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Why a brand is much  
more than a logo –  
especially for start-ups.

Working with entrepreneurs and start-ups is 
one of the most exciting aspects of what we do. 
The challenge of bringing to life a new product 
or business idea is what gets us out of bed in 
a morning. However, all too often one of the 
biggest challenges we face is demonstrating 
why having a strong brand proposition is so 
important – especially to people who believe 
their product or service speaks for itself.  
We admire passion and commitment but 
without a strong brand proposition start ups just 
won’t get cut through regardless of how great 
the product or idea is.

Starting this process can be daunting so it’s 
essential to have a clear plan and know the way 
forward. The most fundamental thing before 
anything else starts is getting to the core of 
why a company exists in the first place. A brand 
is not a logo – it’s an approach to business, 

it’s a mission, it’s a vision and a whole lot more 
besides. Having that clarity and sense of 
purpose will inform everything that follows.  
To do this you need to understand and define 
a core set of principles that truly represent 
what the business stands for; from its aims and 
its ethos to its professional conduct, how it 
approaches sustainability and the way it  
treats people. 

The most successful businesses are the ones  
that adopt and stick to these guiding 
foundations, especially when scaling up, as 
they won’t risk losing their identity and their 
customers know what they are buying into. It 
all ultimately creates lasting brand loyalty and 
affinity. Having a clear, concise and succinct 
brand vision alongside a strong brand identity 
will also appeal to investors when it’s time to 
start fundraising.
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Your unique 
proposition

04 05

Start-ups need to have a clear understanding 
of who their audience are and what resonates 
with them, along with how they can disrupt the 
markets they operate in. Fully understanding 
the market your in, your customers and your 
peers will help you find the opportunities to offer 
something new and unique.

Once all that’s done the process of creating 
a brand can begin. Step one is to get the 
message right which is all about the Who, the 
What and the Why.

What do you do? Talking about what you actually do isn’t 
necessarily the most important thing but talking about the 
things that will resonate with them is. It could be price, 
quality or convenience but it’s far more likely to be how it 
makes them feel. 

What? 

Who is your brand? We know a brand isn’t a person but try 
and look at it like it is as people buy people. You need to work 
out what your brand personality is. 

Who?

Why do you do what you do? This is all about knowing what 
your objectives are and what success looks like to you. 

Why?



W E  A R E  CO NSTA N T LY ASK E D W H AT A  G O O D B R A N D 
SH OU L D D O.  T H E  S I M P L E  A NSW E R IS  TO STA N D OU T 
A N D B E  U N I QU E.  I T  N E E DS TO U N LO CK YOU R I D E AS 
P OT E N T I A L  TO D E F I N E  CU LT U R E S,  D R I V E S  T R E N DS 
A N D E N GAG E AU D I E N CE S.

That can only come with knowledge, so do your 
research by understanding what your competitors 
are doing well, what they’re doing badly and 
where the opportunities lie for you. If you do all  
of that you’ll be noticed – especially if your brand 
is instantly recognisable, makes people want to 
affiliate themselves with it, acts as an identifier 
and is strong, current but timeless. 

Every agency works differently but our  
approach to developing a brand is with our 
unique branding workshop sessions.  
See our last issue of FYI to learn more  
about our Brand Workshop process. 

We work collaboratively with our clients right 
from the outset to create a brand world that 
gives entrepreneurs the best possible start in 
their journey with a clear strategic vision, a 
distinct visual identity and a raft of thought-
provoking pieces of visual collateral that people 
can engage and interact with across multiple 
touch-points - both on and offline. 

One of the projects that we are most proud 
of is with Jealous Sweets. The brand was well 
known within London’s vegan community and 
was stocked in Harrods, Selfridges and Harvey 
Nichols but it wanted to move into national 
supermarkets. With our help it is now listed 
across the UK in multiples including all of  
ASDA’s 466 supermarkets.

We know that start-ups are all too often 
focussed on getting their product or service 
ready for market, but they ignore developing  
a strong brand at their peril. Consumers are 
savvy, they want to invest emotionally in what 
they buy, they want to be loyal but in turn they 
need to be communicated to in an honest and 
truthful way; that’s where a strong brand will  
pay long-term dividends.

Unleash your potential. If you’re a start-up 
or entrepreneur and have big ideas and 
ambitions, we’d love to start a conversation.  
Contact us at sprint@lovegunn.co
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Meet the Candy 
Magician behind 
Jealous Sweets
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Imran, thanks for talking to 
us. Can you tell us a bit about 
Jealous Sweets? 
Jealous sweets is a plant based gummy 
sweets brand, our mission is to make healthier 
junk free sweets that are shamelessly tasty. 
We’re booing sweets that are made with 
melted pigs and lots of chemicals and we 
want to disrupt the confectionery industry.

What inspired you to establish 
the brand?
I was dating someone who loved sweets 
and was a vegetarian, she also didn’t like 
chocolate. At the start of our relationship, I 
was trying to find her sweets that I could give 
to her as a gift and I struggled to find any 
that were giftable but also vegetarian. That’s 
when I quit my job in the city, where I worked 
in investment banking and trading, and with 
my co-founder Taz, who also quit his job in 
finance, to start Jealous sweets.

What were the biggest 
challenges you faced as  
a start-up? 
We managed to get an order with Selfridges 
which was our first customer. At the same 
time we had our trademark for ‘Just Jealous’ 
as we were initially called. However, half way 
through the three month processing period we 
received a legal case against us from Foxes 
Confectionery advising us that we can’t use 
that trademark because it was too similar to 
“just brazils’ which was an obscure chocolate 
covered brazil nut brand. So, we had a legal 
fight which cost us £10k and wasted loads of 
time; eventually we had to change our name 
to ‘Jealous’ instead. Because of the delay we 
had to make boxes in the UK as well as China 
which blew into our cash as well.

Imran Merza 
Candy Magician  
& Co Founder  
at Jealous Sweets

What words of advice would 
you give other entrepreneurs 
who are just starting out?
To make sure that you are solving a real 
problem, that there are enough addressable 
customers who your business can potentially 
target, do your research and know your 
numbers and understand your customers.

You’ve worked closely  
with LoveGunn for a while 
now. How did that  
relationship start? 
Through a mutual friend. She was working 
with LoveGunn to create a brand for her new 
business and she asked for my advice on 
which design and concept to go for. I was 
really impressed with the work and asked  
her who she used and that’s when she 
mentioned LoveGunn.

What were the main aims and 
objectives of the rebrand?
We needed a brand refresh as we were 
moving away from being a gifting company 
to a pure FMCG business. We also wanted 
some fresh ideas and thinking around how we 
communicate to our customers in the FMCG 
world; this market poses some very different 
objectives to when dealing with customers 
shopping in Selfridges and John Lewis.

How did you find the process?
It was great and the whole LoveGunn team 
have been really fun to work with. They 
understood our product and our business and 
the challenges we faced. They pushed us to 
be brave and came up with concepts and 
solutions that we just hadn’t considered before.

What’s been the commercial 
impact on the business so far? 
We’ve had our best year ever and we’re 
growing faster as a direct result of the  
new branding.

In your view, why is having a 
strong brand so important?
It stands out on-shelf and communicates who 
you are and what your proposition is within 
three seconds. If this isn’t strong and clear 
then customers are less likely to take notice 
and pick up your product. 

Finally, what’s the five year 
plan for Jealous Sweets?
Our plan is to disrupt the confectionery 
industry by going global. 
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T R E AT  YOU RS E L F  B E T T E R

Jealous Sweets produce tasty vegan jelly 
sweets with no nasties, a rare thing when 
you’re not so into gelatine! Having established 
themselves in the hearts and minds of the 
London vegan community through sales  
at Harrods and Selfridges, Jealous wanted  
to pivot into national supermarkets.

LoveGunn’s creative solution: 
To resonate with an audience of conscious 
customers and provide them with guilt-
free moments of joy, we created a bold, 
contemporary and playful brand. The results 
captured the imagination of our millennial 
audience, multiples and independents  
the world over, helping Jealous Sweets 
to stand-out and start disrupting the 
confectionery space.
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T H E  R E S U LTS

115%
Increase in sales

ASDA stores now stock 
Jealous sweets

466
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Fyi: is a bi-monthly 
thought-piece offering 
a snap shot on trends, 
popular culture, brand 
insights and futures.

Fyi is written by LoveGunn

Special thanks to contributor:
Imran Merza,
CEO & Founder  
of Jealous Sweets

Sign-up to the fyi newsletter at: 
www.lovegunn.co/fyi


