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Belly goes very deep into single flavors of product development,” says Swaigen. “It’s an experience
that is difficult to define because there is no single
element-it’s all things coming together. When something

ROB SWAIGEN is colorful, leverages the fun of the brand, has a whimsical,

vice president, global marketing, lighthearted nature and a scent that closely matches our
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core product-those are things we’re looking for.”
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Hero licensed product extensions for Jelly Belly are
numerous and varied, but certainly always fun.

Recently, Jelly Belly teamed with beauty brand Sally
Hansen for a line of 11 nail polishes inspired by classic
candy flavors such as very cherry, bubble gum, berry blue

and strawberry cheesecake.

“Sally Hansen has done a great job of incorporating our
core assets into the product line,” says Swaigen. “They’ve
leveraged our colors, created a fun display at retail and a
great line of product that very closely mirrors what we are
doing with Jelly Belly. It’s a much more three-dimensional
approach than just placing a logo on a t-shirt.”

Last year, Jelly Belly partnered with Dyla Brands to
launch a line of flavored water enhancers in popular candy
flavors for sale at major grocery stores and on Amazon;
and, in cooperation with SEGA, the company is gearing up
to launch a digital “videmption” arcade game concept that
will roll out to amusement centers and other location-
based entertainment destinations later this year. Other
major partnerships include CAE for air fresheners, which
the company says sell every seven seconds and is available
in more than 20 fragrances across six different formats;
Corsair for health, beauty and fragrance products; Roy
Lowe for socks; Gift Universe for tech accessories; and
many more.

Jelly Belly is also entering new categories, most recently
debuting ice cream parlors in the Middle East with partner
JB Brands. Eight stores are currently in operation that
feature ice cream flavors that draw on Jelly Belly’s lineup
of gourmet flavors. The partnership is a win for the Jelly
Belly brand on many levels, says Swaigen.

“Aside from the great product that the parlors have-and
we spent a lot of time working directly with the JB Brands
team to bring this product to life-the fact that this is an
experience to be enjoyed in a store that is Jelly Belly-
themed turns the brand on in a three-dimensional way,
with the product right at its center. It’s a bullseye for us,”
he says.

It’s a concept that Swaigen and Jelly Belly would like to
see expand beyond the market.
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Licensing in also continues to be an immediate win for
the Jelly Belly brand, as it pairs with best-in-class licen-
sors like Warner Bros., The Walt Disney Company, Univer-
sal and fellow food brands, such as Krispy Kreme
Doughnuts.

But perhaps its biggest swing-and yet also biggest
opportunity-has been for the gross-out flavors that kicked
off via the Harry Potter Bertie Bott’s license from Warner
Bros.

“Our objective has always been to present ourselves as
an innovator, to keep our product relevant and, frankly, to
take some risks,” says Swaigen.

With that license, Jelly Belly was able to do what it does
best-have fun and not take itself too seriously. After all,
how could you when you are putting to market a vomit fla-
vored jelly bean?

“We like to catch people off-guard sometimes and have
some fun, but the gross-out flavors also project our
mastery of flavor and our confidence in how we go to
market,” says Swaigen.

The experiment proved a win for Jelly Belly and one
that resonates with its fans, launching also a proprie-
tary line, BeanBoozled, now in its fifth edition,
which asks consumers to take risks in each bite.
Will you get dirty dishwater or birthday cake?
Stink bug or toasted marshmallow? Rotten egg or
buttered popcorn?

But what’s Swaigen’s favorite flavor?

“Cantaloupe for the past year, but before
that it was kiwi,” he says.

As for the general public, very cherry and
buttered popcorn rank highly, the latter

proving polarizing in social media circles

as people scramble to argue their

cases for or against certain flavors.

It’s a silly debate, but it’s eye

opening as far as the brand is con-

cerned-people really care about

Jelly Belly and have defined opin-

ions about the pervasive candy.
“The question ‘what is your

favorite flavor?’ generates the

most chatter, and, to some degree,

even heated debates when we

post questions like that on our

social media channels,” says

Swaigen. “People want to get

in a corner and defend but-

tered popcorn against lico-

rice. They are very passion-

ate about it. With 100-plus

flavors, it’s not hard for

anyone to find something

that they like.” ©
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