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On Track to Profitability 
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Key Metrics on Plan
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Highlights 

• Another quarter on plan

• Conversion* increased from 5.5% to 8.9% for the Group

• First quarter gross profit margin increases from 10.1% at 13.7%

• Reduction in operating cash outflow

• lastminute.com/Degriftour most visited travel site in
UK and France

* Conversion defined as cumulative customers since inception/ registered subscribers at period end (excluding those applicable to JVs)
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* Cumulative customers since inception for lastminute.com and cumulative customers since 1 October  2000 for Degriftour
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Turnover/Gross Profit Growth
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Q1/Q4 Turnover Growth: 97% 
Q1/Q4 Gross Profit Growth: 109%



Profit & Loss Account Highlights
£000s 3m to 3m to 3m to

Dec 00 Sep 00 Dec 99
Additional Information
Total Transaction Value 20,233 13,187 4,255

P&L Highlights
Turnover 2,917 1,481 409
Cost of Sales 138 149 59
Gross Profit 2,779 1,332 350

Product Development 3,426 2,496 1,457
Sales & Marketing 7,205 6,020 2,417
General Admin 4,691 3,775 1,492
Subtotal 15,322 12,291 5,366

Depreciation of goodwill 3,665 - -
Non cash stock charge 619 893 540
NI provision (458) (988) 479
Operating Costs    19,148 12,196 6,385

Other income/(charge) - (59) -

Operating Loss (16,369) (10,923) (6,035)



Balance Sheet Highlights

£000s As at As at As at
31 Dec 00 30 Sep 00 31 Dec 99

Intangible fixed assets 54,971 58,636 1,417
Tangible fixed assets 15,040 13,972 -
Investments (92) (39) -

69,919 72,569 1,417

Stock 115 52 2
Debtors 10,771 10,543 2,372
Cash at bank 70,928 103,688 2,811

81,814 114,283 5,185

Creditors < 1 year 24,523 38,301 4,840

Provisions/Creditors>1 yr 1,189 7,441 1,096

Net assets 126,021 141,110 666



Cash Flow Highlights
£000s

3m to 3m to 3m to
Dec 00 Sep 00 Dec 99

Net cash (outflow) (9,497) (11,806) (4,380)

Interest received 1,055 1,549 40
Interest paid (11) (14) (9)

1,044 1,535 31

Capital expenditure* (2,962) (3,233) (1,155)

Cash from acquisition - 747 -
Payments to acquire
Subsidiary (21,350) - -

Decrease/(increase) in 11 (2,547) -
short term deposits

Issue of shares 5 (1,029) 3,603
Increase in cash (32,749) (16,333) (1,902)

*incl. capitalised technology costs
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Emphasis on Quality of Transactions  
• Today 

– Sale of higher margin 
products during Christmas 
period (e.g. gifts), increased 
by promotion in Christmas 
catalogue and sales over new 
voice platform

– Integration of Degriftour
shows network benefits from 
their product packaging skills

– Further upside gained 
through advertising and 
sponsorship revenue

• Tomorrow
– Declining dependency on 

travel by positioning as a 
lifestyle brand

– Expansion into services



First Phase of User Interface Improvements will 
lead to higher Conversion

• Built for the Customer
– Friendlier navigation
– Better product visibility
– Improved search

Increased Conversion

• Built for the Business

– Online problem-solving leads 

to back-end efficiencies

Reduced Costs



• More efficient
customer
monitoring, tracking
and service

• Less refunds,
errors, outbound
phone calls

• Increased margins
• Less technical
bottlenecks

• Faster turnaround
of new ideas

• No dead end
searches

• Improved cross
category searching

• “fuzzy searches”,
e.g. “show me
everything romantic”

• Improved product
visibility

• Less clicks to buy

• Ability to log all
customer calls and
monitor process

• More effective
merchandising of
products

• Creation of supply
driven pages and
categories

Free Text
Search

User Interface 
Redesign

Call 
Logging
System

Content
Management

System

MarchFebruaryJanuaryDecember

• Reduced Customer Service costs 
due to less queries via email or phone  
calls

• Back-end efficiencies 
• Higher productivity

Launch of V2 enables Technological Changes 
which will drive Operating Improvements

Cost 

Impact

Business

Impact

Technology



• Reduced marketing
spend 

• Increased ROI as
direct marketing
becomes prevalent

• Tailoring specific
offers to individual
preferences will
ensure higher hit
rate of matching
people and product

• New and higher
margin categories
will increase
conversion

• Split of flight
bookings into 
- special
- consolidated
- published

will provide greater
reliability at the last
minute

Advanced 
Personalisation 
of Email and of 

Home Page

Connectivity to
Eurostar and 

Insurance

Full Service
Flights Booking

Service

JuneMayApril

• Reduced Customer Service Costs 
due to less queries via email or telephone

• Back-end efficiencies
• Higher productivity

Launch of V2 enables Technological Changes 
which will drive Operating Improvements

Cost 
Impact

Business
Impact

Technology
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Virtuous or Vicious – This is the Circle

Cash

Costs

Convenience
Customers

Conversion



Questions & Answers


