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Royal Food Service
With Produce, It’s Personal



Royal Food Service

A Story to Tell
Since its inception in 1994, Royal Food Service had grown from a mom and pop produce 
distribution company to a formidable competitor in the Southeast. 

Royal’s second generation of key stakeholders were about to assume leadership of the 
company, and that milestone, along with its upcoming 25th anniversary, called for a brand 
refresh and direction on how to articulate Royal’s rich story and unique value.

This differentiator was the focus of our rebrand – 
crafting a visual and verbal narrative that supports 
and reflects this family-owned company that treats its 
customers as an extension of that family.

Scope of Work
A large qualitative research initiative revealed that while Royal can’t compete with larger 
food distributors on price and cross-selling, it’s collaborative, proactive relationship 
with its customers drives preference and loyalty.



Royal Opportunity Model

Royal

WHAT 
CONSUMER 

WANTS

WHAT YOUR 
BRAND DOES 

BEST

WHAT YOUR 
COMPETITOR 
DOES BEST

 - Price
 - Cross-selling

 - Collaborative, 
proactive 
relationship

 - Customer service
 - Local, organic
 - Consistent product
 - Food Safety
 - Variety

 - PRO*ACT affiliation

WINNING ZONE:

UNRELIABLE ZONE:

FOOLISH ZONE:LOSING ZONE:



BRAND 
KEY

Royal Brand Key: With Produce, It’s Personal 

ROYAL 
PRODUCE

OUR TARGET
AUDIENCES

PROMISE
STRATEGY FRESHNESS

EXPERIENCE

BRAND STORY
We act as your 
trusted partner 
in helping you 

create and serve 
the highest quality 

food.

 Relationship-
driven, proactive, 

consultative 
approach.

We take the time to 
get to know you, so 
we can anticipate 
your needs and 

suggest menu items 
or enrichment 

programs to delight 
your customers.

We’re in your corner, 
working hard to 

make you the best at 
what you do.

We put our expertise 
to work for you, 

anticipating 
your needs and 

consistently 
providing the highest 

quality food.

POSITIONING
BRAND PLAN

COMMUNICATION
INNOVATION

CULTURE &
OPERATIONS

a new 
narrative

We crafted a 
story-driven 
brand narrative 
to speak to 
the emotional 
benefits Royal 
provides to 
its customer 
segments.

Royal



Royal

brand evolution

We shortened the name from 
Royal Food Service to Royal 
to create a brand architecture 
structure for Royal’s plans to 
introduce new service lines.

We also evolved the logo and 
brand expression to create a 
mark that looked modern while 
still speaking to Royal’s history, 
familial feel, and relationship-
focus. 



Royal Produce’s marketing ecosystem begins with its brand positioning - an 
organization that prioritizes genuine, collaborative partnerships. The positioning 
radiates outward, cultivating a strong internal brand, which activates story-telling 
and marketing platforms that are customer-facing, stimulating loyalty and sales.

CULTURE

SALE
S

MARKETING

Before launching the new brand 
externally, we developed an employer 
branding program to align employees 
internally under a redefined purpose: To 
Nourish Communities

The external launch campaign provided 
an opportunity to reengage with existing 
customers and tell them how the new 
brand reflects Royal’s exciting growth 
and transformation while maintaining 
the brand promise of quality and 
commitment to service.

Royal Marketing Platform

internal & external launch

Royal



ABM
Make a Difference



ABM

Acquisitions Abound
For the past 20 years, ABM’s growth strategy has been focused 
on acquisitions. While ABM acquired smaller competitors at an 
aggressive pace, it lacked a proper transition plan and a set of 
standard operating procedures.  

Scope of Work

ABM restructured their organization from service divisions to industry divisions, which 
changed both their internal structure and their go to market strategy. We were hired to reset 
the external positioning and messaging for each of their six industry sectors and to create 
and launch a two-tiered employer branding campaign.



ABM

ABMWay & Make a Difference 
employer branding campaigns

Personas & messaging



PT Solutions
Committed to the Comeback



PT Solutions

The Growth Problem
PT Solutions was experiencing 
tremendous growth, causing 
brand governance control 
issues and difficulty recruiting 
and retaining talent. 

Scope of Work
We conducted extensive 
internal and external in-depth 
interviews, providing insight 
to reposition PT Solutions to 
better support its goals and 
anticipated growth, develop an 
employer branding campaign, 
and create a consistent brand 
identity.

BOLD

Leader

Performance

Fun

Daring

Trustworthy

Good Value



Hip bottle
Look good, feel better



Hip bottle

Just Starting Up
Hip had a new, stylish, mission-driven 
product with no brand, social, or marketing 
strategy. The challenge: create a voice for the 
brand and develop social media and brand 
launch strategies on a start-up budget.



Lake Wedowee
Clear Water, Clean Slate

(in progress)



Lake Wedowee

New Terrain
Alabama Power owns the majority of land around a 
relatively unknown, undeveloped lake called Lake 
Wedowee. They created a development arm called 
LakeTown to build communities on this lake and 
others.   

Scope of Work
We have developed architecture for LakeTown 
and its developments, criteria for what it means 
to be a LakeTown community, and positioning for 
Lake Wedowee. We are in the process of creating 
a naming convention for the Lake Wedowee 
developments as well as messaging for LakeTown, 
Wedowee, and the individual developments.



Emory Executive MPH
(in progress)



Rollins EMPH Program

Crowded Landscape
An abundance of online masters in public health programs and an 
overall applicant decline in the market created a need for Emory to 
raise its profile and identify new approaches to attract candidates. 

Scope of Work
Conduct extensive qualitative and 
quantitative research to develop 
personas to guide messaging and 
marketing strategy. The overall 
goal is to increase the quantity 
and quality of applicants and 
drive preference over competitor 
programs.  



Prime Risk Partners
(in progress)



Prime Risk Partners

Aggressive Growth
Prime Risk Partners’ aggressive 
acquisition strategy has created a 
need for an integration plan and new 
foundational messaging.

Scope of Work
In-depth interviews with internal 
stakeholders and external clients 
and influencers revealed Prime Risk’s 
strengths and differentiators. This 
information will guide the positioning 
and brand narrative and also provided 
insight to guide the development 
of a uniform plan to bring on new 
partners and stage their transition to 
the master brand.



Peachtree Hospitality 
Management

(in progress)



Peachtree Hospitality Management

Internal Alignment
The company began as an offshoot of a hotel 
investment group. After years of piecing together a 
business model, an official leadership team was put 
in place. The new leadership streamlined processes 
and implemented new systems to roll out across all 
properties. The next step is internal alignment.

Scope of Work
We are conducting an employee survey and 
internal stakeholder interviews to use in 
developing an employer branding program to 
unify employees and socialize a new vision and 
set of core values for the company.



Bedlam Vodka
(in progress)



Bedlam Vodka

Audience Awareness
A new craft vodka company with a cool 
brand and a very drinkable product, 
Bedlam Vodka doesn’t know how to tell 
their story or market their liquor. 

Scope of Work
We are conducting qualitative and 
quantitative research to figure out who 
is drinking their vodka and will tailor 
an extensive marketing campaign 
(activations, sponsorships, paid media) 
to build a loyal following for the brand.


