
IMPROVED 
CUSTOMER 
JOURNEYS WITH 
AUTOMATED 
MARKETING

PerkinElmer Uses Marketing Automation To Improve 
Data Integrity and Optimize Campaigns

Background
A global leader in food, life science, and industrial research, PerkinElmer 
brings together innovative technologies and application expertise to help 
scientists and clinicians address daunting scientific challenges.

Headquartered in Waltham, Massachusetts, PerkinElmer was founded in 
1937 as an optical design company by Richard Perkin and Charles Elmer, two 
businessmen (and amateur astronomers) with a strong interest in mirrors, 
lenses, and telescopes. Today, however, the brand has a much vaster focus.

“We’re committed to innovating for a healthier world,” said Richard Flaherty, 
Global Director of Marketing Technology and Analytics. “Our technology 
helps with newborn screening, for example, so families can be informed and 
prepared as quickly as possible. We use instrumentation to test almost 300 
billion gallons of water every year, so we can ensure it’s safe to drink for 
about 1 billion people. We analyze millions of tons of wheat to confirm its 
quality, since wheat is a staple in the global supply chain.”

“It’s good to be part of history,” Flaherty said.

Challenge
While thriving in a macro sense – fueled by nothing less than a purpose to help 
humankind – PerkinElmer was struggling on a more micro level. Its number-
one challenge? Understanding the full inventory of its marketing stack. As 
a fairly large organization (with over 11,000 employees), PerkinElmer had 
acquired a wide range of smaller companies through the years. But with each 
acquisition had come new tools, rendering the stack, in time, untenable: a 
maze of unvetted and untested technologies and legacy software.

CHALLENGES:
• Multiple acquisitions led to a lack of 

marketing stack understanding.

• Certain systems were heavily underutilized 
but posed as large costs.

• Manual campaign creation and data 
management made it difficult to prove success.

SUCCESSES:
• The addition of Oracle Eloqua brought 

automated processes.

• With 99% of marketing efforts automated, 
optimized campaigns are possible.

• Lead scoring and nurturing are now part of 
PerkinElmers marketing efforts.

HEADQUARTERS:

Waltham, MA

OVERVIEW:

PerkinElmer is a global leader committed to 
innovating for a healthier world. Their dedicated 
team is passionate about providing customers 
with an unmatched experience as they help 
solve critical issues especially impacting the 
diagnostics, discovery and analytical solutions 
markets. Their innovative detection, imaging, 
informatics and service capabilities, combined 
with deep market knowledge and expertise, help 
customers gain earlier and more accurate insights 
to improve lives and the world around us.

- CUSTOMER SUCCESS STORY -



©2019 Relationship One. All rights reserved.

2+

Flaherty, who joined PerkinElmer in 2011, took the 
bull by the horns. He started an audit to help global 
marketers and stakeholders better understand all these 
disparate technologies, so PerkinElmer could strengthen, 
streamline, and shed light on how different teams and 
regions used the marketing stack. The audit led to a 
technological epiphany on three fronts: overlap, ROI, and 
manual process.

“Overlap is when you have multiple systems doing the same 
task,” Flaherty explained. He also singled out tools that were 
not used by enough people to be worth the investment. “We 
had systems that were used for 
very specific reasons by one 
colleague or a small group of 
colleagues,” he said, “but they were 
heavily underutilized compared to 
what they cost the company to 
maintain.”

Flaherty realized, through the 
audit, that the stack was flooded 
with overlapping tools and one-
off technologies because teams 
were creating campaigns with 
manual processes. This manual 
labor was necessary, because 
the brand’s Salesforce instance 
could not be fully integrated 
with its CRM software. As a 
result, “the two major portions 
of our stack always had many 
different elements being plugged 
into them by hand.” A recipe for 
disaster.

Data management was also too manual to be effective. 
Insights weren’t untrustworthy; different business units 
built different reports for one-off reasons, with little to 
no governance. There was no one source of truth, no 
easy way to visualize metrics or prove success – just one 
chaotic dashboard. “it was kind of a Wild West situation,” 
Flaherty said.

Solution
Fueled by the audit’s findings, the PerkinElmer marketing 
team used Oracle Eloqua to bring automation to its 
software stack. The hope? By removing manual labor 
from the process, it would become easier to build, track, 
and optimize campaigns.

Flaherty and his colleagues had a bevy of solutions to 
choose from; automation is one of the most saturated 
digital markets. They chose to implement Oracle Eloqua 
because of its track record in helping companies with 
sophisticated, enterprise-level challenges.

“We had complex needs within Salesforce and our CRM, 
and we knew whatever marketing automation tool we 
adopted would have to support those needs,” Flaherty 
explained. “We were a large-scale organization that 
needed workflows we could put in place and build on 
going forward. Eloqua was the right tool for that job.”

Results
PerkinElmer has totally 
embraced marketing 
automation; and in turn, 
automation has revamped how 
PerkinElmer does marketing. 
With manual procedures 
long gone, marketers can 
maximize how they use their 
time, resources, and deep 
technological toolbox. They 
can focus on launching and 
optimizing more impactful 
projects. And every step of 
campaign creation – from 
strategy to execution – is more 
efficient, streamlined, and 
transparent than ever before.

Automation has also enabled 
PerkinElmer to improve data 
integrity. Previously, team 

members had needed to manually intervene to make sure 
data flowed between Salesforce and the CRM. But with 
Oracle Eloqua in place as the ultimate connector, values 
populate, update, and circulate between all parts of the 
stack, in real time.

“Today, I would say probably 99% of what we do is 
automated,” said Flaherty. “People whose hands used to 
be tied up in manually processing or intercepting data are 
now free to step up and really support our vision. And I 
don’t just mean our vision as a marketing team. I mean 
our vision as a company that wants to better the world.”

Inspired by this newfound data strength, the marketing 
team met with stakeholders from different business units 

“People whose hands used 
to be tied up in manually 

processing or intercepting 
data are now free to step 
up and really support our 

vision. And I don’t just mean 
our vision as a marketing 
team. I mean our vision as 
a company that wants to 

better the world.”

 Richard Flaherty 
Global Director of Marketing  

Technology and Analytics
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and regions, so they could build out internal standards 
to govern reporting. Flaherty and his team used data 
dictionaries to agree on what to measure and how, then 
built specific dashboards for those KPIs.

“We moved all of our key data into a warehouse. Now, both 
our CRM data and our cost management data are flowing in 
there, connecting into the same place – so we have a complete 
visualization of our insights,” Flaherty said.

The sky is the limit. Bolstered by a best-in-class automation 

solution, PerkinElmer expects to improve – and eventually 
master – all of the core methodologies of modern marketing.

“When you think about how a lot of companies still handle 
email marketing, it’s batch-and-blast. We want to be different 
from that,” Flaherty said. “We’re also excited to move from 
pilot to fully operational with lead scoring and nurturing. 
With Oracle Eloqua, we can be much more targeted and 
create better customer journeys. We’re looking forward to 
developing all of this.”

“With Oracle Eloqua, we can be much more targeted and create better 
customer journeys. We’re looking forward to developing all of this.”

 Richard Flaherty 
Global Director of Marketing Technology and Analytics


