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Creating a new standalone foodservice brand for an established 
FM business

Grow, cook, serve

Do you think about food in the same way you 
think about cleaning? Or your electricity 

supply? Or office building management? 
Probably not, yet catering often gets bundled into 
a total facilities management service, and isn’t 
treated any differently. This was the challenge 
facing Pauline Cox when she joined Bilfinger in 
2016, shortly before it relaunched as Apleona.

As a leading FM provider, Bilfinger had delivered 
catering as a service for a long time, but it was 
never treated as its own entity with any clear 
direction. Instead, local FM managers for each 
client site handled most aspects themselves, 
when it wasn’t naturally their specialism.
But Pauline knew that food is a differentiator, 
emotive and needs to be treated differently if you 
want to capitalise on the heaps of opportunities 
the marketplace presents. 

Fortunately, her CEO recognised the need for 
separate strategic input and, as Director of 
Foodservice for UK & Ireland, Pauline was 
challenged with creating the new standalone 
foodservice division. But with only a small team 
behind her, even someone with her level of 
experience needed support. Both Pauline and our 
founder, Claire, had previously worked for the 
same company, but they’d never worked together. 

“I picked up the phone and called 
Cracked. We had no in-house marketing 

or branding expertise. Where do you 
start? We needed a name, a look and 

feel, someone to manage and advise on 
marketing the new division.” 

“Cracked managed the whole process; it 
was incredibly useful. They can speak the 
language of branding and marketing, and 

they know our language too – which is 
invaluable. Cracked made the whole journey 

easy for me.” 

Since Pauline herself had more than enough on her 
plate, we took on the role of project management. 
The first step was the brand. We identified and 
engaged a branding expert and ran a workshop, 
where we all looked at the way Apleona’s competitors 
positioned themselves and where they themselves 
wanted to play. 

We established a vision of where FoodSpace – as 
the division was later named – would like to be, 
and defined their strengths, selling points and 
aspirations.
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Of course, we weren’t just translating 
marketing speak. We guided the creation 

of the brand identity, website development, were 
there for every photoshoot, wrote copy and led 
the design of all branded marketing collateral. 
And beyond the usual support, in December 
2016, Claire stood alongside Pauline and 
executive chef Conor on stage in front of the top 
100 FM people in Apleona. 

“She explained the background, the 
process – told the story. Right across the 
board the business has been impressed 
with what’s been achieved. We’d gone 

from nothing to having a strong brand to 
take to the market.”

Alongside preparing the brand for launch, we 
worked with FoodSpace’s in-house graphic 
designer, operations and culinary teams to build 
a six-month programme of marketing activity, 
including seasonal educational materials with 
try-at-home recipes for consumers and monthly 
seasonal recipes for the FoodSpace teams to 
cook as part of the menu that month.
 

This included everthing from researching 
ingredients in season and recipes, right through 
to writing the copy for posters, digital assets 
and flyers. We managed the sign-off process and 
wrote the internal team briefings so that every 
FoodSpace team in every location knows what’s 
expected of them and how to execute.

From that, we’ve collaboratively been able to 
create a template, with which the FoodSpace 
team can manage their marketing autonomously. 
In addition, our support has extended to 
providing input into a successful tender 
document, including writing example marketing 
plans and budgets specific to the client and 
supporting with writing copy for internal 
communications.

“That’s why they’re great to work with”

Beyond the initial brief

“The Cracked team are upfront and refreshingly 
honest; they’re willing to say it like it is. That’s 
what you want, what you need. I’d asked if they 

could run our social media marketing. 
They challenged that our aspiration should be to 
handle it internally. There’s not many people that 

would be so objective.” 



To speak with us, give us a shout on 
0203 026 7480 or send us an email with a few points about 
your situation to hello@crackedmarketing.co.uk and we 
can arrange a time with you that’s good to talk it through.

www.crackedfoodservicemarketing.co.uk


