
 
 

 

 

TERMS OF REFERENCE 
        

Paid Media Performance Marketing Consultant – Digital Fundraising Growth 
CONTRACT MODALITY Individual Consultancy  

 

DURATION OF CONTRACT   1 year  

 
Purpose of Assignment 

In alignment with UNICEF’s digital transformation strategy, this role will play a key part in reinforcing the private 
sector fundraising team’s digital capabilities, with a focus on paid media performance marketing and campaign 
optimization.  

Purpose of the Role  

UNICEF Philippines seeks an accomplished digital paid media performance marketing specialist to act as a strategic 
advisor, technical leader, and quality gatekeeper for all digital paid media fundraising activities.  

 The Consultant will enable step‑change growth in digital fundraising performance by strengthening strategy, 
decision‑making, measurement rigor, and optimization discipline—ensuring that paid media investments 
consistently drive high‑quality donor acquisition, with improved retention, and increased donor lifetime value 
(LTV).  

 This role is critical to scaling sustainable digital fundraising growth and will serve as advisor to the internal 
fundraising teams, and external agencies. 

Scope of Work 

1. Strategic Oversight & Performance Direction 

The Consultant will provide end‑to‑end strategic oversight of UNICEF Philippines’ digital paid media fundraising 
ecosystem, ensuring alignment with income targets, growth ambitions, and long‑term donor value objectives. 

Key responsibilities include: 

• Define and refine paid media growth strategies across the full donor funnel (acquisition → conversion → 
retention → value maximizaƟon). 

• Ensure clear performance hypotheses, KPIs, and success criteria are embedded in all paid media initiatives. 

• Guide prioritization of channels, audiences, formats, and budgets based on impact potential and marginal 
return. 

• Act as a decisive escalation point for underperforming strategies, recommending course corrections grounded 
in data and best practice. 

 

2. Paid Media Channel Expertise & Quality Assurance 

Serve as the organization’s technical reference point for best‑in‑class fundraising performance marketing across 
key platforms, including but not limited to: 

DUTY STATION  Manila (for National – hybrid,  for International remote with possibility of 
travel) 



 
 

 

 

• Meta (Facebook / Instagram) 

• Google Ads (Search, Display, YouTube) 

• TikTok Ads (where appropriate for fundraising objectives) 

 

Responsibilities include: 

• Review and challenge agency and internal proposals on campaign architecture, bidding strategies, creative 
rotation, audience segmentation, and budget allocation. 

• Ensure campaigns are structured to accelerate learning, scalability, and efficiency rather than short‑term vanity 
metrics. 

• Validate that paid media setups are technically sound, compliant, and optimized for fundraising conversion and 
value, not just traffic or awareness. 

3. Measurement, Analytics & Decision‑Making Frameworks 

Lead the development and adoption of robust, decision‑ready performance measurement frameworks that 
support confident investment decisions. 

 

Key deliverables include: 

• Define core fundraising KPIs (e.g., CPA, donor quality, retention, LTV, payback period) and ensure consistent 
application across channels. 

• Establish clear performance reporting standards and dashboards that translate data into actionable insights for 
leadership. 

• Diagnose performance drivers and blockers, distinguishing between media efficiency, creative impact, funnel 
friction, and donor quality. 

• Elevate conversations from “cost per donor” to long‑term value and sustainability of growth. 

 

4. Testing, Experimentation & Innovation 

Champion a disciplined test‑and‑learn culture that accelerates improvement while protecting fundraising income. 

 

Responsibilities include: 

• Design and oversee structured experimentation frameworks (A/B and multivariate testing), including 
hypotheses, test duration, learning agendas, and success thresholds. 

• Identify and evaluate innovation opportunities (new formats, platforms, targeting approaches, AI‑driven 
optimization, creative testing models) aligned with UNICEF’s brand and risk appetite. 

• Ensure learnings are captured, institutionalized, and reused, preventing repeated mistakes and accelerating 
maturity. 

 

5. Capability Building & Knowledge Transfer 

Strengthen UNICEF Philippines’ internal digital fundraising capability beyond the life of the consultancy. 



 
 

 

 

 

The Consultant will: 

• Mentor and upskill internal fundraising and digital teams through practical guidance, structured feedback, and 
knowledge sharing. 

• Produce clear documentation on best practices, channel playbooks, testing frameworks, benchmarks, and 
decision rules. 

• Enable internal teams to become more confident, data‑literate, and performance‑oriented in managing 
agencies and investment decisions. 

 

6. Collaboration & Governance 

The Consultant will work in close partnership with: 

• Internal Individual Giving, Digital Fundraising, and Data teams 

• External media and creative agencies 

 

While not replacing operational execution, the Consultant will: 

• Act as a strategic partner and quality controller, ensuring accountability for results. 

• Facilitate clear governance structures, decision rights, and escalation pathways. 

• Support alignment between fundraising objectives, brand considerations, and financial stewardship. 

 

Role Boundaries 

The Consultant is not expected to directly execute paid media buying or replace existing staff or agencies. 

The Consultant will provide authoritative guidance, challenge assumptions, and drive clarity on what should be 
done, why, and how success is defined. 

Success will be measured by measurable improvements in paid media fundraising efficiency, donor quality, and 
growth sustainability. 

 

Programme Area / Specific Project 

This consultancy directly supports Digital Paid Media Fundraising to achieve core Individual Giving business 
objectives, including: 

• New donor acquisition (monthly pledge and one‑time donors) 

• Improved donor retention and repeat giving 

• Enhanced donor lifetime value (LTV) and long‑term income contribution 

• Sustainable, scalable growth in digital fundraising revenues 

 
 
 



 
 

 

 

Work Assignments Overview  Deliverables/Outputs  Delivery deadline to complete the 
deliverable  

Month One  

Assignment 1: Strategic 
Oversight & Performance 
Direction  

 

 

 

Assignment 2: Paid Media 
Channel Expertise & Quality 
Assurance  

 

 

 

Assignment 3: Measurement, 
Analytics & Decision-Making 
Frameworks  

 

 

Assignment 4: Testing, 
Experimentation & Innovation  

 

 

 

 

Assignment 5: Capability Building 
& Knowledge Transfer  

 

 

Assignment 6: Collaboration & 

Expected deliverable 1: Paid 
media plan focusing on long term 
growth for each campaign: must 
include proposed spends, 
estimated conversions and 
income grounded on profitability 
Documentation of testing plans 
and results, best practices and 
successful case studies  

Expected deliverable 2: Audit 
report on previous campaigns 
and agency performance must 
include, but not limited to a 
review of campaign structure, 
audience, budget split and 
optimization tactics.  

Expected deliverable 3: Core KPIs 
defined, with clear performance 
reporting standards translated 
into dashboards. Actionable 
insights that will inform decision-
making and ensure success.  

Expected deliverable 4: Well-
defined testing design and 
framework, identifying 
innovations. Documentation of 
previous learnings. 

 

 

 Expected deliverable 5: Plan for 
mentoring; confident, 
performance-oriented 
fundraising team Plan for 
monthly workshops  

Expected deliverable 6: 
Discussions with the IG manager 

1: 30 Sep 2026 Plan should be 
approved within the first month  

 

 

 

 

 

2: 30 Sep 2026 Audit report  

 

 

 

 

3: 30 Sep 2026  

Dashboards built within the first 
month presentation of actionable 
insights  

 

4: 30 Sep 2026  

Testing and Experimentation 
Frameworks defined the first 
month Presentation of innovations, 
learnings, results, 
recommendations to ensure 
success.  

5: 30 Sep 2026  

Define mentoring needs monthly 
and planned workshops  

 

6: 30 Sep 2026  

Plan for bi-monthly topline reports 



 
 

 

 

Governance to review and discuss 
performance of campaigns, 
innovations, capacity gaps and 
workshops. 

and meetings with the IG manager 

Month Two to Twelve  

Assignment 1: Strategic 
Oversight & Performance 
Direction  

 

 

 

 

 

 

Assignment 2: Paid Media 
Channel Expertise & Quality 
Assurance  

 

 

 

Assignment 3: Measurement, 
Analytics & Decision-Making 
Frameworks  

 

 

Assignment 4: Testing, 
Experimentation & Innovation  

 

 

 

 

Assignment 5: Capability Building 

 

Monthly deliverable 1: 
Documentation and successful 
implementation of a 
comprehensive paid media plan 
focusing on long term growth for 
each campaign: must include 
proposed spends, estimated 
conversions and income 
grounded on profitability 
Documentation of testing plans 
and results, best practices and 
successful case studies  

Expected deliverable 2: Monthly 
audit report on campaigns and 
agency performance must 
include, but not limited to a 
review of campaign structure, 
audience, budget split and 
optimization tactics.  

Expected deliverable 3: Ongoing 
application. Core KPIs defined, 
with clear performance reporting 
standards translated into 
dashboards. Actionable insights 
that inform decision-making and 
ensure success.  

Expected deliverable 4: Ongoing 
testing, experimentation. Well-
defined testing design and 
framework, identifying 
innovations. Documentation of 
learnings.  

 

Expected deliverable 5: Ongoing 

End of the month (last 31 August 
2027) 

1: Mid and monthend report on 
ongoing iterations to ensure 
success and sustainable growth.  

 

 

 

 

 

2: Monthly audit reports due every 
1st week of the following month  

 

 

 

 

3: Dashboards built within the first 
month, with ongoing review and 
improvements. Weekly reporting 
on KPIs and provision of actionable 
insights.  

 

4: Testing and Experimentation 
Frameworks defined the first 
month; with ongoing review and 
improvements. Monthly report on 
innovations, learnings, results, 
recommendations to ensure 
success.  

5: Monthly presentation of 



 
 

 

 

& Knowledge Transfer  

 

 

Assignment 6: Collaboration & 
Governance 

mentoring; confident, 
performance-oriented 
fundraising team Monthly 
workshops  

Expected deliverable 6: Regular 
meetings with the IG manager to 
review and discuss performance 
of campaigns, innovations, 
capacity gaps and workshops. 

mentoring needs monthly and 
workshops conducted 

 

6: Bi-monthly topline reports and 
meetings with the IG manager 

 



 
 

 

 

Payment Schedule: 
Payment will be made on submission and acceptance of deliverables. UNICEF reserves the right to withhold 
payment in case the deliverables submitted are not up to the required standard or in case of delays in submitting 
the deliverables on the part of the consultant.  
 
Important Notes 

 Individuals engaged under a consultancy or individual contract will not be considered “staff members” 
under the Staff Regulations and Rules of the United Nations and UNICEF’s policies and procedures and will 
not be entitled to benefits provided therein (such as leave entitlements and medical insurance coverage). 
Their conditions of service will be governed by their contract and the General Conditions of Contracts for 
the Services of Consultants and Individual Contractors. Consultants and individual contractors are 
responsible for determining their tax liabilities and for the payment of any taxes and/or duties, in 
accordance with local or other applicable laws.  

 The selected candidate is solely responsible for ensuring that the health insurance (and visa if applicable) 
required to perform the duties of the contract are valid for the entire period of the contract. Selected 
candidates are subject to confirmation of fully-vaccinated status against SARS-CoV-2 (Covid-19) with a 
World Health Organization (WHO)-endorsed vaccine, which must be met prior to taking up the assignment. 
It does not apply to consultants who will work remotely and are not expected to work on or visit UNICEF 
premises, programme delivery locations or directly interact with communities UNICEF works with, nor to 
travel to perform functions for UNICEF for the duration of their consultancy contracts.  

 UNICEF offers reasonable accommodation for consultants with disabilities. This may include, for example, 
accessible software, travel assistance for missions or personal attendants. We encourage you to disclose 
your disability during your application in case you need reasonable accommodation during the selection 
process and afterwards in your assignment.  

 
 
       QUALIFICATIONS / SPECIALIZED KNOWLEDGE / EXPERIENCE/ COMPETENCIES 
(CORE/TECHNICAL/FUNCTIONAL) / LANGUAGE SKILLS REQUIRED FOR THE ASSIGNMENT   

Minimum requirements: 

Education: A first-level university degree (Bachelor's degree) in Marketing, Business, Communications, 
Advertising, Economics, Statistics, Data Science, Information Systems, or a related discipline  

Relevant disciplines include: Marketing Digital Marketing Business Administration Communications 
Advertising Economics Statistics Data Analytics / Data Science Information Systems E-commerce Fundraising 
/ Nonprofit Management Other related fields  

Work Experience:  

• Minimum 5 years of relevant experience in performance marketing, digital growth, or digital fundraising  

• At least 3 years managing longterm value-driven acquisition or fundraising/subscription programs at scale  

• Proven experience delivering business performance and revenue growth through paid media campaigns  

• Hands-on experience in paid social (Meta) and paid search (Google) campaign execution and optimization  

• Demonstrated ability to manage end-to-end campaign lifecycle (setup, delivery, optimization, reporting)  

• Experience managing and optimizing multi-channel paid media budgets ($300K or more annually preferred)  

• Track record of achieving new customer/donor acquisition and income generation targets  



 
 

 

 

• Experience ensuring quality assurance, best practice implementation, and campaign compliance  

• Experience working with agencies and cross-functional teams, ensuring accountability for results  

• Practical experience applying AI tools to improve campaign performance, efficiency, and scaling  

Language Requirements: Fluency in English is required.    

Knowledge/Expertise/Skills:  

• Deep expertise in Meta Ads and Google Ads (Search, Display, YouTube) including account structure, bidding, 
and scaling strategies  

• Strong capability in campaign performance optimization, audience segmentation, and creative testing  

• Proficiency in data-backed analysis and performance reporting (automated and manual)  

• Hands-on experience with Google Analytics 4 (GA4) for tracking, attribution, and performance insights  

• Strong understanding of fundraising and/or performance  

marketing metrics (CPA, conversion rate, LTV, retention, payback)  

• Ability to design and implement structured testing frameworks (A/B and multivariate testing)  

• Experience using AI-powered marketing tools for:   

• Creative generation and testing  

• Audience modeling and targeting  

• Bid optimization and forecasting  

• Strong diagnostic skills to identify performance gaps across funnel (media, creative, conversion, data)  

• Ability to translate complex data into clear, actionable insights for decision-making  

• Knowledge of reporting standards, dashboards, and performance measurement frameworks  

• Strong stakeholder management and ability to challenge agency outputs and validate strategies 

Desirables:  

• Familiarity with Google Marketing Platform and enterprise tools such as Google Analytics 360, Search  

Ads 360 (SA360), Display & Video 360 (DV360), Google Tag Manager, and Campaign Manager 360 (DoubleClick)  

is an advantage  

• Experience working with UN agencies. international non-government organizations (INGOs)or, any non-profit  

organization is considered an asset 
 


