
ExhOL Case Study: How Armagard Increased Export Sales from 6% to 74%  

From 2008 to 2018, Armagard grew export sales from 6% to 74% of annual turnover. The company 

developed multilingual, online marketing techniques that helped it survive the economic crash of 

2007/08 and thrive in the years that followed.  

It’s turned those methods into a virtual exhibition platform called Exhibitions Online (ExhOL). The 

platform makes it easy for SMEs to get started with international trade, helping them boost brand 

awareness, generate revenue and improve business stability.  

Armagard’s success provides a blueprint for others to follow, and the company’s methods come 

with years of proven results: 

 Armagard increased export sales by 3,000% in eight years. 

 Armagard won the National Chamber Award for Exporter of the Year in 2013. 

 In 2013, Armagard won the Queen’s Award for Enterprise for its contribution to 

international trade. 

 The company used ExhOL to sell to 49 different countries in 2019.  

How did Armagard do it? Here’s the full story and an introduction to how ExhOL can help your 

business reach new customers in international markets.  

 

About Armagard 

Armagard is a UK-based, B2B SME that specialises in the design and manufacture of environmental 

enclosures for screens and IT hardware. The company is based in Birmingham and was established in 

1991.  

In its early years, Armagard was typical of many of the UK’s SMEs, with a small workforce, niche 

customer base and domestic focus. However, thanks to a successful export strategy, over 100,000 

Armagard enclosures now protect equipment in 53 countries—in factories, food processing plants, 

clean industries, transport hubs, drive thrus and more. 
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How Armagard Grew Export Sales from 6% to 74% 

 
Armagard defied conventional advice to create a winning formula for SME export success. 

 

During the financial crisis beginning in 2007/08, Armagard decided to strategically address export 

sales. The thinking was that selling into multiple markets would improve business stability, as the 

company wouldn’t be so affected by fluctuations in any single one. 

Armagard had explored exporting before, but the traditional routes had presented too many 

barriers. For instance, selling through distributors wasn’t effective, as Armagard’s niche products 

meant resellers could get more sales by focussing their efforts elsewhere. It was also hard to train 

resellers in the detailed product knowledge they needed to make sales and support customers. 

Armagard turned to the Cranfield University Business Growth Program for help. The result was a 

strategic plan that capitalised on Armagard’s strengths in domestic online marketing rather than 

forcing the company down traditional routes. 

The aim was to sell existing products into new markets. This approach wouldn’t require any extra 

product development, and it relied on products that were already proven and successful in the UK.  

The plan was also built around selling online. Armagard was already selling successfully via the 

phone and internet in the UK, so it was natural to do the same abroad. From its UK base, the 

company would use technology to market its products online and in multiple languages to generate 

inbound sales leads from abroad.  

Foreign-language websites were a central part of the strategy, but the company had to choose how 

to create them and which markets to focus on. Armagard had three options: 

1. Carry out comprehensive market research and target a single country with a site that was 

fully translated by a mother-tongue speaker. Drawbacks of this conventional approach 

included the time and cost of market research and the wasted resources if the wrong market 

was chosen.  
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2. Choose several markets based on their overall level of overseas trade and target those with 

translated sites. This would take the company straight to market, skipping the research 

phase. However, it would still require reasonable investment in human translators and web 

development. 

3. Target multiple markets with machine translated websites. This would require the least 

investment and get the company online in multiple languages quickly, but it was a less 

conventional, untested route.  

Armagard decided to pursue option two and investigate option three. The company created seven 

international websites written by mother-tongue speakers, spreading the risk across multiple 

markets. It also used native speakers and online tools to identify the phrases customers might use to 

search for its products, which helped the sites appear highly in search results in each language. 

In 2011, Armagard began to test the effectiveness of computer translation. If it worked, it could be a 

cost-effective route to reaching customers in as many languages as the company wanted.   

The result? 

 Export sales went from virtually nil in 2007 to over £1 million in 2010, exceeding UK sales in 

the same year.  

 The largest single remote sale was over €1 million, achieved in 2015. 

 Between 2007 and 2015, export turnover increased by 3,000%.  

 The machine translation test site generated two-thirds of the leads of mother-tongue 

translation—at a fraction of the time and cost! 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Armagard’s export strategy increased revenue many times over. 

 

With confidence in machine translation, Armagard began perfecting the method. The company 

found that the accuracy of machine translation could be maximised if the English was written in the 

right way. This meant simple, plain English that avoided colloquialisms and ambiguous terms.  
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Further research into the mechanics of computer translation helped Armagard develop writing 

techniques that returned consistently excellent results. When blind testing during development, 

mother-tongue speakers were frequently unable to tell the difference between Armagard’s hybrid 

machine and human translations.   

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

Computer translation (red) generated two-thirds of the leads of human translation (blue). 

 

Armagard had hit upon a winning blueprint for export success. Its approach was cost-effective and 

achievable for SMEs. In 2013, Armagard’s achievements were recognised with the national award of 

The Chamber of Commerce for Exporter of the Year and the Queen’s Award for Enterprise in 

International Trade.  

 



 
Armagard’s founders winning Exporter of the Year in 2013. 

 

Armagard’s multilingual, web-based strategy worked because it capitalised on the willingness of 

businesses to source products online and from across borders. A trend that continues today, with 

71% of B2B research starting with an internet search.1 

The plan also accounted for the fact that people search online in their first language even if they 

speak English as a second language. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Armagard found that many customers were happy to trade in English once initial contact had been 

made, but the company’s foreign-language websites were vital for being found in the first place. 

  

Creating ExhOL and Reaping the Benefits of Machine Translation  

In 2013, Armagard took its formula for export success and distilled it into a standalone platform 

called ExhOL.  

ExhOL allowed Armagard to use computer translation to market its products in 20 languages, 

covering 84% of world trade. This gave the brand a huge global reach. In 2019, Armagard received 

sales leads from 49 different countries thanks to its ExhOL pages. 

An additional benefit of machine translation was the retrospective market data it provided. For 

example, established advice told Armagard it wasn’t worth creating sites in the Dutch and 

Scandinavian languages, as English is widely spoken in those countries. However, when the 

company’s ExhOL pages in those languages went live, leads from those countries increased to more 

than from most other languages.  

 

 

  

 

 

 

 

 

Translated pages were essential for generating leads from The Netherlands (NL) and Sweden (SV) even 

though these countries speak English. 

 

Again, Armagard’s willingness to overturn conventional advice proved effective. Yes, Dutch and 

Scandinavian natives speak good English, but they prefer to search the web in their own language 

first. Armagard’s ExhOL pages helped it identify markets in those countries that would have 

otherwise been missed.  

ExhOL allowed Armagard to take a broad approach to entering new markets. Computer translation 

was so cost-effective that the company could target multiple languages at once and retrospectively 

identify the best ones. With this information, the company could narrow its aim and invest in 

additional marketing in the countries that guaranteed the best return.  

Another benefit of ExhOL was the boost to global brand awareness it provided. As a direct result of 

being found on ExhOL, Armagard experienced a 9% jump in sales leads from the seven websites it 

created with mother-tongue speakers. Analysis of visitor traffic showed that many prospects found 

the company on ExhOL first and then searched for the Armagard name directly.  

ExhOL helped the Armagard name appear in the search results of international prospects, winning 

the company business that would have otherwise been missed.  

ExhOL has been a game-changer for the company. Sue Owen, technical director, recalls the success 

of the platform:  
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“Armagard had become proficient at generating export leads, but ExhOL widened the reach and 

scope of the Armagard brand even further. It connected us with new customers and opened up fresh 

markets, giving us a 24% increase in sales leads since its launch.” 

In the following years, Armagard refined ExhOL, turning it into a user-friendly, cloud-based platform 

that other companies can use to pursue to their own international sales.  

 

The ExhOL Platform Explained 

ExhOL provides B2B companies with a fast track route into international markets. It does it in a way 

that’s cost-effective, low risk and easy to use.  

 

What Does ExhOL Do? 

 ExhOL provides you with an unlimited number of virtual exhibition pages, which promote 

your products in 20 languages. Your pages appear highly in international search results, so 

they’re easily found by a global customer base of B2B buyers, resellers and distributors.  

 

 The platform segments companies and their products into different exhibitions according to 

industry. This makes it easy for prospects to find your products on the site. 

 

 Your virtual exhibition pages convert prospects into leads by encouraging them to contact 

you for more information or a quote. These sales enquiries go directly to your email inbox. 

 

 You can also write and translate articles on the platform, allowing you to engage visitors 

with longer content that positions your brand as an industry expert.  

 

 ExhOL gives you a multilingual online presence that extends the reach of your brand into 

dozens of international markets. Exhibitors on ExhOL have consistently found that their 

virtual exhibition pages provide a simultaneous bump in visitors and leads to their branded 

websites.  

 

What’s Involved in Getting Started on ExhOL?  

Behind the platform is an experienced team of search engine specialists and copywriters. The team 

provides a complete service that gets your business up and running in 20 languages.  

The initial process involves four steps: 

1. Research 

Search phrase (keyword) research identifies the words customers use to search online for products 

like yours. An iterative process of shortlisting ensures you get the best search phrases for your ExhOL 

pages.  

This stage ensures your virtual exhibition pages appear highly in international search results. ExhOL 

routinely achieves a 68% first-page ranking rate for its exhibitors’ pages, so you can be confident in 

boosting the visibility of your brand in new markets.   

2. Write 
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An ExhOL copywriter creates your product pages around your chosen phrases. Your input ensures 

each page accurately captures your business, tone of voice and product specifications. The 

copywriter’s expertise ensures the text achieves a good translation.  

3. Translate 

ExhOL combines the expertise of a human writer with the latest translation engine in a process 

called hybrid computer translation. Translations can be further checked for accuracy using a patent-

pending reverse-translation tool, which is built into the platform.  

You benefit from translations that generate international sales enquiries from the dozens of 

countries covered by the platform’s 20 languages. These languages have been chosen to achieve the 

greatest reach possible, covering 84% of world trade at a fraction of the cost of a human translator. 

4. Monitor and Improve 

Comprehensive marketing reports help you identify your most-profitable markets, languages and 

search phrases.  

When you’ve identified an ideal market, you might decide to commission further research in that 

language, or you could invite a mother-tongue speaker to review those ExhOL pages to enhance the 

local appeal. You do so with confidence that you’ll receive maximum return on investment from a 

lucrative new territory.  

 

Armagard’s vision for ExhOL is that it will support UK SMEs to double their exports. The platform 

distils Armagard’s 13 years of internet marketing experience into a fully supported tool that makes 

the benefits of international trade accessible to any business: 

 Increased brand exposure: Over 4.5 billion people were internet users at the end of 2019,2 

but most of them browse and search in languages other than English. ExhOL provides 

foreign-language pages that get your products in front of a vast, international audience of 

potential new customers.  

 Increased lead generation: ExhOL increased Armagard’s leads by 24%. 15% came directly via 

ExhOL, and 9% came through Armagard’s domestic sites from people who had found the 

company for the first time on ExhOL. Use the platform as an additional marketing channel to 

generate new business from overseas. 

 Improved business stability: Businesses that export are 11% more likely to survive than 

those that don’t,3 as they’re less affected by changes in any one market. 

 A great ROI: Reach a global audience and generate international sales leads at a fraction of 

the cost of traditional routes to export.  

 

Contact ExhOL to Request a Free Demo 

If you have a product that’s successful domestically, then it can also succeed overseas.  

We continue to gain visitors and generate leads, and the reporting tells us how all the 

languages and keywords are performing. The platform is powerful and simple to use, and 

the team are always on hand to answer questions and provide advice on how to 

maximise results." 

Daren Wallis, Cirrus Research, ExhOl user since 2016 

 



Call 0121 608 7255 or fill in a contact form to request a free, no-obligation demo of how the ExhOL 

platform can work for you. 

1 Adexma 
2 Internet World Stats 
3 BusinessWest 
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