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	Job Title
	Organic Social Manager
	Job Family
	Marketing

	Grade
	
	Reports to
	Head of Content Marketing and Design

	Location
	Hybrid (UK-based, 2 days per week in Watford office)
	Team Size
	5 (no direct reports)



	About the role:

	
We are Zellis, a leading provider of AI-enabled HR, Workforce Management and Pay solutions for the UK and Ireland.  We help public and private sector organisations elevate how their people experience work, by designing exceptional employee experiences enabling them to unlimit what’s next.

We are on the hunt for a Content Marketing Manager who can turn powerful storytelling into tangible marketing performance by boosting awareness, engagement and demand for our flagship solution ZellisONE.

We’re looking for a creative, commercially minded Organic Social Manager who can humanise complex B2B technology concepts into thought-provoking, value-led social media activation (organic) that resonates with CPOs/senior HR leaders, CFOs, operations and business leaders.

You’ll play a pivotal role in connecting our brand strategy to our go-to-market activity — partnering closely with demand generation, product marketing, and other internal experts and stakeholders.  

	

	Role Accountabilities and responsibilities:

	[bookmark: _Hlk6227207][bookmark: OLE_LINK1]In this role your key responsibilities will include:
· You will be part of a team creating powerful, audience-first content. From high-value, brand-led pieces through to blogs, case studies, eBooks, videos, brochures and more, you leverage organic social as a channel to position Zellis as an authority and expert in workforce transformation.

· Own day-to-day management of Zellis organic channels across key themes (e.g., pay, HR tech, financial wellbeing, sector angles), maintaining a consistent brand presence and editorial calendar that connects to brand, campaigns, events, customer stories.

· Monitor comments and interactions, respond in a timely fashion where appropriate, and escalate customer/commercial queries to the right teams. 

· Improve alignment with internal comms so our external story and internal narrative reinforce one another.

· Drive a stronger repurposing engine - turning long-form assets into high-performing organic formats (carousels, short video, quote graphics, myth vs reality, checklists, “imagine this” scenarios, ICYMI, resource round-ups).

· Build and execute a plan for best leveraging in-platform tools (e.g., LinkedIn Boosts, newsletters, events)

· Build a consistent approach for event coverage: pre-prepared templates for ‘on-the-day’, minimum post targets per event and a simple social content capture process so teams can gather usable footage in real time.

· Amplify video:  Partner with internal SMEs (and design/video experts internally and externally) to turn insights into compelling video-first stories and series.

· Build and maintain a clear YouTube roadmap: content themes, formats and cadence, aligned to business priorities and audience needs. Apply YouTube best practice across titles, metadata and descriptions, and establish repeatable publishing and optimisation routines.

· Employee Advocacy:  Partnering with the Head of Marketing Operations – drive the rollout and adoption of our employee advocacy tool DSMN8.   

· Leveraging AI tools to drive faster speed-to-execution, optimise processes and to scale the quantity and quality of published content.

· Reporting:  Establish a visible framework for sharing organic social performance including reach, engagement, growth and trends including a clear “what we learned and what we’ll do next”.

· Support the team with web-content publishing during peak periods.


KPIs

We use qualitative and quantitative insights to drive content decisions and measure impact.  This includes:

· Consistency & quality: reliable weekly cadence; improved content mix and format diversity.
· Growth: audience growth on priority channels; increased visibility of organic performance through regular reporting.
· Engagement: stronger engagement rate and meaningful interactions (comments/shares), particularly on expert-led content.
· LinkedIn as a power channel:  
· YouTube momentum: an established roadmap and repeatable publishing/optimisation rhythm.
· DSMN8 adoption and ROI:  strong adoption rates for the tool and drive increased engagement on LinkedIn via employee networks.
· Learning velocity: visible improvements driven by testing and clear actioning of insights.



Essential Skills:
You’re a commercially minded social guru who understands how great content drives brand strength and marketing pipeline.

· 5+yrs experience in B2B social media marketing, ideally within SaaS or enterprise technology sectors (HR tech experience is a bonus)

· Proven ability to craft social content that cuts through the noise, captures attention and meets decision makers at their stage in the buyer journey across awareness, consideration, and conversion.

· A creative mindset. You love finding new ways to tell stories that cut through.

· An appetite for testing and refinement.  We want to try things quickly, learn quickly, find what works and do more of it.

· Confidence collaborating with multiple stakeholders and priorities.  Build partnerships with demand gen, events teams and internal SMEs to drive key activations and deliver measurable outcomes.

· Strong writing and editing skills.
· 

	P

	People Leadership / Team Leadership:

	N/A




	Special Circumstances / Other Requirements e.g. travel requirements, working arrangements etc

	Travel twice per week to one of our offices (usually the Watford office) plus flexibility to in-person training or team building, company meetings and customer/industry events.





	About Zellis

	Zellis is the leading provider of payroll and HR solutions for the UK and Ireland.
Together with Benefex and Moorepay, we form the Zellis Group, serving a vast array of companies across every vertical and industry.

Our purpose is to make people feel appreciated for the work they do – through precision, choice, and magic.

Our history
We have over 60 years of heritage and industry experience – and we’ve been ahead of the curve throughout. More than half a century ago, we were founded as Peterborough Data Processing. Quite a lot has changed since then – not least our name.
We were acquired by Northgate, becoming NorthgateArinso in 2007 and NGA Human Resources UK and Ireland in 2014, where we were joined by Moorepay. In 2018, the UK and Ireland division was sold to Bain Capital and now we operate as a standalone company.
After acquiring Benefex, we’re now even better equipped to serve the complex needs of our customers.

Our vision
Our vision is to be the clear leader in pay, reward, analytics, and people experiences. There’s nothing more important to us than building trusting and beneficial relationships with our customers, using our size, scale, and breadth of experience to offer tailored solutions that precisely meet their business needs.
We design solutions that keep our customers ahead of change as they navigate the regulatory complexity and workforce uncertainty which exists in today’s business landscape. At the heart of everything we do are our highly qualified payroll and HR experts, who are committed to always delivering first-class customer service.

We’re proud of our culture
At Zellis we work hard to create a culture where people want to join, belong to, and be part of a progressive organisation. We’re committed to recruiting and retaining a diverse and inclusive workforce that is representative of the customers we serve and the communities we operate in.

Our values, which were defined with input from all of our 2,000 colleagues, are not empty words on a poster. They reflect who we are, and how we operate as a business




Making People feel appreciated for the work they do.
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Our values...
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Unstoppable together

We work together to

achieve amazing results.

We are inclusive,
celebrating differences
and respecting others.
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Always learning

We build expertise in
ourselves and others.

We are dynamic, always
looking for better ways.
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Make it count

We work with precision
and pace.

We take ownership for
what we do and how we
do it matters.
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