
placed in the Top Ten overall in the survey, and 
in 2009 was awarded second place among all 
medium-sized companies.

The brand has won the “Best of Joburg” 
readers’ survey for ten years in a row, an 
accomplishment it is particularly proud of as 
voting is undertaken by the very people to whom 
Flight Centre provides services.

In 2006, Deloitte honoured Flight Centre with 
the Sustainable Performance Award, which was 
followed by numerous industry awards, ranging 
from Top Upcoming Consortium, in 2008, to Top 

Revenue Consortium and Top 
Supporters Awards.

HISTORY
Flight Centre was founded by Graham Turner 
in 1981. Turner - a vet by profession – initially 
set up and ran what became a successful budget 
bus-trip company in Europe, called Topdeck. By 
1990, Flight Centre had opened stores in New 
Zealand, the United Kingdom and the United 
States. However, the latter two countries’ offices 
were closed temporarily in 1991 in the face of the 
Gulf War. Expansion began again with a move to 
South Africa in 1994, Canada in early 1995, and 
the United Kingdom later that same year. United 
States operations recommenced in late 1999. 

History shows that Flight Centre revolutionised 
the retailing of international air travel by shifting 
to a model where profitability was driven by 
volume rather than margins. The value offering 
proved irresistible to travellers everywhere and 
the company grew rapidly, establishing a variety 
of brands to cater for different sectors of the 
travel market.

THE MARKET
It’s a brand that has literally soared: from its 
first store opening in Sydney, Australia in 1981, 
Flight Centre Limited has grown to become one 
of the world’s largest - and most recognisable - 
independent travel retailers. 

Flight Centre is globally established as the 
market leader for the cost-conscious traveller, 
specialising in value-for-money travel. It’s a one-
stop travel shop, taking care of everything from 
flights, travel insurance and hotels, to transfers, 
car hire and visas. With more than 2,000 retail 
stores across South Africa, the 
United Kingdom, Australia, 
New Zealand, the United States, 
Canada, India, Beijing, Singapore 
and Hong Kong, Flight Centre 
employs more than 8,000 people 
worldwide.

Consultants offer “Unbeat-
able” passion and experience, go-
ing the extra mile to ensure clients 
get the best trip at the best price. 
Flight Centre’s Low Price Prom-
ise - “We will beat your quote 
or your booking is free” - is a 
promise travellers have come to 
depend upon, and one that works 
well for the brand: its turnover 
for the past complete financial 
year was 2.4 billion rand. 

With 130 retail stores 
in South Africa, Flight 
Centre is travel for South 
Africans: it’s about going 
places, meeting people and 
taking care of business and having an efficient 
team organising the whole process. Key to the 
brand’s successful operations is value for money 
and an offering for every sector of the market, 
from road-coach travellers to executive business-
class flyers.

Around the globe, Flight Centre has earned a 
reputation for reliability, flexibility and bringing 
new and diverse offerings to market at the speed 
of sound. In innovation, dedication to service 
excellence and price, Flight Centre lives up to its 
payoff line: Unbeatable.

ACHIEVEMENTS
Since 2002, Flight Centre has participated 
in the Deloitte Best Company to Work For 
survey - and has taken first place in the 
Tourism & Leisure industry sector every year 
since then.

From 2003 Flight Centre has also consistently 

Flight Centre has always been quick to 
forecast or pick up on market trends and make 
use of opportunities efficiently and effectively. 
Its “flat structure” management style keeps the 
lines of communication open across the entire 
brand, allowing for agility in bringing offerings 
to market and making the most of special options 
for its clients.

THE PRODUCT
Flight Centre product offerings are all based on 
offering value for money. One of the reasons for 
the brand’s success, is the company’s commitment 
to its Low Price Promise, whereby it guarantees 
to beat any genuine airfare, accommodation, 
package or tour quote, subject to availability and 
based on South African-registered businesses and 

websites.
Clients who happen to find a cheaper 

airfare or package quote simply 
take their written quote on 

the same day to a Flight 
Centre store. Not only 
will Flight Centre 
match the legitimate 
quote, it will beat it!

Travellers can 
choose from a 
variety of products, 
including:

•	Youth	and	Adventure	
- special deals for students 

and youth travellers
•	 Travel	Associates	 -	 boutique	 travel	 services	

for the discerning client
Corporate products comprise:

•	 Corporate	Traveller	-		for	the	SME	market
•	 Corporate	 Traveller	 	 Executive	 leisure	 -	

leisure travel for the executive
•	 Corporate	 Traveller	 Events	 -	 corporate	

eventing and conferences
•	 Corporate	 Traveller	 Groups	 -	 specialised	

group travel
Flight Centre’s latest product - launched 

in October 2009 - is a Bridal Registry, which 
allows friends and family of the soon-to-be weds 
to contribute towards the couple’s honeymoon 
travel, rather than buy gifts the couple quite 
possibly already has.

RECENT DEVELOPMENTS
With plans to open at least six new stores across 
its various operations by June 2010, Flight Centre 
is continually leveraging its solid partnerships to 
bring travellers innovative packages and options.
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One such option is 
the brand’s recently 
launched Airline 
Failure Protection, 
which offers peace of 
mind in an economy 
that has seen airlines 
cease business operations 
in a matter of days. 
Airline Failure Protection 
means that if clients have a 
scheduled trip booked with 
Flight Centre and their airline 
of choice ceases operations due 
to insolvency or bankruptcy, 
Flight Centre will take care of its 
clients in the following ways:

•		 If	travellers	are	abroad,	the	cost	
of an alternative supplier will 
be covered for that leg of their 
itinerary.

•	 If	 travellers	 are	 yet	 to	 travel,	 Flight	 Centre	
provides either a full refund or an alternative 
flight to the value of the initial ticket cost.

Because Flight Centre caters for all sectors 
of the travel market, a new partnership with 
Greyhound sees the company able to offer coach 
travel around South Africa.

PROMOTION
Flight Centre advertises extensively across all 
of the traditional above-the-line media, 
including print, radio and TV, and also 
makes use of below-the-line opportunities 
such as direct marketing, billboards and 
bus advertising. In addition, it makes use 
of online advertising, drawing travellers to 
its user-friendly website.
Multi-channel	 distribution	 is	 aimed	 at	

everyone who has travelled at some point 
in time or would love to travel in the future. 
Branding is consistent in any Flight Centre 

retail outlet, advertisement or outdoor 
promotion around the world. The strong red 
corporate colour, combined with the picture of 
a pilot, has become synonymous not only with 
the Flight Centre brand, but with inexpensive 
and reliable travel - and efficient arrangements to 
facilitate it.

While the brand had no payoff line for 
some time, the addition of “Unbeatable” under 
the Flight Centre logo really speaks to its core 
business focus and its allegiance to its own 
ideals.

BRAND VALUES
This is a brand that takes its values seriously, 

inculcating them into its daily operations and its 
staff.

Flight Centre’s philosophy has long included 
ensuring the well-being of its staff and their 
communities. To this end, part of the brand’s 
corporate responsibility initiatives is its support 

of the Philile Foundation, a non-
governmental organisation 
focused on the education 
and health care of 
disadvantaged children. 

Flight Centre 
participates in the annual 
“Do It Day”, and every 
staff member has a Social 
Responsibility Leave Day 
- getting a day off work to 
volunteer for a community 
upliftment project of their 

choice. The company has also promoted skills 
development since 2004 in the form of its 
Learnership Programme.
The company’s brand values bring key words to 
mind for clients: trustworthy, committed, caring, 
innovative and flexible. In promising unbeatable 
value, Flight Centre backs it up with guarantees 
on pricing and service.

One such option is 
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THINGS YOU DIDN’T KNOW ABOUT 
FLIGHT CENTRE

 Flight Centre’s founder, Graham Turner, 
is a qualified vet who has never practised 
professionally, but founded the global 
travel giant that is Flight Centre instead

 Flight Centre South Africa has the 
youngest ever executive general manager: 
Janine Salame is 30 and began her career 
with the company as a travel consultant

 Flight Centre firmly believes in Reward & 
Recognition: in its first year of operation 
in South Africa, the top consultant won 
a fruit basket. Fortunately things have 
changed since then, and every year the 
company hosts a national award ceremony 
at which the top consultant now wins a 
car

 Flight Centre operates on egalitarian 
principles whereby all staff have identical 
facilities: there are no switchboards or 
beverage staff; all staff sit in the same 
type of open-plan office, answer their 
own phones, and make their own tea and 
coffee

 Flight Centre Limited has more than 
2,000 stores and businesses in 11 different 
countries worldwide, and employs more 
than 8,000 staff members

 In South Africa, Flight Centre has more 
than 130 retail outlets and employs 750 
staff members

Vital to maintaining its brand values is the 
group philosophy, “One Best Way”. Flight Centre 
strives to find the “one best way” of conducting 
business, but embraces change when a better way 
is discovered - which then becomes the “one best 
way”. This breeds cohesion among both staff 
and within operations, while growing the brand’s 
image of trustworthiness among travellers.
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