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� High organic growth � 55%

� Three strategic acquisitions and an investment in core 
categories and core countries

� Profitability (before taxation, exceptional items and goodwill 
amortisation), Group EBITDA of £2.8m and positive operating 
cashflow in Quarter 4

Post year end
� Acquisition of eXhilaration in November 2002 adding materially 

to the lifestyle categories

2002 - a year of transformation
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Mission Statement
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Year of transformation - high organic TTV growth

UK 101
France 13
Germany 75
Satellite countries 109
Joint ventures 350
Overall year-on-year organic growth 55

% Organic
like-for-like 

growth
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Year of transformation - strategic acquisitions 
and an investment

April 2002 : UK

June 2002 : Germany

June 2002 : UK

End July 2002 : France, Italy, Spain and
Belgium

Post year end:
November 2002 : UK lifestyle
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Acquisition of Travelselect.com 
April 2002

*Nielsen//NetRatings Year-on-Year Growth of Key European Travel Brands, Aug 2002

� Annual sales of £50m at point
of acquisition

� Increased scale in UK flights 
volume:

� Access to a further 27 key 
airlines 

� Enhanced relationships with 
existing suppliers

� Created cost synergies and 
additional gross profit

� Online access to the Eurostar
product

� Fastest growing European 
travel brand this year - 127% 
growth*

� Initial cost £9.0m.  Deferred 
consideration up to £3.0m.
All shares.
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Investment of 20% in LCC24.com 
June 2002

� LCC24.com � online vehicle for 
Lufthansa City Center (LCC) 
� largest independent offline travel 

agency in Germany
� Turnover > �1.6 billion per annum 

� 5% to online annually
� Acquired 20% of LCC24.com -

potential to increase over time
� Access to over 4.0 million customers 

in 300 major cities in Germany
� lastminute.com featured throughout 

LCC�s 400 franchised travel agencies 
� lastminute.com provides website 

technology 
� Became operational 1 October 2002
� Cost £2.4m.  All shares.
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Acquisition of Destination Holdings Group
June 2002

� Annual sales of £50m at point of acquisition 

� Added materially to the scale of the UK 
business

� Broadened product range: 

- tailor-made packages both short and 
long haul

� Carhire4less 
� Key components for dynamic packaging 
� travel4less brand online with 24 

destination/product sites
� Further deepened relationships 

with key airline and hotel suppliers
� Initial consideration £12.0m.  Deferred

consideration up to £3.0m.  £8.0m raised via 
a vendor placing.  Balance in shares.
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Acquisition of Travelprice.com
August 2002

� TTV of �67.3m in 2001, 114% 
growth

� Reinforced lastminute.com�s
position in France and Italy

� Positioned the Group for growth 
in Southern Europe

� Annualised synergies of �10m 
in a full financial year

� Initial consideration £25.8m. 
Maximum consideration £31.9m 
depending on management 
exercise of warrants.  All 
shares.
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Post year end - acquisition of eXhilaration
November 2002

� Last reported annual sales of £1m
� Profitable and cash generative
� Margins in excess of 30%
� Existing supplier. Adds materially 

to the lifestyle categories

� Capable of significant growth
� Initial cost £1.0m. Deferred 

consideration up to £2.0m. All shares
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Integration of acquisitions - 1

Degriftour - complete

� Single technology platform

� Call centre relocated to Ales � November 2002

� Following the acquisition of Travelprice.com in August 
2002 the majority of people relocated from Cergy to St 
Ouen � by February 2003

� Single French management structure
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Integration of acquisitions - 2
Travelselect.com - Complete
Destination Holdings Group
lastminute.com travel elements

� Operating from a single site in Farringdon

� Creates synergies of £2.0m in a full financial year

� Creates the opportunity to outsource data entry and post sales 
customer support.  Saves a further £2.0m in a full financial year

� Single technology platform

� Single travel management structure

� Enables creation of Global Product Lines for flights, hotels and
tour operating = improved margins
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Integration of acquisitions - 3
Travelprice.com - On track to complete

by 28 February 2003

� Creates �10.0m synergies in a full financial year

� On track for majority of people to single site in St Ouen 
� February 2003

� On track for single technical platform � February 2003

� Single management team

� Integration processes in line with expectations
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Technology is key

Efficiency projects - Oracle Financials
Holidays extranet
Hotels extranet
Newsletter insourcing
Hotels voice

Customer related projects - Dynamic packaging � phase 1
Fastbuy
e.piphany segmentation
LCC24.com
Post consumption e-mail

New platforms - Sky Active
Mobile commerce

�Continued investment in technology 
to create competitive advantage�



18

Technology projects in the pipeline

� Dynamic packaging
� November 2002 � Phase 2: flights & hotels
� January 2003 � Phase 3: other products

� Improved search functionality

� Caller pre-qualification

� V3 Shopping basket
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Industry trends

� Penetration of PC�s into the home

� Shift to broadband

� Greater acceptance of booking online, especially for travel

� Additional security for credit card transactions online

� Greater acceptance by travel suppliers that e-commerce 
provides an excellent yield management tool

� European consolidation in the e-travel space
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Source: Nielsen//NetRatings, August 2002

Top Travel Sites: Multi-Category -Unique Audience (000s)

The clear number one online travel and leisure 
brand in Europe
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Clear number one across Europe

1
1
4
2
1

Italy 
lastminute.com
Travelprice.com

Spain
Germany

1
1
2
3

France
Degriftour 
lastminute.com
Travelprice.com

1UK

RankCountry

1. September 02 NetValue data - UK Reach figure includes Travelselect.com and Flights4Less.co.uk
2. Spontaneous brand awareness, TNS report, Sept 02, note Travelprice joint 3rd with SNCF and Nouvelles Frontieres
3. September 02 NetValue data
4. September 02 NetValue data - After lanetro.com � a content only site
5. Stern Trend Profile Report Aug 02

1

2

3

4

5

In a Taylor Nelson Sofres study published in September 2002 81% of French internet users recognised one of 
lastminute.com, Degriftour or Travelprice.com brands
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* only includes Degriftour, Travelselect, Destination Group and Travelprice
unique customers from point of acquisition
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6.4 million weekly newsletters
170+ personalised editions
12 countries, 9 languages
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A lastminute.com supplier diary

We sold 4,200 room nights in a 
special promotion for Millenium & 
Copthorne

We took over 1,000 people to the US 
to celebrate Thanksgiving with 
families & friends

We sold over 31,000 gifts during the 
Christmas period.  We also sold over 
3,000 vouchers for the London Eye

Via a promotion for the Livebait
restaurant we sold enough covers to 
fill the restaurant 4 times over

We sold approximately 7,000 
covers for restaurants for 
Valentines Day

We sold approximately 6,000 
tickets for the Oasis concert in 
Finsbury Park in July - over 6% of 
the tickets sold

We sold over 2,000 digital cameras 
via the UK website

Over the year 27,000 people purchased 
Eurostar packages from us

From the French website we sold 
over 2,500 tickets to see Stomp over a 
3 week period

We sent over 6,500 clients on holiday 
to Tunisia from France in the month

We sent over 2,000 clients on holiday to
Mauritius from January to September

We sold approximately 2,000 tickets to 
the stage show Chicago and over 1,000 
tickets to London Fashion Weekend
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Customer Statistics - 1

(11.5)262320202727- Non travel

(9.9)223201239203162155- Travel

(7.1)154143177142114106TTV per item 
sold (£�s)

99.3282562178142129113- Non travel

121.05241,158456287230185- Travel

113.48061,720634429359298Items Sold
(�000s)

38.3536741261197150133Customers
(�000s)

52.44.26.46.45.65.04.6Subscribers
(millions)

Year-on-Year
% Growth20012002Q4Q3Q2Q1
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Customer Statistics - 2

(67.2)29.69.77.39.011.410.9Total Group

(87.3)80.210.24.88.012.715.2Satellite 
Countries

(43.5)57.132.314.119.743.851.5Germany

(59.8)39.916.411.715.920.317.8France

(64.7)16.75.94.76.45.96.4UK

Customer 
acquisition
costs

Year-on-Year
% Growth

Average
2001

Average
2002Q4Q3Q2Q1£s
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Customer acquisition costs/unique customers
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2002 Financial Highlights

� TTV year-on-year growth - 98% 

� Positive EBITDA UK & France � Q2, Q3 & Q4

� Positive EDITDA Group � Q4

� Profit before tax, exceptional items and goodwill amortisation - Q4

� Positive operational cashflow - Q4

� Cash balance improved to £49.6m - Q4 2002

� Strong balance sheet
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Departure based TTV

98.1124.2246.0112.461.040.931.7Total Group

350.00.41.80.60.40.40.4Joint 
ventures

169.84.311.66.12.61.71.2Satellite 
Countries

75.06.811.93.83.32.82.0Germany

28.664.082.340.116.115.610.5France

184.248.7138.461.838.620.417.6UK

Year-on-Year
% Growth20012002Q4Q3Q2Q1£ millions
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TTV analysis � travel/non travel

98.1124.2246.0112.461.040.931.7Total Group

75.77.413.03.52.83.63.1Non Travel

99.5116.8233.0108.958.237.328.6Total Travel

87.117.132.09.87.37.97.0Hotels

170.727.674.736.522.58.57.2Flights

75.272.1126.362.628.420.914.4Holidays

Year-on-Year
% Growth20012002Q4Q3Q2Q1£ millions
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Gross profit development

(0.4)% points13.913.513.212.915.014.1% GP margin

93.617.233.314.87.96.14.5Total GP

190.02.05.82.21.41.21.0
Commercial 
revenues 
included in 
GP

116.70.61.30.60.30.20.2Satellite 
Countries

100.00.71.40.50.40.30.2Germany

29.89.412.25.12.72.71.7France

183.16.518.48.64.52.92.4UK

Year-on-Year
% Growth20012002Q4Q3Q2Q1£ millions



36

Retail gross profit percentage development

(0.4)% points13.913.513.212.915.014.1
Total Group 
gross profit

0.8% points1.62.42.02.33.43.1
Commercial 
revenues

(0.1)% points9.79.69.09.310.611.8Satellite 
Countries

0.6% points10.310.913.98.59.311.7Germany

(1.0)% points13.812.812.012.814.513.6France

(1.1)% points11.610.511.110.010.29.7UK

Retail gross 
margins

Year-on-Year
% Growth20012002Q4Q3Q2Q1
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Quarterly EBITDA development

78.3(33.6)(7.3)2.8(1.9)(3.2)(5.0)EBITDA

(20.1)50.840.612.09.89.39.5
Total operating 
costs

(20.3)15.812.64.02.92.82.9General and 
administration

(19.5)27.221.96.55.35.15.0Sales and 
marketing

(21.8)7.86.11.51.61.41.6Product 
development

Operating costs

93.617.233.314.87.96.14.5Gross profit

Year-on-Year
% change20012002Q4Q3Q2Q1£ millions
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Balance sheet highlights

£ millions 30 Sept 02 30 Jun 02 30 Sept 01

Fixed Assets 96.6 72.2 58.0

Current assets:
Stock 0.1 0.1 0.1

Debtors 16.1 12.2 11.1

Cash at bank 49.6 41.5 46.6

65.8 53.8 57.8

Current liabilities (53.7) (44.3) (26.4)

Net current assets 12.1 9.5 31.4

Provisions/long term liabilities (4.1) (0.9) (0.5)

Shareholders� funds 104.6 80.8 88.9
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Operating cashflow

Q4 2002/Q3 2002 Positive improvement:  112.5%

3,233 *

* If we had a full quarter effect of Travelprice.com



40



41

Summary

�The new financial year has started 
strongly and we are confident of another 

year of sustained and improving 
performance as we continue to rapidly 

increase our scale and presence in 
targeted markets and sectors.�


