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20 November 2003

Preliminary results announcement 

Quarter 4 and year to 30 September 2003
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• Quarter 4:
– Customer conversion rate improves to 35.8%
– Record TTV of £222.3m in Q4 2003 – up 98% on Q4 2002
– Gross margin improves to a record 20.3%
– Positive group EBITDA (before exceptional items) - £14.2m in the Quarter
– Operating cash inflow - £15.2m

• Full year:
– Successful acquisition of holiday autos
– €102.6m convertible bond
– Pre-tax profit (before goodwill amortisation and exceptional items) for the 

year of £0.2 million
– Resilience and robustness of business model proved in difficult year for 

travel industry

Highlights
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• Quarter 4:
– Subscriber base grows to 7.7m

– Customers in the Quarter 584k, up 124% on last year

– Average shopping basket £340 gives gross profit of £68 per basket

• Full year:
– Completion of the integration of all prior year acquisitions

– 1.5m unique customers using the service

– Customer acquisition costs £9.67 per unique customer

– 3.5m items sold to approximately 2.0m total customers

– 30% repeat metric

Continued growth in all year-on-year and
quarter-on-quarter metrics
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Meliaviajes.com
2%

Viajes Ecuador
3%

Despegar.com
6%

Halcon Viajes
7%

Travelprice.es
8% lastminute.es

9%

eDreams
10%

Mundoviaje.com
6%

Muchoviaje.com
5%

ViajarBajoPrecio
2%

Other OTA
10%

Rumbo.es
19%

Viajar.com
13%

Acquisition of lastminute.com Spain (Sept 03)

• Acquisition of Sol Meliá stake 
puts us in a strong position in 
a fragmented market

• Market growing rapidly –
forecast to reach €1.3bn by 
2005

• Travelprice acquired 2002 –
shown impressive growth

• Strategic relationship with Sol 
Meliá remains strong:
– Preferred partner for hotel 

supply
– White label for dynamic 

packaging on solmelia.com

Spanish online travel agency estimated market share, 2002

Source: PhoCusWright Inc, July 2003

lastminute.es and Travelprice.es = 17%, leading 
b to c market share
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Customer Statistics
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11.2%130
TTV per 
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32.0%195- Non travel

135.8%517- Travel

102.0%712Items sold
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(millions)

Year-on-year 
% growthQ2
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Germany

Sweden

Netherlands

United Kingdom

Belgium

France

Italy

Spain

Japan

Australia

South Africa

Total Subscriber Numbers
7.0M

Total Subscriber Numbers
0.7M

lastminute.com
subscribers

TOTAL
7.7M

at 30 September 2003

1.0M

0.1M

0.04M

0.4M

0.3M

2.6M

0.04M

1.7M

0.7M

0.5M

0.3M

Growth of 20% on Q4 2002 subscribers
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Less free time

More disposable income

Desire to travel and go out more

Increasing demand for the “experience”

Cash rich customer segments

Later parenting

Broadband 

More access – cheaper, faster

Mobile/PDA communications

Voice recognition technology

Location based services

WIFI

More short break holidays

More independent travellers

Offline travel is moving rapidly online

Appeal of build your own packages   
over pre-packaged holidays

Demand for more flexibility

Later booking trends

The travel industry, technology applications and lifestyle 
trends are all moving in lastminute.com’s favour

lifestyle

technologytravel
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Dynamic packaging update
• October 2003 DP sales £3.4m
• Live in UK, France & Italy
• Germany and Spain by Dec 03

Available in shopping 
basket now: 
- flights
- hotels
- car hire
- insurance
- airport parking 

By December 2003:
- tours
- transfers
- attractions
- restaurants
- entertainment
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Strategic partnerships during 2003

Airlines:
Alitalia, Lufthansa, Delta, KLM, AirEurope and Swiss – new 

global relationships
AVRO – access to 2 million charter seats
British Airways – dynamic packaging promotion.  

One of 15 preferred partners.

Car hire:
Alamo/National 
Hertz

Holidays:
TUI

Hotels:
WorldRes – connectivity
Sol Meliá – revised partnership
Le Meridien, Radisson SAS – dynamic packaging promotion
Thistle, Millennium & Copthorne

Other:
Mondial – travel insurance
BCP – airport parking
Theatrenow – access to theatre tickets

Egg
Tesco.com
“3”
Voyages Auchan
Vodafone live!
Manor
Fnac Voyages
AOL
Mars

Media partners:
Guardian
Time Out
Metro
Evening Standard Hot Tickets

Supply Distribution
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• 50 unique destination 
guides

• Incorporating dynamic 
content from multiple 
sources

• Rolled out to France, 
Italy, Germany, 
Netherlands

• Increasing customer 
awareness of unusual 
destinations eg 
Tallinn, Bratislava, 
Cordoba

Content enhancement - giving reasons to visit & 
inspiring more trips
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Improving customer feedback initiatives to 
enhance the service

• Automated post-sales email to every customer 

• Tracks improvement in customer satisfaction

• Gathers customer feedback and reviews to enhance 
community and product content

• “youtellus” functionality enables us to identify and 
action items which are most important to customers

• High response rate

• Repeat customer metric in UK of over 30%
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Key to summer 2004
Deliverables

Hotels

• Range increase from 10,000 to 50,000 
properties

• Improved user interface and hotel content

• Buying power through incremental trade sales

Holidays

• Connectivity improvements to more tour 
operators

• Charters and increased resort hotel connect 
feeding dynamic packaging

• Eurostar and other train companies included in 
dynamic packaging

• Holiday search resort content

• Dynamic packaging offers fed into holiday 
search across five markets

Flights

• Increased automation

• Increased number of suppliers

• Technology upgrades

Car rentals

• Cross sold more from dynamic packaging, flights 
and hotels paths

• More travel trade wins

• Increased web penetration

Lifestyle

• Much wider content bolstered by acquisitions

• Lifestyle dynamic packaging ie restaurant + theatre

• Regional roll out of restaurants and listings to be 
included
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• French technologies fully integrated

• Search speeds twice as fast compared with 2002

• New booking process in all categories

• Increased connectivity to tour operators, hotels and holidays 
suppliers

• 80% auto ticketing 

• Oracle financials rolled out to UK, France, Germany and Italy

• >100 white labels live

Technology developments
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Leveraging our technology to partner with 
other market leaders
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Continued strengthening of the Management team

• Chip Steinmetz, CTO

• Andrew Windsor, Group Commercial Director

• Ian McCaig, COO and Board

• Liane Hornsey, Director Group HR

• Pierre Paperon, MD France
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• Quarter 4:
– Record TTV £222.3m – up 98% on prior year
– Forward booking at 30 September 2003 - £43.6m
– Record gross margin 20.3% - up 7.1 percentage points
– Record EBITDA (pre exceptional items) £14.2m (Q4 2002: £2.8m)
– Record cash inflow £15.2m (Q4 2002: £811k)

• Full year:
– TTV grows by 125% year-on-year
– Organic growth 46%, 82% in lastminute.com UK url
– Gross profit > £100m for the year
– Gross margin 16.5% retail supplemented by 1.8% commercial, gives 18.3% for the 

year, 4.8 percentage points up on 2002
– Record EBITDA £15.0m (pre exceptional items) (2002: loss £7.3m)
– Cash at bank £112.7m (2002: £49.6m)
– Record cash inflow £13.5m (2002: outflow £8.0m)

2003 and Quarter 4 financial highlights
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Departure based TTV
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450.0%5.52.41.50.70.9Spain

222.3

1.8
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Q4

552.4

4.5

31.3
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0.8

2.8

4.0

6.6

22.6

54.7

Q2

270.6%5.03.3Italy

87.1

0.7

2.1

2.7

20.0

57.4

Q1

124.6%150.9Total 
Group

150.0%1.2Joint 
ventures

469.1%12.5Satellite 
countries

348.7%18.8Germany

48.7%26.6France

128.7%85.3UK

Year-on-year
% growthQ3£ millions

Forward order bank at 30 September 2003 - £43.6m



21

TTV analysis – travel/non travel
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Organic TTV percentage growth
(Year-on-year growth.  Excludes acquisitions post 30 September 2002)

124.697.7147.1126.4174.4Total quarterly growth

78.5

36.2

170.0

29.5

45.8

308.2

0.4

13.3

45.0

Q4-on-Q4 
% growth

45.8---Spain

103.9

50.2

203.5

54.1

110.8

6.4

20.0

62.4

Q3-on-Q3
% growth

81.5

46.1

140.2

64.4

198.9

12.7

20.5

59.8

Year-on-year 
% growth

28.436.8France

21.436.3Germany

133.3156.0Satellite countries

79.861.0UK

188.9139.7Italy

79.461.0
lastminute.com UK
year-on-year growth

60.055.0Total organic growth

100.069.8JVs

Q2-on-Q2
% growth

Q1-on-Q1
% growth
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Gross profit development
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0.7

0.1
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growthQ3£ millions
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Percentage gross margin
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Quarterly EBITDA development
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Country EBITDA development
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Balance sheet highlights
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(11,415)
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Cashflows are pre exceptional items, acquisition 
related liabilities and bond issue costs

Operating cashflow
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Summary

"Another set of results that clearly demonstrate the progress we

have made both in the Quarter and the year as a whole.  We have 

strengthened our position as the clear European leader in the online 

travel and leisure market and are well placed to take advantage of 

the continued growth in the sector.  We remain confident of further 

developments during 2004 in all key metrics."


