on UNICEF digital channels
· Work with service providers, agencies, and developers to scope & deliver new functionality – anything from VR experiences to chatbots to DIY fundraising toolkits, and everything in between
· Continually obtain user feedback on website and social media experience


	[bookmark: _Hlk60673675]CHILD SAFEGUARDING
Child safeguarding involves proactive measures to limit direct and indirect collateral risks of harm to children, arising from UNICEF’s work, UNICEF personnel or UNICEF associates. The risks may include those associated with: physical violence (including corporal punishment); sexual violence, exploitation or abuse; emotional and verbal abuse; economic exploitation; failure to provide for physical or psychological safety; neglect of physical, emotional or psychological needs; harmful cultural practices; and privacy violations.

Certain UNICEF positions present elevated child safeguarding risks (“elevated risk roles”) and candidates and/or incumbents may be subject to more rigorous vetting and training. Roles may be elevated risk roles because of significant unsupervised direct contact with children, their data, having a role in responding to safeguarding incidents, or being otherwise assessed as presenting an elevated risk. This position has been identified as not being an elevated risk role. 

Note: To appropriately categorize this position, please refer to the Guidance on Identifying & Assessing Elevated Risk Roles for this job profile and remove non-applicable description in the highlighted area above.

	
IV. Impact of Results 

	· Reports to Digital Fundraising Officer (NOB) in a medium-sized country office
· Accountable for systematic planning, implementation and continuous performance improvement of all UNICEF-owned digital venues & channels.
· The role directly influences the reach and impact of UNICEF communication and fundraising efforts 
· Delivering innovative user experiences in this market affords potential for vast reach & visibility – both domestically and internationally


	
V. Competencies and level of proficiency required (please base on UNICEF Competency Profiles)

	Core Values 
· Care 
· Respect
· Integrity
· Trust
· Accountability

ii) Core Competencies (For Staff with Supervisory Responsibilities) *
· Nurtures, Leads and Manages People (1)
· Demonstrates Self Awareness and Ethical Awareness (2)
· Works Collaboratively with others (2)
· Builds and Maintains Partnerships (2)
· Innovates and Embraces Change (2)
· Thinks and Acts Strategically (2)
· Drive to achieve impactful results (2)
· Manages ambiguity and complexity (2)
or
Core Competencies (For Staff without Supervisory Responsibilities) *
· Demonstrates Self Awareness and Ethical Awareness (1)
· Works Collaboratively with others (1)
· Builds and Maintains Partnerships (1)
· Innovates and Embraces Change (1)
· Thinks and Acts Strategically (1)
· Drive to achieve impactful results (1)
· Manages ambiguity and complexity (1)

*The 7 core competencies are applicable to all employees. However, the competency Nurtures, Leads and Managers people is only applicable to staff who supervise others.



	
VI. Recruitment Qualifications

	Education:
	University Degree in Communications, Digital Marketing or related field required. 

	
Experience:
	· Minimum 1 (one) year practical professional work experience in digital marketing required
· Experience in A/B-testing, digital user experience, email marketing, SEM/SEO, digital ad tech (e.g., retargeting) strongly desired
· Quantitative, analytical skills & experience with digital marketing metrics strongly desired
· Digital agency, nonprofit communications/fundraising experience desirable
· Additional years of experience in digital communication, social media, website design or development, and digital advertising are assets

	Language Requirements:
	· Fluency in Bahasa Indonesia and English
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