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NEWS RELEASE

For Immediate Release







4 December 2000

PRELIMINARY RESULTS FOR THE YEAR ENDED 30 SEPTEMBER 2000
· Business ahead of plan

· Close to 3 million subscribers

· Degriftour acquisition increases scale, reduces risk and delivers market leadership in France as well as UK

Financial Highlights (£’000s)

	Year ended 
	30 Sept 2000
	30 Sept 1999
	Growth

	Registered subscribers at period end
	2,850,678
	364,750
	7.8 x

	Customers since inception
	156,196
	10,189
	15.3 x

	Cumulative items sold in the period
	312,912
	23,866
	13.1 x

	Number of suppliers at period end
	9,221
	548
	16.8 x

	Total transaction value
	£34,189
	£2,647
	12.9 x

	Gross profit

Gross margin


	£3,339

9.8%
	£177

6.7%
	18.9 x

up 3.1 percentage                         points

	Net loss for the period
	£35,748
	£4,540
	7.9 x

	
	
	
	

	Quarter ended  
	30 Sept 2000
	30 Jun 2000
	Growth

	Registered subscribers at period end
	2,850,678
	2,078,395
	37%

	Customers since inception
	156,196
	107,993
	45%

	Number of items sold in the quarter
	108,188
	90,500
	20%                    

	Number of suppliers at period end
	9,221
	3,458
	         167%           

	Total transaction value
	£13,187
	£9,585
	38%                    

	Gross profit

Gross margin
	£1,332

10.1%
	£950

9.9%
	40%

up 0.2 percentage

	Net loss
	£9,471
	£9,271
	points

2.1%


Pro-forma financials assuming Degriftour acquisition had completed in September 1999 (£’000s)

	  Year ended
	30 Sept 2000
	
	


Total transaction value


         £90,515

Gross profit




         £12,733

Gross margin





14.1%

Commenting, Allan Leighton, Chairman said:

“lastminute.com, like all good ideas, is a very simple, totally consumer-focused concept. We have already built barriers against competitive response and are performing ahead of plan.

“The financial results announced today show solid growth, against all key metrics, with costs and losses contained within plan.

“Our acquisition of Degriftour, France’s largest e-travel group with 10 years of experience, changes the scale of our business and offers significant synergies. It also makes our company the market leader in two of Europe’s largest e-commerce markets and enhances our capability to create a serious European platform.

“There is still a lot to do. However, the combination of the financial results of the year and the Degriftour acquisition places lastminute.com ahead of forecasts made at the time of the company’s flotation, helps reduce our risk profile and brings forward the time when we expect lastminute.com to become cash-flow positive.”

Brent Hoberman, Chief Executive, said:

“These results show the considerable progress we have made over the past year in building the lastminute marketplace on the internet.

“We have focused on exactly the strategy we set out at flotation – deepening and widening content; building our customer and revenue base; widening our footprint; deploying new technology; strengthening management; moving towards increasingly personalised service on a mass basis; and reinforcing our brand and marketing strength.

“Our version 2, three tier technology makes our system more scalable, flexible and robust.

It enables us progressively to personalise our service to customers and improves both the ease and the economics of rolling out to new markets – in terms of countries, products and suppliers. This investment in technology should not only improve our core operating metrics, but also result in better customer conversion.

“The integration of Degriftour is proceeding well.  The scale increase is improving our economics in both buying and selling power, and the packaging skills of Degriftour will further improve our gross margin.

“The introduction of a voice-activated telephone service, which we believe to be a strategic break-through, results from the technology partnerships we have formed. It represents a European first since currently no other European company has transactional voice capabilities. It strengthens our multi-channel distribution strategy, provides access to non-internet users and complements the ‘surf our site’ ability of the PC with an ‘ask for what you want’ service.

“Our marketing and brand building campaign has been cost-effective, which is shown by the reduction of customer acquisition costs. Coupled with the progressive development of our site, lastminute.com continues to be ranked amongst the most visited and most liked e-commerce sites by a range of independent surveys.

“Since 30 September 2000 we have seen continued growth of our subscriber and customer bases and we expect the combination of the Degriftour Group and lastminute.com to deliver continued performance ahead of plan.

“My thanks to all the team, who continue to deliver with great enthusiasm and effectiveness.”

Enquiries:

lastminute.com

Brent Hoberman







+44 (0) 20 7802 4200
Martha Lane Fox

Julian Culhane

Katrin Buckenmaier (Investor Relations)




+44 (0) 20 7802 4206
ir@lastminute.com
Lara Whateley (Press)






+44 (0) 20 7802 4235
pr@lastminute.com
Citigate Dewe Rogerson






+44 (0) 20 7638 9571

Anthony Carlisle

Duncan Murray

Georgina Peiser

Notes to Editors

About lastminute.com
Based on the idea of matching supply and demand, lastminute.com currently offers consumers last minute opportunities to acquire airline tickets, hotel rooms, package holidays, entertainment tickets, restaurant reservations, specialty services, gifts and auctions in the United Kingdom, France, Germany, Italy, Sweden, Spain, The Netherlands and Australia.

A joint venture agreement was signed for an operation in South Africa in May 2000.

At 30 September 2000, lastminute.com had approximately 9,200 individual supplier relationships and had successfully established its non-travel offering, with 43% of items sold being non-travel related. Also, in November 2000, lastminute.com had over 3 million registered subscribers to its weekly email across Europe.

Supplier relationships include Lufthansa, British Midland, United Airlines, Virgin Atlantic Airways, Starwood Hotels and Resorts Worldwide, Forte Hotel Group, Kempinski Hotels, English National Ballet, The Royal Albert Hall, Conran Restaurants, One for the Road and SFX.

On 23 October 2000, lastminute.com announced the completion of the acquisition of the Degriftour Group, France’s largest e-travel group
, making lastminute.com one of the leading e-commerce companies in Europe
.

ADDITIONAL OPERATING AND NON-OPERATING INFORMATION

Additional profit and loss information by period




Quarter
Quarter
Quarter
Quarter




ended
ended
ended
ended 




30 Sep
30 Jun
31 Mar
31 Dec





         2000
           2000
           2000
        1999




£000
£000
£000
£000





(Unaudited)
(Unaudited)
(Unaudited)
(Audited)
Total transaction value



13,187
9,585
7,162
4,255





————
————
————
————
Turnover




Group Turnover



1,481
1,016
834
409

Cost of sales


149
66
127
59

Gross profit


1,332
950
707
350

Operating costs

Product development


2,496
2,430
2,571
1,457

Sales and marketing


6,020
5,850
4,801
2,417

General and administration


3,775
2,886
1,991
1,492
Non-cash share based compensation


893
1,295
1,854
540

National Insurance Provision


(988)
(328)
925
479



——————
-------------------
------------------

------------------

Total operating costs


12,196
12,133
12,142
6,385

Other operating (expense)/income


(59)
50
75
-




--------------------
——————
——————
—
------------------

Operating loss


(10,923)
(11,133)
(11,360)
(6,035)

Share of operating loss in joint venture 


(33)
-
-
-

(net of amortisation of goodwill)

Total Operating loss: Group and share of JV

(10,956)
(11,133)
(11,360)
(6,035)
Interest receivable


1,499
1,862
376
40

Interest payable and similar charges


(14)
-
(18)
(9)




——————
——————
——————

-----————

Loss on ordinary activities
before taxation


(9,471)
(9,271)
(11,002)
(6,004)

Tax on loss on ordinary activities


-
-
-
-




——————
———————
———————
—
——————
Loss on ordinary activities 
after taxation


(9,471)
(9,271)
(11,002)
(6,004)

Preference dividends


-
-
-
(10)




——————
--——————
------------——--

-------------------

Transfer from reserves


(9,471)
(9,271)
(11,002)
(6,014)




————
————
————
————
Additional information on non-operating statistics





Quarter
Quarter
Quarter
Quarter




ended
ended
ended
ended 




30 Sep
30 Jun
31 Mar
                 31 Dec


         2000
          2000
           2000
           1999




(Unaudited)
(Unaudited)
(Unaudited)
(Unaudited)
Number of items sold in period


108,188
90,500
74,541
39,683
Number of registered subscribers at period end

2,850,678
2,078,395
1,385,042
571,687
Number of customers at period end


156,196
107,993
65,387
28,687

Number of suppliers at period end
     

9,221
3,458
2,466
1,102


In November 2000 lastminute.com announced that the company had more than 3 million registered subscribers to its weekly emails.

The number of suppliers includes individual airlines, hotels, holiday package suppliers, entertainment vendors, gift suppliers, restaurants, specialty service suppliers and car hire. As control of Degriftour passed from the vendors to lastminute.com on 30 September 2000, the supplier figure for 30 September 2000 is the consolidated figure for lastminute.com and the Degriftour Group.

Total transaction value and turnover, all of which are derived from continuing operations, analysed by class of business are as follows:




Quarter
Quarter
Quarter
Quarter




ended
ended
ended
ended 




30 Sep
30 Jun
31 Mar
31 Dec





         2000
           2000
           2000
        1999




£000
£000
£000
£000





(Unaudited)
(Unaudited)
(Unaudited)
(Audited)
TOTAL TRANSACTION VALUE

By class of business

Travel


12,048
8,352
6,283
3,490

Leisure


575
516
489
315

Gifts


315
398
295
350

Auction


249
319
95
100




————
————
————

————


13,187
9,585
7,162

4,255



————
————
————
————


By geographical area
United Kingdom


10,949
8,571
6,562
4,093

Other European Union countries


2,238
1,014
600
162



————
————
————

————


13,187
9,585
7,162

4,255



————
————
————
————
TURNOVER

By class of business
Travel


901
549
514
260

Leisure


127
84
142
66

Gifts


72
67
55
68

Auction


18
23
13
15

Advertising/Other


363
293
110
-




————
————
————

————




1,481
1,016
834
409




————
————
————
————
By geographical area
United Kingdom


1,217
920
754
384

Other European Union countries


264
96
80
25



————
————
————

————


1,481
1,016
834

409



————
————
————
————
Operating Review

Solid results

On 14 March 2000 lastminute.com floated on the London Stock Exchange and on the NASDAQ National Market. These results represent the first year-end results as a publicly traded company.

Total transaction value of products and services sold through our website for the quarter ended 30 September 2000 was £13.2 million, a 38% increase from £9.6 million in the prior quarter ended 30 June 2000 and more than a 7-fold increase over the comparable quarter ended 30 September 1999 of £1.8 million. Total transaction value for the year ended 30 September 2000 was £34.2 million, representing nearly a 13-fold increase over total transaction value for the year ended 30 September 1999 of £2.6 million.
Gross profit for the quarter ended 30 September 2000 was £1,332k, representing a 40% increase from £950k in the prior quarter ended 30 June 2000 and a 12-fold increase over gross profit for the quarter ended 30 September 1999 of £111k. Gross profit for the year ended 30 September 2000 was £3.3 million, representing nearly a 19-fold increase over gross profit for the year ended 30 September 1999 of £177k. 

Gross margin, defined as gross profit divided by total transaction value, increased from 6.7% in FY 1999 to 9.8% in FY 2000, reflecting operating margins improvements as well as the successful establishment of advertising and sponsorship as an additional revenue stream.

During the quarter ended 30 September 2000, we added 772,283 registered subscribers across Europe taking the total at 30 September 2000 to 2,850,678, nearly a 8-fold increase year-on-year. 

The breadth of our supplier base increased almost 3-fold to 9,221 in the quarter. This increase was substantially due to the integration of Degriftour’s supplier base as well as the continued expansion of the non-travel related product offering. In September we unveiled our new car rental service. In partnership with Holiday Autos and Avis, we will offer our customers access to over 750,000 vehicles worldwide.

We believe that by increasing our product and services range through our supplier relationships, there will be an increase in the rate of conversion of subscribers to customers and a subsequent increase in the number of items each customer purchases.

Degriftour brings scale in all key metrics

The acquisition of the Degriftour Group, France’s largest e-travel group, makes us the last minute market leader in two of Europe’s most important e-commerce markets – a very strong position from which to create a European platform. Pro-forma total transaction value and gross profit, as if the Degriftour Group had been part of lastminute.com plc for the entire financial year ended 30 September 2000, is approximately £91 million and £12.7 million respectively. 

The integration process is already underway. To capture the upside of product cross selling across the two customer bases, the two websites have been linked with lastminute.com being immediately visible to Degriftour Group visitors and vice versa. All travel products are hosted from co-branded websites and lastminute.com visitors have access to Degriftour’s full service travel engine. The Degriftour management team is now leading the enlarged French operation and the re-location of staff has already taken place with lastminute.com and Degriftour staff working in integrated teams.

Localised websites
Over the last quarter, we have prepared ourselves for entry into new markets and accumulated new supply and content, not only in Spain and The Netherlands, but also in Italy. We expect to launch these three countries this week. In August, we launched a fully localised Australian version of our web site in partnership with our Joint Venture partner for Australia and New Zealand, travel.com.au. 

Strengthening the senior management team

Allan Leighton, former President and CEO of Wal-Mart Europe, was appointed the new Chairman of lastminute.com in October 2000. Allan adds invaluable retail and management skills, and since appointment has been closely involved in driving the business forward.

Pierre Alzon, former General Manager of Degriftour, was appointed as an executive director of lastminute.com and is responsible for managing the enlarged French operations. 

During the last quarter we continued to strengthen our senior management team with the appointment of Moira Mc Sweeney, Head of Global Retail, formerly Apparel Buying Director for Footlocker Europe, and the promotion of David Kelly to Head of Global Operations, formerly Head of UK Operations. Helen Baker, formerly Head of UK Supply, takes over from him in his prior position.

Technology is core to the business
We believe that lastminute.com has gained a competitive advantage through early investment in advanced technologies. By establishing partnerships with leading technology suppliers and strengthening the in-house development team, we are constantly increasing barriers to entry to our business.

Since 30 September 2000, lastminute.com has introduced its new three-tier technology architecture. The successful launch of the new technology across lastminute.com’s web sites in the UK, France, Germany and Sweden followed detailed performance testing and its introduction on lastminute.com’s localised Australian version of its web site in August.

The new system offers three significant benefits for lastminute.com’s customers and suppliers:

· Speed – access to products and services on the site will be quicker for customers, as will their transactions.  Suppliers will be able to download their inventory on the site faster and integrate their databases with lastminute.com more effectively. 

· Stability – the new system will be able to support lastminute.com’s growing subscriber base, providing greater reliability and improving the customer experience.

· Scalability – the new architecture has been designed to support lastminute.com’s rapid growth and to provide a solid and “open” platform from which it can rapidly introduce new services and applications in numerous languages and countries.

We aim to increase the conversion rate of visitors to customers by introducing greater personalisation; the new architecture allows products and services to be targeted to specific customer preferences.

We are also launching a voice recognition platform, which we believe to be a strategic break-through. We have partnered with Nortel Networks and Syncordia Solutions, BT’s e-business and communications solutions unit, to develop a speech recognition platform and thereby creating an innovative customer portal; Nuance, one of the market leaders in speech interface technology, will supply the core speech recognition engine for the project, while the Centre for Communication Interface Research (CCIR) at the University of Edinburgh, will develop the platform. 

Innovative and cost-effective marketing
During the quarter ended 30 September 2000, we continued our off-line brand building campaign and launched a new advertising direction with a consumer-centric campaign on the theme of ‘Making Every Minute Count’. The advertisements will, for the first time, also link into lastminute.com’s UK homepage, where customers are able to purchase the advertised solutions or choose from a range of other products relevant to each occasion, using no more than three clicks.


We continue to use a wide range of media aimed at speaking to people when they will be most receptive to the lastminute.com message. To this end we have used a media mix that includes roadside posters, London Underground, transport media (buses and taxis) as well as radio and press advertising. Successful off-line marketing also continues in France, Germany and Sweden through the use of buses, subways and billboards.

We recently launched lastminute.com vouchers, which were promoted as part of a multi-brand promotion with Nestlé on 50 million chocolate bars in the UK. 

During the last quarter our marketing spend in the UK remained unchanged. As we increased the number of customers over the quarter, our customer acquisition cost has declined in proportion to the overall marketing spend since inception.

In only two years, lastminute.com has become one of the most visited e-commerce sites in Europe.

In France, Degriftour enjoys household name status with brand awareness of approximately 45%. We will therefore operate a dual-brand strategy in the short to medium term, maintaining the Degriftour brand, while continually building the lastminute.com brand. 

The right offer to the right customer at the right time on the right device

As part of our strategy to make lastminute.com available on a variety of platforms, we signed two                         m-commerce deals with One2One and Bouygues Telecom during the last quarter, which should further strengthen our position at the forefront of the distribution on new technology platforms and add to the already existing deals with France Telecom, Deutsche Telekom and Carphone Warehouse’s WAP portal Mviva, Orange and BT Cellnet. lastminute.com is also available on digital interactive television platforms in the UK via NTL/CWC and Telewest and in France via TPS satellite service as well as on PDA through deals with Palmpilot and Psion Organiser.

Financial Review

Total transaction value of products and services sold through our website for the quarter ended 30 September 2000 was £13.2 million, a 38% increase from £9.6 million in the prior quarter ended 30 June 2000 and more than a 7-fold increase over the comparable quarter ended 30 September 1999 of £1.8 million. Total transaction value for the year ended 30 September 2000 was £34.2 million, representing nearly a 13-fold increase over total transaction value for the year ended 30 September 1999 of £2.6 million.

Turnover for the quarter ended 30 September 2000 was £1,481k, representing a 46% increase from £1,016k for the prior quarter ended 30 June 2000 and a 12-fold increase over turnover for the quarter ended 30 September 1999 of £119k. Turnover for the year ended 30 September 2000 was £3.7 million, representing a 19-fold increase over turnover for the year ended 30 September 1999 of £195k. 

Cost of sales, principally consisting of the costs of entertainment tickets purchased by us as principal for resale, totaled £149k for the quarter ended 30 September 2000. Total costs of sales for the year ended 30 September 2000 amounted to £401k, more than a 22-fold increase over total cost of sales for the year ended 30 September 1999 of £18k. The low level of cost of sales relative to total transaction value reflects the low level of inventory risk taken by the Group. 

Gross profit for the quarter ended 30 September 2000 was £1,332k, representing a 40% increase from £950k in the prior quarter ended 30 June 2000 and a 12-fold increase over gross profit for the quarter ended 30 September 1999 of £111k. Gross profit for the year ended 30 September 2000 was £3.3 million, representing nearly a 19-fold increase over gross profit for the year ended 30 September 1999 of £177k. 

Total transaction value, turnover and gross profit increased primarily due to the expansion of products and services available through our web site and, as market awareness and functionality of our web site improved, from the expansion of our registered subscriber base, both in the UK and internationally.

Gross profit consists primarily of commissions earned on products and services sold, including airline tickets, hotel room reservations, package holidays, tickets to entertainment events, restaurant reservations and gifts. In addition, during the year ended 30 September 2000, we earned income from the sponsorship of our weekly email and from advertisements placed on our web sites that contributed to turnover and gross profit.

Operating Expenses

Product Development

Product development expenses for the quarter ended 30 September 2000, before any charges for non-cash share-based compensation and the provision for National Insurance, increased to £2.5 million from £2.4 million in the prior quarter. Total product development expenses for the year ended 30 September 2000, before any charges for non-cash share-based compensation and the provision for National Insurance, were £9.0 million, an increase from £1.1 million for the year ended 30 September 1999. These expenses primarily consisted of costs associated with the ongoing build and testing of our new three-tier architecture, which is now completed, personnel costs, web hosting, software license fees and other expenses associated with the ongoing operations of our web site. In addition, during the year ended 30 September 2000 we capitalised  £6.5 million of costs as the site upgrade had reached application development stage. For the quarter ended 30 September 2000 we capitalised costs of £1.7 million and commenced depreciation of the new site.

Sales And Marketing

Sales and marketing for the quarter ended 30 September 2000, before any charges for non-cash share-based compensation and the provision for National Insurance, increased to £6.0 million from £5.9 million in the prior quarter. Total sales and marketing expenses for the year ended 30 September 2000, before any charges for non-cash share-based compensation and the provision for National Insurance, were £19.1 million, an increase from £1.2 million for the year ended 30 September 1999.

General and Administration
General and administrative costs for the quarter ended 30 September 2000, before any charges for non-cash share-based compensation and the provision for National Insurance, increased to £3.8 million from £2.9 million in the prior quarter. The increase was primarily related to the start up costs for the Spanish, Dutch and Italian operations and adverse foreign currency exchange rate movements. General and administrative costs for the year ended 30 September 2000, before any charges for non-cash share-based compensation and the provision for National Insurance, increased to £10.1 million from £1.2 million for the year ended 30 September 1999.

Non-Cash Share-Based Compensation

Non-cash share based compensation represents the difference between the exercise price of share options granted and the fair value of the underlying ordinary shares at the date of grant. Non-cash share based compensation charges for the quarter ended 30 September 2000 decreased to £0.9 million from £1.3 million in the prior quarter. Total non-cash share based compensation charges for the year ended 30 September 2000 increased to £4.6 million compared to £0.7 million for the year ended 30 September 1999.

National Insurance Charges

Up until 30 June 2000, in accordance with the then current principles of UK GAAP, charges to the profit & loss account were made so as to fully provide for the employer’s National Insurance liability that might be incurred on any gain in stock options granted after 5 April 1999. This provision was revised at the end of each quarter to take account of movements in lastminute.com's share price at each balance sheet date.

On 27 July 2000, UK GAAP changed with the issue of UITF abstract 25 (National Insurance contributions on share option gains). The amended approach to accounting for National Insurance on Share Options now requires providing for the expected liability over the period of performance. Under this new treatment, a credit of £1.0 million was recorded for the quarter ended 30 September 2000. Total charges in respect of National Insurance on employee stock options for the year ended 30 September 2000 amounted to £0.1 million, compared to a charge for National Insurance on employee stock options for the year ended 30 September 1999 of £0.6 million.

The loss on ordinary activities before taxation for the quarter ended 30 September 2000 was £9.5 million, an increase of 2% over the result for the quarter ended 30 June 2000 of £9.3 million. The loss on ordinary activities before taxation for the year ended 30 September 2000 was £35.7 million compared to £4.5 million for the year ended 30 September 1999.

Acquisition of Degriftour

On 23 October 2000, lastminute.com plc formally completed the acquisition of the entire issued share capital of the Degriftour Group, France’s largest e-travel groups. Goodwill arising on the transaction amounted to £58.6 million under UK GAAP and is being amortised on a straight-line basis over 4 years. Effective control of Degriftour passed from the vendors to lastminute.com plc on 30 September 2000 and accordingly the consolidated balance sheet of lastminute.com plc and its subsidiaries as at 30 September 2000 incorporates the assets and liabilities of the Degriftour Group of companies.

The quarter ended 30 September 2000, includes a share of the costs associated with the Australian joint venture company, lastminute.com Australia Pty Limited.


Net Cash Balance

As at 30 September 2000, before accounting for the cash payable in respect of the acquisition of the Degriftour Group, the net cash position of the group stood at £104 million compared to £4.3 million as at 30 September 1999. The increase in the net cash position was due to funds received from the private placement of the company’s shares in November 1999 and February 2000 as well as funds received from the sale of shares in the company’s initial public offering in March 2000. Cash is placed on deposit with AAA/AA rated credit institutions and earns competitive rates of interest.

Basis of Preparation

The preliminary financial results for the year ended 30 September 2000 have been prepared using accounting policies consistent with those set out in the financial statements for the year ended 30 September 1999, adjusted to reflect the move in revenue recognition in the last quarter to the date of departure rather than the date of order, which is consistent with the treatment adopted by Degriftour. As a result, and because no prior period adjustment had been made, we have not reflected any revenue for items sold in the last week of the quarter. These results do not constitute statutory accounts within the meaning of Section 240 of the Companies Act 1985. The figures for the year ended 30 September 2000 are unaudited. The figures for the year ended 30 September 1999 have been based on the full accounts of Last Minute Network Limited, which have been delivered to the registrar of companies and on which the auditors have issued an unqualified audit report.

Loss per share

The loss per share amount has been based on the weighted average number of ordinary shares in issue during the year, restated for the effects of the 284 for 1 bonus issue on February 15, 2000. 

Consolidated Profit and Loss Account for the year ended 30 September 2000



Year 
Year



ended
ended



30 Sep
30 Sep



2000
1999



£000
£000



(Unaudited)
(Audited)

Total transaction value (1)

34,189
2,647



——————
——————

turnover




Group turnover

3,740
195

Cost of sales

401
18



——————
——————

Gross profit

3,339
177



——————
——————

Operating costs

Product development

10,353
1,423

Sales and marketing

20,711
1,597

General and administration

11,792
1,736



——————
——————

Total operating costs

(42,856)
(4,756)

Other operating income

66
12



——————
——————

operating loss

(39,451)
(4,567)

Share of operating loss in joint venture 

(net of amortisation of negative goodwill)

(33)
-

Total operating loss: Group and share of 

——————
——————
joint ventures

(39,484)
(4,567)
Interest receivable

3,777
68

Interest payable and similar charges

(41)
(1)



——————
——————

loss on ordinary activities before taxation

(35,748)
(4,500)

Tax on loss on ordinary activities

-
-



——————
——————

loss FOR THE FINANCIAL year

(35,748)
(4,500)

dividends 

Preference dividends

-
40



——————
——————

transfer from reserves

(35,748)
(4,540)


——————
——————

Loss per share ( basic

(36.35)p
(13.51)p


——————
——————

(1) Total transaction value does not represent the Group’s statutory turnover

Statement of recognised Gains and Losses for the year ended 30 September 2000



Year ended
Year ended



30 September
30 September



2000
1999



£000
£000



(Unaudited)
(Audited)

Loss for the year

(35,748)
(4,500)

Foreign currency translation difference

22
-



————
————

Total recognised gains and losses for the year

(35,726)
(4,500)




——————
——————
Balance Sheets at 30 September 



Group
Group





2000
1999





£000
£000





(Unaudited)
(Audited)


fixed assets

Intangible assets


58,636
-


Tangible assets


13,972
403


Investments
( joint ventures
( gross assets

230

-




( gross liabilities

(23)

-




( negative goodwill

(246)

-







(39)
-




–––––––––––
–––––––––––




72,569
403





–––––––––––
–––––––––––

current assets

Stocks


52
1


Debtors


10,543
743


Cash at bank and in hand


103,688
4,319





–––––––––––
–––––––––––




114,283
5,063


creditors: amounts falling due within one year


38,301
2,289





–––––––––––
–––––––––––

net current assets


75,982
2,774





–––––––––––
–––––––––––

total assets less current liabilities


148,551
3,177


creditors: amounts falling due after more


6,031
-


than one year






provisions for liabilities and charges


1,410
614





–––––––––––
–––––––––––

net assets


141,110
2,563




–––––––––––
–––––––––––
capital and reserves

Called up share capital


1,503
3


Share premium account


106,114
-

Shares to be issued


27,383
-

Profit and loss account


(40,464)
(4,826)

Other reserves


5,203
662

Merger reserve


41,371
6,724

Shareholders’ funds:

Equity


141,110
(3,899)


Non-equity


-
6,462





–––––––––––
–––––––––––

Total shareholders’ funds


141,110
2,563




–––––––––––
–––––––––––
Consolidated Statement of Cash Flows for the year ended 30 September 2000



Year
Year



ended
ended



30 Sep
30 Sep



2000
1999



£000
£000



(Unaudited)
(Audited)

Net cash outflow from operating activities

(34,652)
(1,904)



——————
——————

returns on investments and servicing of finance

Interest received

3,777
68

Interest paid

(41)
(1)



——————
——————



3,736
67



——————
——————

capital expenditure and financial investment

Payments to acquire tangible fixed assets

(12,289)
(408)



–––––––––––
–––––––––––

acquisitions

Cash acquired with subsidiary

747
-



——————
——————

net cash outflow before MANAGEMENT OF

(42,458)
(2,245)

LIQUID RESOURCES AND FINANCING

MANAGEMENT OF LIQUID RESOURCES

Increase in short term deposits

(2,547)
-

financing

Issue of share capital

153,875
5,776

Costs associated with issue of share capital

(11,978)
-

Bridge loan received

-
350



——————
——————

increase in cash

96,892
3,881



——————
——————

Reconciliation of cash flow to movement in net funds



Year ended
Year ended



30 September
30 September



2000
1999



£000
£000

MOVEMENT IN CASH

96,892
3,881

Cash outflow from short term deposits


2,547

-




————

————




99,439

3,881

net Funds at the beginning of the period

4,249
368



——————
——————

net funds at the end of the period 

103,688
4,249



——————
——————

Definitions

Registered subscribers are users of the lastminute.com web site who have submitted their e-mail addresses and other data and have elected to receive lastminute.com’s weekly e-mail.  This does not include users who register with the company, but elect not to receive its weekly e-mails.  Since lastminute.com counts its registered subscribers based on their e-mail addresses, users who register multiple times using different e-mail addresses will count as multiple registered subscribers.  For example, if a user has registered with lastminute.com using an e-mail address at work and one at home, the user will be counted as two registered subscribers.
Total transaction value does not represent statutory turnover.  In the majority of transactions, where lastminute.com acts as agent or cash collector, total transaction value represents the price at which products or services have been sold across the web site, net of value added tax and associated taxes.  In other cases, for example the reservation of restaurant tables, a flat fee is earned, irrespective of the value of products or services provided.  In such cases total transaction value represents the flat fee commission earned.  In the small number of cases where lastminute.com acts as principal, total transaction value represents the price at which products or services are sold across the web site, net of value added tax and associated taxes.

In the majority of cases, lastminute.com does not take ownership of the products or services being sold and acts as agent, receiving a commission from the supplier of the products or services being sold.  In these cases, turnover represents commission earned, less amounts due or paid on any commission shared. In a limited number of cases, lastminute.com acts as principal and purchases the products or services for resale. Where lastminute.com acts as principal, turnover represents the price at which the products or services are sold across the web site.  Turnover is recognised once charges to the customer’s credit card have been made and is stated exclusive of value added tax and associated taxes. Additional revenue streams (e.g. sponsorship) also contribute to turnover. 
Gross margin is defined as gross profit over total transaction value.
The number of customers is the cumulative number of customers (excluding repeat customers) since the inception of lastminute.com. Customers are defined as individuals who have purchased goods and services over lastminute.com’s platform.

An item sold is an individually priced product or service purchased by a customer.

The number of suppliers includes individual airlines, hotels, holiday package suppliers, entertainment vendors, gift suppliers, restaurants and specialty service suppliers. 

	This press release may contain forward-looking statements. Expressions of future goals, including without limitation, “intend”, “will”, “should”, “are well on track”, “expect” or “continue”, and similar expressions reflecting something other than historical fact are intended to identify forward looking statements. The following factors, among others, could cause lastminute.com’s actual results to differ materially from those described in the forward looking statements: management of lastminute.com’s rapid growth; introduction of new architecture for its websites, systems-related failures; the ability to attract and retain qualified personnel; adverse changes in lastminute.com’s relationships with airlines and other product and service providers; potential adverse changes in its commission rates; the effects of increased competition; lastminute.com’s dependence on its ability to establish its brand; lastminute.com's ability to protect its domain names and other intellectual property rights; legal and regulatory risks; and unforeseen events affecting the travel industry. All such forward-looking statements are made in reliance on the safe harbour provision of the US Private Securities Litigation Reform Act of 1955. These and other risk factors are described in detail in lastminute.com’s shareholder circular dated 8 September 2000, which has been filed with the Securities and Exchange Commission, USA and the London Stock Exchange, UK.


� Based on 1999 web-based revenues


� Based on 1999 web-based revenues and/or independent surveys
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