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on In this new digital age, everything and everyone is 

presented as a brand, from your hairdresser to your 
sandwich. In a saturated market, nothing seems 
original, so companies have to hit customers in a 
new way - through their emotions. These days, we 
think of brands like humans. As brand consultants, 
it’s our job to understand your business and piece 
together your personality and craft a visual identity 
around your unique characteristics. After all, people 
like to invest in people and buy from brands that act 
like humans and not faceless corporations. 

When you work too closely to something you 
can start to lose objectivity, which is why 
a specialised agency can help develop a 
brand strategy more effectively. This, and the 
years of experience they bring to the table. 
Introducing an external team to a project can 
shed light on what’s important. You may be 
missing something obvious and need a fresh 
pair of eyes, ears and brains on a problem. 

So, wait, what’s a brand strategy? 

Whether it’s starting from scratch or an 
overhaul of an existing brand, to develop the 
creative assets for a company we look at all 
the parts that make up a business. We call 

this identifying brand pillars. Think of it like 
someone’s style - their personality drives their 
outfit choices. Our inner makeup dictates how 
we present ourselves externally. 

At LoveGunn your brand strategy begins 
with an in-person brand workshop with our 
experienced team and all the leaders and 
major stakeholders of your business. This way 
we can execute a thorough 360° analysis 
of your business, including everything from 
staffing to social media. From these roots, we 
seed ideas and grow creative based on our 
findings.
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Part 1:  
The first section of the workshop is 
finding out more about the story behind 
the business, from the beginning of your 
journey (the company launch) to the 
future successes.
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To start, we get under the surface of your 
business and draw out the reasons why you’ve 
come to us. Do you want to boost sales, target 
a new audience or future proof a business? 
We’ve seen it all. The trick is to identify the 
specific problem and explore tools to fix it.

Then we take a deep dive into your customer’s 
psyche by going through your data. What 
makes them tick and where do they hang out? 
The audience should be at the root of any 
brand strategy workshop. They are the reason 
you exist, after all. 

Next, we explore how others perceive the 
business by hearing more about how you have 
presented the brand over the years. What are 
you known for? If a priority for you is shifting 
perceptions, we look at how we can help. 

Finally, we talk about your dreams for the 
company. Why did you set up in the first 
place? By thinking ahead and describing your 
ultimate vision to us, we can work backwards 
from there. 
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Part 2:  
It helps to cross reference with other 
unrelated industries to understand what 
a business is about. For example, a 
restaurant could have a lot in common 
with a cosmetics brand in terms of style.
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A good way to understand a brand’s makeup 
is to look at opposing examples. This way we 
can veto any ideas by understanding who you 
are not. At the same time, who do you admire? 
Here, we need honesty and specifics so we 
can carve out your brand identity accurately. 

Then, we’ll go through themes, such as colours, 
emotions or countries, and see if they fit with 
your brand. Would you say your brand is 
more Ibiza than Hackney? Word association 
exercises spark immediate responses that are 
extremely valuable.

Thinking outside your industry draws out tons 
of ideas about how you see your brand. We 
do this by asking questions around the brand’s 
personality, sometimes tying into real life 
characters. If you were a celebrity, who would 
you be? 

Once we’ve established key words to describe 
your brand, we will dig deeper to find out 
what these words mean to you. Saying your 
brand epitomises ‘British’ is one thing, but 
what pops into your head when you hear  
this word? 

Finally, we stake out the competition to help 
us place you in the best possible position. 
It’s not in our interests to create a brand that 
looks exactly the same to every other business 
in the industry. It’s time to make a statement. 
Who’s hot on your tail?
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Part 3:  
Now it’s time to find out what makes you 
tick. This is all about the emotions of the 
people behind the business; why do your 
staff drag themselves out of bed in the 
morning? Yes, to make money, but we want 
to hear about the drive behind the 9-5.



14

Talking with the leadership team and 
hearing their stories is hugely important in 
getting the gist of a company. What were 
the deciding factors for taking the job? Any 
career highlights? How do you communicate 
and motivate staff? This is all about who  
you are.

Looking at the wider picture, we look at 
your mission statement to get an idea of 
why you’re here. Does the company offer a 
solution to a problem? Help people? Bring 
a community together? It’s about why the 
company deserves a place in the market. 

Understanding the mechanics of how a 
business works is important to developing 
a brand. If the idea is complex, even more 
reason to break this down so we can keep 
creative clean and simple. How you deliver 
your success and have built your legacy  
is key.
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Regardless of industry, the values of a business 
says so much about a company, which is why 
you’ll often see a brand being open about 
this through a statement on their website. This 
transparency helps bolster our strategy too.

Finally, by spending time with a team, we 
can get a good idea of how they approach 
their work. Attitudes and behaviours make 
up a huge part of how a business treats its 
customers. This should also translate into a 
brand’s creative. 



See how we’ve helped our 
clients shape their businesses 
and define their brands.
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LoveGunn’s approach to ‘brand’ is one that every company 
should undertake. We started working with LoveGunn on the 
lead up to a business restructure across our group. By attending 
one of their Brand Workshops, we were able to clearly identify 
what direction we were taking the business, the potential 
problems that we would face but also the exciting opportunities 
that could open up to us. 

Their ability to breakdown a complex business strategy, 
understand our objectives and then provide a simple but 
impactful brand framework, messaging platform and visual 
identity for the new brands is something others failed to do.

Add to this their ability to create stunning work too and it’s a 
recipe for something amazing. They’re really easy to work with, 
which is has been a real plus during the creative process and 
brand development. I have recommended LoveGunn to other 
business owners in my network and will continue working with 
the guys as we grow the brand and move forwards. 

Lee Wilcox, 
CEO  
On The Tools

How did you find the workshop  
and brand experience? 1918



21

Chelsea FC Junior Blues
We conducted workshops with the 
Chelsea FC Brand Team and key 
stakeholders as well as Chelsea fans 
aged 6-12 to truly understand how 
we could create a brand that delivers 
incredible junior fan engagement as well 
as business objectives.

Brand results

395%
Increase in website visits

20%
Increase in registrations for Under 13s

50%
In just six weeks since the launch, Chelsea 
Football club have reported that they’ve 
already increased last years total unique 
users by 50%!
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Jungle Creations
From a bed-room start-up to 50 million 
engaged fans, Jungle Creations is 
now one of the world’s most successful 
media companies. Through a series of 
workshops, we helped define who Jungle 
were and make sense of the business 
and brand structure both externally 
and internally - producing tone of voice 
documents, brand guidelines and visual 
identities for the Jungle Creations 
master brand as well as their six social 
communities.

Brand results

50 million
Followers across 10 social channels

5 billion
Social video views per month

20 million
Unique social platform visitors
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Brand results

16 million
Social followers (increase of 5 million)

5
UK restaurant launches

Cookbook
Launching 2020

Twisted
The Twisted social channel has had huge 
success online, but how do you transition 
from a social media channel to a credible 
food brand? We worked alongside the 
Twisted team to develop a brand strategy 
and help them launch the Twisted London 
restaurant which has now been rolled out 
across 5 UK cities as well as a cookbook 
launching in 2020.
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Jealous Sweets
We worked with Jealous Sweets to 
re-position their brand and products, 
transitioning the vegan jelly sweets brand 
from a luxury gift to an everyday treat 
by giving them a new FMCG focus, which 
enabled them to enter supermarkets 
as well as new global territories - 
dramatically increasing sales and  
brand awareness.

Brand results

115%
Increase in sales 2018-2019

UK Multiples
Now stocked in Sainsbury’s, Waitrose, 
Tesco, and WholeFoods

466
Asda stores now stock Jealous Sweets
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