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REPORTS TO Chief Executive Officer ROLE TYPE Senior volunteer lead
CONTRIBUTION Approx. 5-8 hours/week WORKING MODEL  Flexible / Global
TERM 1-2 years, by agreement KEY INTERFACES CEO, COO, CTO, chapters

Role purpose

The Global Marketing, Brand & Digital Experience Lead owns how Robogals presents itself to the world and
how people experience its public-facing digital channels. The role brings together brand stewardship, marketing
and communications, website content, and digital experience design so Robogals has one clear, credible and
consistent global presence.

This is a lead role, not a one-person production studio. The role sets direction, standards and priorities,
delivers selected high-value work directly, and coordinates specialist volunteers, chapter contributors and
technology support where execution requires additional capacity.

CURRENT STRATEGIC PRIORITY: Robogals is refreshing robogals.org as the Global digital front door and
establishing a scalable, branded website model that can be provided to chapters. This role is a core experience and
brand owner for that programme, defining the audience journeys, information architecture, content framework,
UI/UX direction, reusable design patterns and chapter-facing brand guardrails. The CTO and Technology Team
retain ownership of platform architecture, CMS, hosting, domains, security, integrations and technical
implementation.

OPERATING PRINCIPLE Brand, message, content and user experience have one accountable owner. Technical
architecture, hosting, security and implementation remain with the CTO and Technology Team.

1. Brand strategy and stewardship

e Own and evolve the Robogals Global brand framework, visual identity, tone of voice, messaging architecture and core brand
assets.

e Create practical brand standards, templates and toolkits that chapters and regional teams can use consistently without
creating unnecessary approval bottlenecks.

e Maintain quality and consistency across Global campaigns, presentations, social media, websites, sponsor materials,
recruitment assets and major events.

e Act as the principal brand decision-maker within CEO-set organisational direction and escalate material reputation or
positioning questions.

2. Marketing and communications

e Develop a lightweight Global marketing and communications plan aligned to Robogals priorities, audiences and available
volunteer capacity.

e Own the Global editorial and campaign calendar across social, email, web and other priority channels.
e Tell credible stories about chapter impact, volunteers, programmes, partners and sponsors, using evidence and approved
impact data.

e Support priority campaigns including volunteer recruitment, chapter growth, fundraising, partnerships, SINE and other major
organisational moments.

e Maintain consistent voice and messaging while enabling regions and chapters to localise content appropriately.

3. Website, content and digital experience

e Own the user experience, content strategy and information architecture for robogals.org and the Global chapter website
model.

e Define priority user journeys for schools, volunteers, chapters, partners, supporters, donors and other external audiences.

e Create or coordinate wireframes, page structures, prototypes and interface requirements for priority website and digital
journeys.
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e Ensure digital content is clear, accessible, mobile-friendly, easy to navigate and aligned with brand standards.
e Partner with the CTO and Technology Team on CMS, platform, hosting, security, integrations and implementation, without
taking ownership of technical architecture.
¢ Define the Global website experience and a reusable chapter website model that gives chapters a high-quality
web presence without requiring each chapter to design, source or govern a separate solution.
e Set the content, navigation, page-template and visual standards for chapter sites, balancing Global consistency
with clear areas for local chapter information, events, contacts and stories.
e Partner with the Content & Communications Lead and chapter contributors to ensure the refreshed Global site
and chapter websites launch with accurate, useful and maintainable content.

4. Ul/UX and design system

e Own the visual and interaction direction for public-facing Robogals digital experiences, including reusable patterns,
components and brand-aligned design guidance.

Use lightweight user research, feedback, analytics and usability testing to improve journeys and reduce friction.

Maintain a practical design system or component library where useful so Global and chapter experiences remain consistent
and maintainable.

Work with developers and technology volunteers to translate UX/UI intent into implementable requirements and review
delivered experiences for usability and brand alignment.

5. Chapter and regional enablement

e Provide chapters and regions with reusable templates, campaign kKits, social assets, presentation materials and practical
guidance.

e Create clear brand guardrails that allow local creativity while protecting the Global identity and reputation.
e Help establish simple approval and escalation pathways for high-risk, high-visibility or sponsor-facing communications.
e Build capability through guides, examples and occasional coaching rather than centralising all creative production in Global.
e Provide chapter website guidance, launch kits and reusable page/content patterns so chapters can adopt and
maintain their new websites within Global brand and digital standards.

6. Measurement and continuous improvement

e Use website analytics, social performance, campaign results, search insights and qualitative feedback to understand what is
working.

e Define a small set of useful marketing and digital experience measures rather than creating reporting for its own sake.

e Recommend changes to content, journeys, campaigns and channels based on evidence, audience need and organisational
priorities.

e Maintain visibility of material brand, reputation, accessibility and digital experience risks.

7. Team and delivery model

Build and coordinate a small network of marketing, content, design, social or digital volunteers where capacity exists.
Brief and oversee specialist contributors, agencies or contractors when approved and required.

Delegate production work appropriately so the lead role remains focused on quality, prioritisation, high-value creation and
organisational consistency.
e Keep key brand assets, source files, templates, decisions and handover material in Robogals-managed systems.

Decision rights and role boundaries

Global brand standards; marketing/comms direction; public-facing content; digital experience
THE LEAD OWNS and UX/UI direction; campaign calendar; brand enablement; measurement and continuous
improvement.

Technology architecture, cybersecurity, hosting, domains, production infrastructure, software
THE LEAD DOES NOT OWN engineering, organisation-wide strategy, partnerships pipeline, or every chapter's day-to-day
social posting.

Technical platform choices, architecture, CMS/hosting configuration, domains, security,
THE CTO/ TECH TEAM OWNS  integrations, deployment, reliability and engineering delivery. The Lead supplies brand,
content, UX/UIl and user requirements.

The CEO sets organisational and reputation priorities. The COO coordinates operating

E FUNCTION LEAD ) X . . -
CEO/COOTFUNCTIO S dependencies. Partnerships, programmes, regions and chapters retain accountability for
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their specialist content and delivery, working within agreed brand guardrails.

Working model and time commitment

The indicative contribution is approximately 5 to 8 hours per week, worked flexibly around agreed priorities and major
campaigns.

Regular commitments may include a CEO/lead check-in, selected Global leadership meetings, website/digital working
sessions with the CTO, and campaign or event planning sessions.

The role should not be designed around continuous availability or approval of every chapter asset.

If production demand consistently exceeds volunteer capacity, work should be prioritised, delegated, automated, supported
by additional volunteers or, where justified and approved, outsourced rather than absorbed indefinitely by the Lead.

Initial priorities | First six months

1

2
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. Complete a rapid audit of the current Robogals brand, Global website, social channels, templates, content,

audiences and major consistency gaps.

. Confirm a refreshed Global brand and messaging framework, including practical chapter-ready guidelines and

core templates.

.Lead the brand, experience and content-design side of the robogals.org refresh with the CTO and Technology

Team, defining priority user journeys, information architecture, content requirements, Ul/UX standards and
launch quality.

. Establish and pilot the scalable chapter website model, including reusable page templates, content patterns,

navigation, brand standards and practical local ownership so websites can be progressively provided to
chapters.

. Create a simple Global marketing and communications plan and editorial cadence aligned to organisational

priorities, SINE, recruitment, sponsors/partners and chapter storytelling.

. Establish a reusable asset library and lightweight request/briefing process for Global and regional teams.
. Define a small set of website, audience and campaign measures and establish a baseline for improvement.
. Identify which recurring execution work can be handled by volunteers and which specialist work may require

short-term paid or outsourced support.

Success indicators

Robogals presents a recognisable, consistent and contemporary Global brand across key channels.

The refreshed robogals.org provides a clear, contemporary Global experience and the chapter website model is
ready for rollout, with technical ownership remaining with the CTO.

Chapters can adopt and maintain an on-brand website and create communications quickly using practical
templates, content patterns and guardrails.

Global marketing activity follows a visible, realistic cadence and is connected to organisational priorities rather than being
reactive.

Partner, sponsor and impact storytelling is more consistent and easier to reuse.
Website and campaign decisions increasingly use analytics, user feedback and evidence.
The role remains sustainable because production work is distributed rather than concentrated in one individual.

Experience and attributes

Experience across brand, marketing, communications, digital content, web, UX/UI, creative or a closely related combination
of disciplines.

A strong portfolio demonstrating high-quality brand, campaign, website, content or digital experience work.
Ability to move between strategy and hands-on execution without losing sight of priorities and volunteer capacity.
Sound understanding of user-centred design, information architecture, responsive web design and accessibility principles.

Confident use of modern design, content and analytics tools; experience with Canva, Figma, Adobe tools, CMS platforms,
Google Analytics/Search Console or equivalents is beneficial.

Excellent writing, editing, visual judgement and stakeholder communication.

Ability to lead through influence across volunteers, chapters, cultures and time zones.

Good judgement about reputation, brand risk, approvals, safeguarding and the use of images/content involving young
people.

Alignment with Robogals' mission and commitment to inclusive, accessible communication that broadens participation in
engineering and related fields.
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