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Flight Centre sees B2B sales
opportunities take off by connecting
Oracle Elogua and LinkedIn

FLIGHT CENTRE Location: South Brisbane, Queensland
;’-')-TRAVEL GROUP™ No. of Employees: 7690 | Industry: Travel Management

“Our deliverability is improved. We are sending a lot less but generating more
leads. We're going after quality over quantity and making sure our sales team
knows who to target first.”

Malcolm Aldridge
Global Marketing Automation Manager at Flight Centre Travel Group

\8 Results

More high-quality sales opportunities, more efficiently

+ By automating their ambitious LinkedIn marketing + This approach has yielded noticeable
campaigns through Oracle Eloqua, Flight Centre improvements in efficiency, which benefits
has unlocked new levels of sophistication and both customers and the company itself. “Our
success in their marketing efforts. deliverability has improved,” he shares. “We are

sending a lot less but generating more leads.

* “Five years ago we were doing a lot more batch- We're going after more quality than quantity and
and-blast type of list-targeted campaigns,” says then making sure that our sales teams know who
Aldridge, “whereas now we're targeting specific to target first, basically”

industries and certain persona types, and our
messaging is very much tailored to the size of the
customer that we're targeting and the industry
they're in, resulting in improved lead scores.”



https://www.linkedin.com/company/flight-centre/
https://www.linkedin.com/in/maldridge/

% Challenge

Managing a complex global marketing program

- On the B2B side of its business, Flight Centre has
various sub-brands targeting distinct customer
segments all around the world, ranging from
five-person startups to multinational enterprises.
These audiences have different needs, different
sales cycles, and require different nurture
sequences.

+ For Flight Centre, keeping all of their marketing
activities and sales opportunities in order, while
properly prioritizing the right actions, can prove
difficult with all of these moving parts.

Approach

Snappy integrations bring scalable simplicity

+ About five years ago, Flight Centre adopted
Eloqua as their primary marketing automation
platform. “We switched to Eloqua,” says Aldridge,
“because we wanted something more B2B-
focused and something that was more scalable
to work complex campaigns across multiple
countries ... we now use a lot of dynamic content
and personalization.” Aldridge estimates that
the company has about 60 marketing users on
Eloqua and more than 800 sales users.

- As an approved marketing partner, Eloqua’s
purpose-built connection with LinkedIn helped
bring simplicity to the marketing team’s
activities and processes, creating a smooth flow
of information between sales and marketing.

+ As travel came to a global standstill during
COVID, they saw their marketing database
stagnate. This led to an increased focus on
relationship-building and customer retention to
complement their acquisition strategies.

+ “Obviously we want to win more business, but
also we want to keep the business we have
and remind our customers why they picked
that Flight Centre brand in the first place,”
says Malcolm Aldridge, Global Marketing
Automation Manager.

+ Aldridge values the way LinkedIn’s Lead
Gen Forms make it easy for members to
download content and automatically provide
contact information, while Flight Centre’s
complementary array of tools can automate how
that form-fill data is channeled on the back end.
Information-sharing across platforms enables
collaborative nurturing.

+ “It makes that whole experience really quick
and easy for the customers, which is good for us,”
he explains. “And then behind the scenes, once
they hit submit, that passes the data across to
Eloqua, which triggers the whole process flow
where we will then ultimately push them across
to Salesforce.”


https://business.linkedin.com/marketing-solutions/marketing-partners
https://business.linkedin.com/marketing-solutions/marketing-partners/find-a-partner/oracle-eloqua

Success Factors

Helpful content during hard times

+ Flight Centre taced major business challenges
as the COVID pandemic struck and largely
halted travel. Recognizing this was also a
hard time for their customers, they flipped this
tough situation into an opportunity to make a

+ Specifically, they leaned on their expertise to

keep travelers informed and safe. “We created
high-value content to help customers make
decisions on where and how their people can
travel, what documents and such they need to

difference with their content. be able to travel, how they can manage their
duty of care,” says Aldridge. “a lot of companies
are now updating their travel policies. So we

help them with that.”

Strike a balance with Lead Gen Forms

+ As a tip to fellow B2B marketers, Aldridge
advises being thoughtful about how much
information you're asking for with generating
sales opportunities on LinkedIn. While Lead
Gen Forms make it easy for members by pre-
populating based on profile data, people can still
be wary of providing too many personal details.

« “Although it’s easy for LinkedIn members when
they don't have to fill it in, they may feel you're
capturing too much information,” he says.
“Rather than trying to grab everything and then
seeing what we're going to do with it afterward,
we were quite up-front and clear with what we
were asking them to provide. And then once the
data gets into Eloqua, we can then nurture them
and find out more about them along the way.”

“Eloqua allows us to (scale campaigns) quite easily and seamlessly. We
also do a lot around lead scoring and we can have separate lead scores
for each market.”

Malcolm Aldridge
Global Marketing Automation Manager at Flight Centre Travel Group
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Visit business.linkedin.com/marketing-solutions/marketing-partners to see how partner integrations can boost your results.
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