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Job Title: Senior Marketing Manager, Digital Performance
Location: Hybrid. Frequent attendance at our Manchester HQ and other sites and schools expected.
Contract: Permanent, full-time
Function: Group Marketing
Reports to: Steve Rodgers, Group Marketing Director
Accountable to: Rich Cooke, Chief Investment and Strategy Officer
Links to: Regional marketing directors and their digital teams, regional admissions leads, IT Applications, BI, the CRM implementation partner, and regional web and media agencies.

About Us
At OFG Education, we believe every student deserves an education designed around who they are. Through high expectations, deep expertise and truly personalised education, we help students realise their potential and prepare for successful futures.

Building on more than 20 years of experience, we are bringing our approach to more students and communities around the world. Across the UK, Iberia and the Gulf, our schools combine the strength, expertise and high standards of an international education group with the individuality of each school and the communities they serve.

Whatever your role, joining OFG education means contributing to our shared ambition: empowering every student to success through truly personalised education.

The Role
The Senior Marketing Manager, Digital Performance is OFG Education's centre of excellence for digital marketing and experience. The role sets the digital standards our school brands work to, agreed with the regional marketing directors, and works with regional marketing teams and their agencies to deliver them: tracking and data, website experience and conversion, marketing automation, paid media effectiveness, and getting the most out of our central marketing technology platforms (CRM & CMS).

The role defines how our digital parent journeys are built, tracked, measured and improved, from a parent's first interaction through to enrolment and re-enrolment. Just as importantly, it makes sure the part of the journey parents actually experience is clear, streamlined and frictionless. The result is higher enrolment, more satisfied parents and a lower cost of acquiring each new student.

Choosing a school is an expensive, high-consideration decision, made by families over months and many touchpoints, with staff at our schools guiding families at every stage. We are looking for B2C digital experience in this kind of considered, human-to-human journey, rather than high-volume transactional ecommerce.

The role is a mix of strategy and hands-on work, with an initial build period within our new CRM and CMS technology, then moving to governance and optimisation. You’ll work with regional marketing teams and their agencies to agree the standards for our digital journeys, support their planning, coaching them and measuring the results.

Key Responsibilities
Digital standards and templates
· Agree and maintain Group digital standards and templates alongside the regional marketing teams: tracking and analytics, enquiry forms and data capture, campaign naming, website and landing page experience, paid media reporting, and marketing automation.
· Own the Group's shared digital assets: the standard tag and analytics set-up, the library of core CRM journeys and email templates, the specification for standard digital dashboards, and a framework for briefing and scoring agencies.
· Review digital performance and experience across our school websites each quarter, agreeing improvement priorities with each region.

CRM and marketing automation
· Act as marketing business lead for the CRM implementation alongside our Applications team: set the marketing requirements (fields, stages, journeys, data capture and consent), approve the implementation partner's configuration and change requests, and make sure the CRM is built to help regional teams deliver a fast, consistent response to every enquiry.
· Own the core automated parent journeys and communication templates, from first enquiry through to enrolment and re-enrolment, built with the implementation partner and regional teams so every region starts from a proven baseline.
· Act as the single gate for marketing changes to the CRM: gather and prioritise requests from regional teams, write clear requirements for the Applications team, and test changes before they go live.

Paid media and agency effectiveness
· Set the common paid media reporting standard and review channel and agency results with the regional marketing directors each month, including cost per enquiry, per visit and per enrolment.
· Challenge agency plans and roadmaps, joining key agency reviews, and help regions get better results from their agencies.
· Set Group standards for search and AI visibility, owning the baseline audit and supporting regions to improve.

Website experience and conversion
· Use analytics, journey reviews and mystery shopping to find where parents drop out or meet friction between first visit and enquiry, and agree fixes with regional teams and their web agencies.
· Define technical requirements, brief and challenge web agencies and development partners.
· Act as marketing business lead for the CMS project, then own the web platform direction and partner relationship alongside our Applications team.

Data, insight and reporting
· Work alongside our regional marketing teams and BI team to define our digital reporting and dashboard needs, then turning performance data into clear recommendations for regional teams and Group leadership.
· Make sure digital data capture meets data protection and consent requirements in each market.

Capability and continuous improvement
· Chair a monthly digital and performance forum with regional digital leads, and train and coach regional teams so their skills stay current.
· Share what works across regions, so a successful test in one market is picked up in the others.
· Bring newly acquired school brands onto Group digital standards and marketing technology.
· Provide marketing input to the applications roadmap and to the choice of marketing tools.

Experience, Skills and Qualifications
Essential
· Senior B2C digital marketing experience in a high-consideration, multi-touch customer journey where people play a central role in the sale.
· Experience in a multi-site, multi-brand or multi-market business, setting standards that others deliver.
· Strong expertise in marketing technology, analytics and tracking, including Google Analytics and Google Tag Manager.
· Deep knowledge of marketing automation in a major CRM platform, ideally HubSpot or Salesforce, enough to specify, test and, where needed, build journeys and workflows.
· Experience with CMS / web platforms, managing landing pages and user journeys.
· Experience with paid digital media strategy across search, social and display.
· Proven experience managing digital agencies and judging their performance.
· Experience improving website experience and conversion, including enquiry journeys, forms and landing pages.
· Ability to set standards and influence teams that do not report to them, across technical and non-technical stakeholders.
· Strong analytical judgement, with the ability to turn performance data into clear recommendations.

Desirable
· Experience managing martech integration projects (CRM, CMS or web platforms) across a multi-site estate.
· Experience in education or another sector with a considered, relationship-led purchase.
· Experience across international markets.
· Familiarity with dashboarding tools such as Power BI.
· Knowledge of data protection and consent management requirements.

Standard Responsibilities
All employees, irrespective of their role or level of seniority within OFG Education, are expected to:
· Participate in the annual performance review programme.
· Work in accordance with Group policies, procedures and applicable statutory requirements.
· Maintain confidentiality appropriate to the role and work attentively and accurately with data.
· Comply with Health and Safety requirements to protect their own wellbeing and that of colleagues.
· Uphold the Group's commitment to safeguarding and promoting the welfare of children, young people and vulnerable adults.
· Undertake other duties reasonably assigned and appropriate to the role.

Measures
SLAs
· Requests for digital guidance, templates and CRM marketing changes handled within agreed turnaround times.
· Support to regional teams on marketing technology, tracking and CRM marketing issues within agreed service standards.
· Monthly regional digital performance reviews and quarterly website reviews delivered on schedule.

KPIs
· Higher conversion through the digital journey, from website visit to enquiry, visit and enrolment.
· Lower cost per enquiry, per visit and per enrolment.
· Improved parent satisfaction with the digital journey.
· Regional adherence to digital standards and implementation of best practice and approved templates.
· Successful roll-out and adoption of new martech across the Group.
· Positive feedback from regional teams on the standards, support and coaching provided.


Job Holder Signature
Name: __________________________
Signed: __________________________
Date: __________________________

Signed on behalf of OFG Education
Name: __________________________
Title: __________________________
Signed: __________________________
Date: __________________________
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