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Summary

Athlon partnered with leading UK sugar
manufacturer Ragus in the redesign of

its website and online presence. Our objective
was to change perception of the brand from a
small family owned business

to a global provider of sugar products.

We took a holistic approach including a
complete website relaunch, creation of
a series of brand films and supporting
content strategy.

Ourapproach was designed to enagage with a
B2B audience of senior buyers, CEOs and food
sclentists.

The results demonstrate the success of the
project in raising brand awareness, iIncreasing
audience engagement and ultimately helping
to contribute to a ** increase in unit sales.

Word count 103
**These details were provided to judges in the original submission but are commercially sensitive and
therefore confidential.
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Overview

Company and website objectives

About Ragus
Ragusis a UK leader in the manufacturing
of specialist sugar and syrup products.

Founded by the Eastick Brothersin

1880, Ragus has specialised in sourcing,
manufacturing, consulting and delivering on
pure sugars and syrups since 1928.

The new multi-million pound state-of-the-
artfactory supplies hundreds of tonnes of
pure sugar products to customers all over
the world every day.

Ragus’

Business issues faced by Ragus

e Duetoits heritage, customers perceived

Ragus as a small family-run business
rather than a global provider of sugar
products.

Ragus online communications did not
reflect the global scale of the operation

Ragus lacked a clear digital strategy
or communication tools to reflect the
breadth and scale of its offering.

Objectives of the campaign

“Deliver anonline
communications platform
that will change the
perception of Ragus from
a small family-owned
business to that of a global
provider of specialist
sugar products.”
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Your audience. Senior Buyers CEO/Entrepreneur Food Scientist
g audence e Foods & Beverage sector New product start-up Foods & Beverage specialist
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bakeries operate pretty

much 24/7...
Waitrose et e Organisations that place purchases in e | ooking forainnovative sugarsolutions e Expertsin nutrition, they make recipes
excess of 500 tonnes of product peryear to meet their product needs for manufacturers

ALLIED BAKERIES

e Time-poorand keentogainanoverviewof e Keen toaccessknowledge expertswho e Oftenkeyinfluencersinabuyer’s

© Athlon 2013

company proposition quickly can help in their product development decision making process
Your audience. e | ooking for suppliers who have a wider e Lookingfororganizationsthatcanplug e Theyare often ethically-minded and
Online trends for B2B industry perspective the knowledge gap health-conscious, so will be looking for
- organisations that demonstrate social
e Need to see clear scale and credibility responsibility.

across the organisation
Ragu S° User behavior continues to evolve, so it’s important
we keep abreast of the latest online trends.

71% of B2B buyers Mobile searches have 70% of buyers say
use web searches to increased by 247% in they review 4 or more

find advice. the last year. pieces of content prior
to purchase.

Source: Buyersphere report 2012 Source: Stateofsearch.com Source: MarketingProfs

80% of business
leaders are watching

60% of buyers say
they don’t have time for

more online video than
ever before.

lengthy reading - the
shorter the better.

Source: MarketingProfs Source: Forbes © Athlon 2013

Athlon conducted a strategy workshop to identify
key customer profiles and behaviours. This
informed the approach to online contentand
website structure.




B2B MARKETING AWARDS
RAGUSWEBSITE

Media, channels & techniques
Changing the perception of Ragus online

Ragus

OURSTORY | WHATWEDO | PRODUCTS | RESPONSIBILITY | LEARNINGZONE | BLOG | CONTACT
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We 4\&' specialised in Sourcing, Manufacturing, Consulting and Delivering

on pure sugars and syrups since 1928.

THE STORY
OF RAGUS
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RAGUS OPERATIONS

Our pure sugars are sourced, manufactured and delivered across continents all over the world.
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SOURCED ARRIVAL WEIGHED

Responsive website with brand film on o
homepage
THE RAGUS HERITAGE

Follow the history of Ragus, from our beginnings as an analytical
laboratory, to the global operation we are today.

Molasses is then placed in
holding tanks prior to
processing.
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HOLDING TANKS
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DELIVERED & WEIGHED

CONTACTUS
Q

SOURCED

EVAPORATION

Telephone: +44(0)1753 575353
Facsimile: +44(0)1753 691514

Detailed infographic that allows visitors to gain
anoverview of the operation

- EEE— B . . o oCe

1990 1980 1970 1960 1950 1940 1930 1920 1910 1900 1890 1

Interactive timeline and film provides the history
of Ragus re-inforcing the heritage and strength of
thebrand.

g Howwe addressed Ragus’
audiences’ needs
1882 , Senior Buyers
Impressed by their ground-breaking work, :v 5
Ab Lyle invites the Eastick brothers to set e .
Up alab athis new Plaistow whartrefinery. (] ®  Thewebsite conveys the sense of

anorganisation thatis safe and a
brand that they can trust

It showcases the scale and
scope of Ragus” manufacturing
operation

In addition, a blog provides
Insights into industry news and
updates

CEOs & Entrepreneurs

We wanted to showcase that
Ragus can provide consultancy
and has have intellectual property
toshare

Ragusisamodern 21st century
brand that can offer product
Insights often missing from their
larger competitors

Food Scientists

We wanted to demonstrate that
Ragus is an ethically-minded
company

It has a transparent approach
to sourcing and cares about the
naturally-sourced nature of its
products
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Changing the perception of Ragus online

Ragus’

OURSTORY | WHATWEDO PRODUCTS | RESPONSIBILITY | LEARNINGZONE &= BLOG | CONTACT
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THE EIGHT PILLARS OF
CSR AT RAGUS TS

CATEGORIES

Our CSR strategy covers health & safety; quality; employees;
sustainability; supply chain; society; and risk management

CSR plans
Read more
Ethical sourcing
Quality
4
CSR AT RAGUS: 2013/14
[ The opening of our technologically advanced, resource-efficient
Berkshire plant has been central to our CSR agenda for this year. QUALITY ASSURANCE
= ACCREDITATIONS
Read more

a4 OUR COMMITMENT TO
g ETHICALSOURCING pure sugar e

Qur approach to ethical sourcing and traceability is a reflection of
over 85 years of heritage as an independent importer of natural

sugar cane and molasses. These products have sometimes been @
sourced from regions with historical human rights issues. e

Read more

{i VQ’  OUR COMMITMENT TO QUALITY gFE/C
£ f’; We only deliver products and services of the highest quality and GLOBAL

The website contains a ‘Responsibility’ area
showing Ragus’ commitment to ethical sourcing
and supporting fair trade

Aseries of four films in the ‘Our Products’ area
outlines the breadth of the Ragus offering from
sourcing to delivery.
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- Project budget
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Phase 1: Strategy Phase 2: Design Phase 3: Production
e Competitor benchmarking and research e Functional specification e Copy-writing
e Audience insights and personas * |nteractiondesign e Film production
e Sitemapand content structure e Visualdesign e Website development
e Website concept e Filmstoryboards and treatment e Content population

e Testingand useracceptance
e Deploymentand live

Phase 4: Review

* Reportingand analysis
e Performance review

e Contentstrategy
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Results

Driving brand awareness

e 545% increaseinfirsttimevisitors after e
the first six months of launch

e 364% increase in page views .

In the six months prior to the new
website, there were 1,047 visitors and
4,100 page views

In the six months following launch, there
were 5,368 visitors and14,949 page views

e The Raguswebsite now ranks firstin
targetted organic Google search results
that include:

“Specialist sugar manufacturer” ’
(General terms)

“Demerara sugar specialist”
(Product specific terms)

"Ragus Sugars”
(Brand terms]

Datasources:
SAGE software systems CRM, Google Search &
Google Analytics.

Word count 998

Increased brand engagement

Returning visitors spent 20% more time
on the website than in the same period
the year before

500% increase invisitors looking at Our
Story’and "What We Do’areas of the
website than in the same period the year
before.

There was a 51% increase in website
traffic via mobile devices from the
previous year - the new website is
designed to provide a rewarding mobile
experience

Increaseinleads and sales

These details were provided to judges
In the original submission but are
commercially sensitive and therefore
confidential.

Client testimonial

“The previous Ragus web site did not truly
reflect the different aspects of our business,
its global reach or our heritage in sugar.

The site failed to engage visitors nor did it
address the market sectors we wanted to
sellto. As a result the number of site visitors
reduced.

After assessing various potential suppliers
across the UK, we chose Athlon to create
the new Ragus website.

As a company and brand this was a major
strategic objective for 2013/14. Having

Just built a brand new multi-million pound
sugar refinery, we wanted to reflect Ragus’
growing position in the industrial sugar
market.

It has proven to be a great decision. Athlon
has helped modernise the Ragus brand
online through the redesign of our website,
creation of brand films and launch of new
social media channels.

Athlon's approach was strategic and
beautifully executed, with a clear focus on
the need to address both the corporate and
our customers’ needs.”

Ben Eastick,
Marketing Director, Ragus



