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for every child

SPECIFIC JOB DESCRIPTION

1. Post Information

POST NUMBER: 137360 CATEGORY: NO
SUPERVISODR: Chief of Advocacy and PROPOSED LEVEL: MO-2
Communication, P-4, # 19024 JOB TITLE: Communication Officer

REASUN FUR CLASSIFICATION: New | (Digital Engagement & Marketing Content)
REGION/DIVISION: Communication Functional Code:

COUNTRY: | hailand 1CSC CCOG Code:

DUTY STATION: Eangkck
OFFICE: Thalland Country Office
SECTION: Corrrmunication
UNIT: Commuinication

1I. Strategic Office Context and Purpose for the job

UNICEF Thailand works to advance the rights and well-being of every child, with a focus on
reaching the most disadvantaged and excluded children, Current priorities include
strengthening public trust in UNICEF, mobilizing resources to support programmes, and
amplifying advocacy on key child rights issues such as early childhood development,
education, child protection, climate action, and social protection. Achieving these objectives
requires reaching diverse audiences with compelling, evidence-based narratives that inspire
action and sustain long-term engagement.

The Communications Section plays a pivotal role in achieving these goals by shaping
UNICEF's public narrative, enhancing brand visibility, and driving audience engagement
across digital, traditional, and community channels, Digital engagement has become the
engine of this work, influencing public perception, fueling fundraising, amplifying advocacy, and
providing real-time insight into audience needs and behaviours. In an environment where
attention is fragmented and algorithms dictate visibility, strategic use of digital platforms is
essential to ensure UNICEF's messages reach, resonate with, and mobilize the people who
can help achieve change for children,

The Digital Communication Specialist leads the strategic use of digital channels to advance
UNICEF Thailand's communication, fundraising, and advocacy priorities. The role serves as
the driver of the office’s digital supporter engagement strategy, ensuring that content,
campaigns, and user experiences are optimized for maximum reach, impact, and conversion
across web, social, and emerging platforms.




The position is accountable for:

Delivering measurable growth in digital engagement — expanding and diversifying UNICEF
Thailand’s online supporter base, increasing interaction quality, and converting
engagement into tangible advocacy actions and fundraising outcomes.

Safeguarding UNICEF's brand and credibility in digital spaces —ensuring all online
content meets global brand guidelines, proactively managing risks, and protecting the
organization’s reputation across platforms.

Integrating digital engagement into every aspect of UNICEF's work — from public
advocacy campaigns and programme visibility to donor stewardship and partner
activations, ensuring that digital is not an add-on but a core driver of results.

Leading innovation in digital strategy — staying ahead of trends, technologies, and
algorithms to continuously refine UNICEF's digital presence, adopting new approaches
that keep the organization relevant and competitive in an evolving landscape,

By embedding a digital-first approach across the office, the role ensures that UNICEF Thailand
remains visible, trusted, and influential—mobilizing the support needed to deliver lasting
change for every child,




1IL. Key functions, accountabilities and related duties/tasks:

1. Lead Digital Supporter Engagement Strategy

Flan, schedule, and execute a segmented, multi platform digital engagement plan—co
created with the Marketing and Lontent Manayer—cavering reach, engagement, advocacy
actions, and fundraising conversion, with KPIs tracked through Google Analytics 4, Meta
Insights, Hootsuite Analytics, and Salesforce dashhoards.

Implement audience-specific supporter journeys (e.q., donors, youth, parents, advocates)
by ereating and publishing tailored content, interactive experiences, and calls-Tg-action
that drive measurable engagement and retentiuvn,

Update and maintain content across all UNICEF Thailand digital touchpoints, ensuring
optimized user experice and seamless user navigation betweean campaign mMIcrasitas,
donation pages, and main platforms.

Coordinate daily with the Marketing and Content Manager to align campaign rollouts,
cross channel storytelling, and the audience first approach, ensuring that creative assets,
messaging, and timing are consistent and mutually reinfordng.

2. Oversee Digital Content and Advocacy Integration

-

Act as the main liaison for programme teams, coordinating social media and digital
communication support for programme-refated events, advocacy initiatives, and
campaigns.

Plan and coordinate high-quality, audience-first content for UNICEFs website and social
media platforms (Facebook, Instagram, TikTok, Twitter/X, LinkedIn, LINE Official) in close
callaboration with campaign leads.

Ensurc advocacy and fundraising messages arce integrated into content plans, aligned with
UNICEF's brand and safequarding standards, and adapted for platform-specific audiences.
Apply SEQ and social SEQ best practices (keyword optimization, link building, metadata
management) to maximize discoverability, complementad by Al-driven creative {ools (e.g..
ChatGPT for copy ideation, Midjourney/DALL-E for mack-ups) and social listening platforms
(e.g., lalkwalker) to identity trends and inform content directien.

Maintain a central editorial calendar, ensuring coordinated and timely defivery of content
across all campaigns and programme priorities.

3. Manage Digital Team, Assets, and Processes

Supervise, mentor, and performance-manage the sacial media team in the Communication
Section, fostering a culture of creativity, innovation, accountability, and professional
growth.

Oversee the end 10-end execution of content production and publishing across social
media chanrels and the UNICEF Thailand website, ensuring guality, brand alignment,
safeguarding compliance, and timely délivery,




Direct the creation and optimization of multimedia assets (photas, videos, graphics, copy)
for different audience segments and platform requirements.

Maintain and improve digital asset management systems (e.g., SharePaint, Trello) to
ensure resources are current, organized, and easily accassible,

Implement and oversee performance dashboards (e.g., Gooagle Analytics 4, Meta Insights,
Hootsuite Aralytics) to provide real-time monitoring and data-driven insights,

Manage relationships with vendors and consultants, from procurement to final delivery,
ensuring high-quality outcomes on time and within budget.

Develop and track annual digital workplans, reports, and budgets to ensure efficient
resource allocation and alignment with organizational objectives,

4. Risk Monitoring and Brand Compliance

L]

Serve as the primary focal point for meonitering and mitigating risks related to social media
platforms and brand visibility. This includes proactive detection of misinformation, harmful
narratives, and brand misuse using tools like Talkwalker or others,

Loordinate timely responses to emerging risks with the Chief of Communication and the
management team, the IT, Fundraising, and relevant pragramme teams, ensuring an
inteqrated approach to risk mitigation.

Lead UNICEF Thailand's adherence to global brand and visikility guidelnes, providing
regular training and guidance to staff and partners.

Oversee participation in Brand Barometer Studies and integrate tindings into digital
strateqy to strengthen brand recognition.

Maintain and update the brand and wisibility stock inventory in collaboration with the
Project Assistant Communication, ensuring high quality, brand compliant materials are
readily available.




IV. Impact of Results

The efficiency and effectiveness of the incumbent directly determine UNICEF Thailand's ability
to maximize the reach, credibility, and value of its digital presence. Strong leadership in digital
strategy, content optimization, and risk management enhances brand visibility, supports
revenue growth, and strengthens public engagement for children’s rights. By integrating
innovative approaches, data-driven decision-making, and strategic collaboration across teams,
the role ensures UNICEF is positioned as a trusted, influential voice in Thailand's digital
landscape — ultimately enabling greater advocacy impact and resource mobilization,

V. Capabilities Required

Advanced knowledge of digital marketing, content strategy, SEQ/SEM, social SEQ, and
data-driven optimization, including A/B testing, conversion rate optimization (CRO), and
funnel performance tracking.

Proficiency in User Experiecne and User inerface principles for website and social media
optimization.

Strong organizational and coordination skills, with the ability to manage multiple priorities,
deadlines, and stakeholders in fast-paced environments.

Excellent interpersonal and networking skills to build collaborative relationships across
diverse teams, partners, and external agencies.

Proven leadership and team management experience, fostering creativity, high
performance, and professional growth,

Understanding of brand management, safeguarding, and reputational risk mitigation in
digital spaces, including social listening and crisis response.




« Deep knowledge of Thailand's cultural and media landscape, including influencer and
celebrity engagement context, audience behaviors, and platform trends.

+ Advanced skills in MS Office Suite, social media management tools (e.g., Hootsuite, Meta
Business Manager, Sprout Social), analytics platforms (Google Analytics 4, Google Ads,
Meta Insights), and creative tools (Adobe Creative Cloud, Canva, Figma),

«  Familiarity with Al-driven content and creative tools (e.g., ChatGPT, MidJourney, DALL'E)
and social listening platforms (e.g., Brandwatch, Talkwalker) to enhance engagement and
trend monitoring,

« Budget planning and management skills, ensuring efficient use of resources for maximum
digital impact.

VL UNICEF values and competency Required (based on the updated Framework)

i) Core Values

« Care

« Respect
+ Integrity
o Trust

e Accountability
« Sustainability

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)

«  Drives to Achieve Impactful Results (1)

« Marnages Ambiguity and Complexity (1)




VIL. Recruitment Qualitications

University degree in Communications, jeurnalism, Public

kducation: Relations, Digital Media or a related field.
Two years practical and direct professional wark exparience in
Experience: communication, broadcast media, interactive digital media,

reguired,

Proven track record in digital strategy, content development,
and socizl media management, required,

Direct experience in managing websites, email campaigns,
and online communities, required.

Background/tamiliarity with Emergency situdtiuny, an asset

Demanstrated experience developing and 'mplementing multi-
channel digital engagement strategies with measurablé growth
in raach, engagement, canversion, and audience retention,
required,

Experience managing soctal media platforms, websites, email
marketing, and digital supporter journeys, required.

Proven experience using analytics and perfaormance tools (Google
Analytics 4, Meta Insights, social listening platforms, CRM
systems) to drive decision-making and optimize performance, an
an asset.

Experience supervising consuftants, agencies, or vendors, an
asser.

Language Requirements:

Proficiency in Thai and English (both written and spoken).




VIIL Child Safeguarding

(HMlease respond with Yes ar No)

Is this role a representative,
deputy representative, chief of
field office, the most seniar child
protection role in the office, child
sateguarding tocal point, or
investigator (OLAL)7:

MO

[s this post a direct contact role in
which incumbent will be in contact
with ¢hildren either face-to-face,
of by remote communication. but
the communication will not be
moderated and relayed by
another persan?:

MO

Is this post a child data rale in
which incumbent will be
manipulating or transmitting
personabidentit:able intormation
on children such as names,
national id, location data, or
photos?:

MO

The selected candidate for this
position will be required to
engage with vulnerable chitdren:

MO




