

	Role Title: Brand and Product Marketing Manager
	Reports to: Head of Brand and Product Marketing

	Business Area: Constellation Retail Marketing
	HR BP: Lucy Carr

	Department: Brand & Creative team
	Location: Milton Keynes (Hybrid)

	Reason for Evaluation: New role

	Purpose of the role:

The Brand and Product Marketing Manager is responsible for delivering brand‑consistent, customer‑focused marketing activity that supports cinch and Marshall’s commercial and strategic objectives. 

The role plays a central part in translating brand strategy and product propositions into high‑quality campaigns, launches and communications across paid and owned channels. 

It ensures brand guardianship, effective cross‑functional collaboration and continuous optimisation of creative and messaging based on insight and performance.



	Role Accountabilities:
· Deliver brand and product marketing activity in line with the overall brand strategy, ensuring campaigns and launches are executed to a high standard across all customer touchpoints
· Act as a day‑to‑day guardian of the cinch brand, ensuring consistency of tone of voice, visual identity and customer messaging across channels and campaigns
· Translate product propositions, features and benefits into clear, compelling customer communications, working closely with internal stakeholders to gather inputs and align messaging
· Manage the end‑to‑end coordination of brand and product campaigns, including briefing creative teams and agencies, managing timelines, consolidating feedback and ensuring delivery to specification
· Support the optimisation of creative and messaging by interpreting performance data and insights in partnership with growth and performance teams, applying test‑and‑learn principles
· Identify category, competitor and best‑practice insights to inform creative development and campaign planning
· Project‑manage brand and product deliverables across multiple concurrent initiatives, balancing priorities and managing dependencies across cinch and Marshall activity
· Maintain a high level of operational rigour, including budget tracking, PO and invoice processing, marketing calendar management and internal reporting
· Contribute to brand measurement and tracking activity by helping analyse results and distil implications for future marketing activity
Decision‑making autonomy: The role operates with a high degree of independence within an agreed strategic framework, escalating significant brand, investment or risk issues as required.


	Relationships: 

This is a central role in a matrixed organisation and therefore effective relationship building is essential. Key stakeholders include:
· Internal:
· Brand & Creative team – collaboration on creative development and delivery
· Product and Growth teams – alignment on propositions, support in influencing decisions around go-to-market strategy 
· Growth teams– creative measurement and optimisation
· Commercial stakeholders (cinch and Marshall)– gathering inputs and aligning activity
· Finance and Procurement – budget management and supplier controls
· External:
· Creative and production agencies – support in briefing campaigns, ensuring quality and timely delivery
· Media agency – working alongside Growth team to drive performance through creative optimisation


	Leadership Expectations:
Role‑model the Group Values: Customer Centric, Integrity, Cooperative, Can‑Do, Innovative, Respectful, Modest
Lead the Direction:
· Understands stakeholder requirements and effectively communicates to keep them updated on progress
· Passionate about customer needs and takes action to deliver the best outcomes for them

Lead the People:
· Demonstrates our values and behaviours and has a ‘one team, one goal’ mind‑set 
· Open to learn, adapt and change

Lead the Results:
· Confidently navigates some ambiguity and provides clarity for others
· Works collaboratively across stakeholders to improve results
· Flexible, adaptable, looks to solve problems / issues  


	Knowledge and Experience:

Essential:
· Minimum of 5 years’ experience in a brand marketing role for a direct-to-consumer business
· Experience delivering campaigns across a multi-channel environment 
· Strong understanding of brand management, campaign delivery and go‑to‑market processes
· Experience working with creative teams and agencies, including writing and managing briefs through to delivery
· Ability to interpret campaign and brand performance data to inform creative and messaging decisions
· Excellent stakeholder management, organisation and communication skills
Desirable:
· Full funnel marketing channel experience (ATL and BTL)
· Experience in digital‑first or e‑commerce‑led businesses (Automotive experience is a plus)
· Exposure to matrixed organisations or multi‑brand environments
· Familiarity with test‑and‑learn methodologies and performance‑led creative optimisation
Formal qualifications are not essential, provided equivalent experience is demonstrated
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