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Financial results for the 6 months and 
Quarter 2 ended 31 March 2003

15 May 2003
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Continuing significant progress in a tough 
quarter for the travel industry

• Strong subscriber growth

• Customer conversion rate improves to 29.1%

• TTV up 126% to £92.2m

• Improved underlying margins to 13.9%

• Operating cash inflow

• Record order bank at 31 March of £56.0 million

• Acquisition of the holiday autos group
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Significant progress achieved

• Strength of product mix:
– minimised outside factors
– improved margins

• Integration of Travelprice.com completed by 28 February

• Increased flexibility

• Dynamic packaging and brand building development

• holiday autos acquisition
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Strength of product mix

• Variety of products a bonus

• Competitive pricing

• Greater percentage of short – mid haul flight sales

• Importance of supplier relationships

• Popularity of city breaks

• Continued investment to offer customers what they want

• Lifestyle proposition
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Integration and flexibility

• Travelprice.com:
– Integration completed in France on time
– Integration completed in Italy by 28 February
– Benefits start to come through in Q3

• Flexibility: 
– Re-organisation of cost base
– Further outsourcing of non-core activities
– £1.3m exceptional costs Q2
– £1.0m exceptional costs expected Q3
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Dynamic Packaging – improving gross profit

• £5.3m TTV in Q2 from Dynamic Packaging

• “Breakbuilder” now reflects 9.7% of UK TTV

• Monthly development of: £1.5m January 2003, 
£1.6m February 2003, £2.2m March 2003

• Further improvement in product depth later in the 
year to include car hire, insurance and airport parking

• Rollout to France, Germany and Italy later in the 
financial year
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Ongoing development of supplier 
relationships and product availability

• In March 2003 city breaks at lowest ever prices –
promotion with British Airways and 5 key international 
hotel partners

• New relationships announced with BCP, Alitalia and 
Theatrenow

• Brand partnerships: initiatives with Eurostar, 
Masterfoods (a division of Mars UK Limited 2003) 
‘chocollect promotion’, McDonalds, Vodafone and BT
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We sell these products at the right time on the right device

We continue to work with the biggest network 
operators to deliver lastminute.com products and 
services to people via the communications 
platform most relevant to them
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We use the brand to build partnerships in new areas 
to increase product range and reach

• Long term relationship with Voyages 
Auchan – France

• Marketing relationship with McDonalds 
in UK and France

• Marketing promotions with BA and 
Alitalia across Europe – deepening 
supplier relationships

• New supply relationships with hoteliers 
e.g. NH Hotels, Boscolo Hotels, 6C, 
Le Meridien and Golden Tulip
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One of five key partners in Masterfood UK’s “chocollect” 
campaign
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Developing our relationship with BAA we positioned
lastminute.com branded mannequins in key locations 
in all Heathrow Airport arrivals and departure lounges

Terminal 3: snowboarder Terminal 4: snorkeller
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Germany

Sweden

Netherlands

United Kingdom

Belgium

France

Italy

Spain

Total Subscriber Numbers
6.5M

0.9M

0.1M

2.4M

0.03M

1.8M

0.6M

0.4M

0.3M

at 31 March 2003

Japan0.1M

Spain0.1M

Australia0.3M

South Africa0.04M

Total Subscriber Numbers
0.5M

lastminute.com
subscribers

TOTAL
7.0M
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Tailored weekly and monthly newsletters to cater for 
customers’ specific interests

A recent customer 
survey showed that 96% 

of customers would 
repurchase from
lastminute.com
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Customer Statistics

33

212

153

186

384

570

240

6.8

2003
Q1

11.1%30202027- Non travel

3.1%167239203162- Travel

14.0%130177142114TTV per item 
sold (£’s)

51.2%195178142129- Non travel

124.8%517456287230- Travel

98.3%712634429359Items sold
(‘000s)

102.0%303261197150Customers
(‘000s)

40.0%7.06.45.65.0Subscribers
(millions)

Q2-on-Q2
% growth

2003
Q2

2002
Q4

2002
Q3

2002
Q2
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TTV analysis – travel/non travel

126.4%

62.9%

131.9%

-

30.4%

236.5%

82.3%

Q2-on-Q2
Growth

11.2%10.38.99.87.37.9Hotels

10.3%9.5----Car hire

87.1

6.9

80.2

34.9

36.4

2003
Q1

100.0%92.2112.461.040.8Total Group

6.2%5.73.52.83.5Non Travel

93.8%86.5108.958.237.3Total Travel

31.0%28.636.522.58.5Flights

41.3%38.162.628.420.9Holidays

2003 Q3
% mix

2003
Q2

2002
Q4

2002
Q3

2002
Q2£ millions
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TTV analysis – UK hotel room rates

Hotels TTV per item
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TTV analysis – by destination

70%

85%

98%

50%

80%

Q2 2003 
Short haul %

2%10.38.9Hotels

30%86.480.2Total Travel

15%9.5-Car hire

50%28.634.9Flights

20%38.136.4Holidays

Q2 2003 
Long haul %

Q2 2003Q1 2003
£ millions
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Q2 2003 Financial Highlights

• TTV £92.2m – 126.4% growth Q2 2003 on Q2 2002

• Q2 2003 Group EBITDA (pre exceptional items) 
£(1.7)m – 45.2% improvement on Q2 2002 

• H1 2003 Group EBITDA (pre exceptional items) 
£(3.3)m – 60.2% improvement on H1 2002

• Q2 operational cash inflow (pre exceptional items) of 
£0.9m

• Q2 gross margin 16.2%  - underlying margin up to 
13.9%
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Departure based TTV

344.4%4.03.32.01.50.9Italy

87.1

0.7

3.0

2.7

20.0

57.4

2003
Q1

126.4%92.2112.461.040.8Total Group

100.0%0.80.60.40.4Joint 
ventures

288.9%3.54.11.10.9Satellite 
countries

135.7%6.63.8  3.32.8  Germany

45.8%22.640.116.115.5France

169.5%54.761.838.620.3UK

Q2-on-Q2
Growth

2003
Q2

2002
Q4

2002
Q3

2002
Q2£ millions

Record forward bookings of £56.0m
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Organic TTV Growth

28.4%19.915.5France

21.4%3.42.8Germany

133.3%2.10.9Satellite 
countries

79.8%36.520.3UK

188.9%2.60.9Italy

126.4%92.240.8Total Group

-26.9-Acquired 
businesses

60.0%65.340.8

100.0%0.80.4JVs

Continuing 
businesses

Q2-on-Q2
% growth

2003
Q2

2002
Q2£ millions
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Gross profit development

433.3%1.60.30.50.40.3Germany

13.0

1.6

11.3

0.3

0.4

2.7

7.6

2003
Q1

1.2% points16.213.212.915.0% GP margin

145.9%15.014.87.96.1Total GP

50.0%1.82.21.41.2
Commercial 
revenues 
included in 
GP

700.0%0.80.50.10.1Satellite 
countries

300.0%0.40.10.20.1Italy

11.1%3.05.12.72.7France

217.2%9.28.64.52.9UK

Q2-on-Q2
Growth

2003
Q2

2002
Q4

2002
Q3

2002
Q2£ millions

Q2 2003 underlying margin 13.9%
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Retail gross profit percentage development

(1.1)% points10.012.15.013.311.1Italy

13.0

1.8

11.2

10.0

11.9

11.3

11.5

2003
Q1

2.7% points14.311.210.611.6
Average 
retail margin

1.2% points16.213.212.915.0
Total Group 
gross profit

(1.5)% points1.92.02.33.4
Commercial 
revenues

10.4% points22.912.29.112.5Satellite 
countries

14.9% points24.213.98.59.3Germany

(3.4)% points11.112.012.814.5France

4.4% points14.611.110.010.2UK

Retail gross 
margins

Q2-on-Q2
growth

2003
Q2

2002
Q4

2002
Q3

2002
Q2%
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Quarterly EBITDA development

46.9%(1.7)(1.6)2.8(1.9)(3.2)EBITDA (pre 
exceptional items)

-(1.3)----Exceptional items

(1.6)

12.9

4.1

7.1

1.7

11.3

2003
Q1

(6.3)%(3.0)2.8(1.9)(3.2)EBITDA

79.6%16.712.09.89.3
Total operating 
costs

70.8%4.14.02.92.4General and 
administration

98.1%10.76.55.35.4Sales and marketing

26.7%1.91.51.61.5Product development

Operating costs

145.9%15.014.87.96.1Gross profit

Q2-on-Q2
% change

2003
Q2

2002
Q4

2002
Q3

2002
Q2£ millions
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EBITDA

46.9%(1.7)(1.6)2.8(1.9)(3.2)Group EBITDA (pre 
exceptionals)

-(1.3)----Exceptional costs

8.7%(2.5)(2.4)(2.9)(2.3)(2.3)Depreciation

62.6%(14.8)(11.3)(6.7)(8.9)(9.1)Operating loss

158.3%(9.3)(7.3)(6.6)(4.7)(3.6)Amortisation

520.0%2.11.44.80.9(0.5)Country EBITDA

-(0.1)-0.1-(0.1)Italy

(3.0)

0.3

(0.5)

(0.9)

2.5

2003
Q1

Central costs:

40.7%(3.8)(2.0)(2.8)(2.7)Product development and HQ

466.7%(1.7)(0.2)(0.2)(0.3)Satellite Countries

60.0%(0.2)(0.2)(0.4)(0.5)Germany

50.0%0.31.70.30.2France

180.0%3.83.41.20.2UK

Q2-on-Q2
growth

2003
Q2

2002
Q4

2002
Q3

2002
Q2£ millions
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Balance sheet highlights

£ millions 31 March 03 31 Dec 02 31 March 02

Fixed assets 163.1 91.5 48.3

Current assets:
Stock 0.5 0.2 0.1

Debtors 32.6 16.4 9.9

Cash at bank 52.3 41.9 34.7

85.4 58.5 44.7

Current liabilities (126.7) (49.4) (24.1)

Net current (liabilities)/assets (41.3) 9.1 20.6

Provisions/long term liabilities (1.3) (2.9) (0.6)

Shareholders’ funds 120.5 97.7 68.3
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Operating cash outflow

* cashflows are pre exceptional items

(11,415)

(9,143)
(8,562)

(6,848)

(3,826)
(3,236)

(1,350)

811*

(7,383)*

890*

(14,000)

(12,000)

(10,000)

(8,000)

(6,000)

(4,000)

(2,000)

-

2,000

Q1 01 Q2 01 Q3 01 Q4 01 Q1 02 Q2 02 Q3 02 Q4 02 Q1 03 Q2 03
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Summary

“Our model demonstrated its resilience in the last Quarter 

which was tough for the travel industry.  Quarter 3 has started 

well with a record order bank for Easter departures.  We 

remain confident that we will meet our expectations of 

continued growth and overall Group profitability for the 

current Quarter and the year as a whole.”
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Appendices
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holiday autos is the world’s largest leisure 
car rental broker

• Largest leisure car rental broker in the world selling approximately 
7.0 million car rental days annually

• Corporately owned sales offices in 10 countries

• Additional sales offices in a further 30 countries

• Risk free model with no fleet position

• Aggressively moving the business online – currently generating over 
60% of bookings online in the UK

• Strong direct and trade business

• Approximately 70% of all transactions are for destinations in Europe
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Creates an unbeatable product portfolio for 
customers in a self packaged environment

• Strengthens the car hire product for the 
lastminute.com Group

• Provides an enhanced product offering for customers

• Provides a major component for Breakbuilder

• Advancement of the merchant model

• Brings over 15 years of travel supplier relationships to 
lastminute.com

• Brings increased hotel scale with holiday hotels
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Building the lastminute.com vision

Suppliers: 15,000 Customers*: 1.8M

* only includes holiday autos, Degriftour, Travelselect, Destination Group and Travelprice
unique customers from point of acquisition
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Call Centre

Website

Dedicated
Call Centre

Website
holidayautos.co.uk

2003
65%

2002
80%

2003
35%

2002
20%

CUSTOMERS SUPPLIERS

International 
Majors 

Travel Agent (40%)

Franchisees 
of Majors

(20%)

National 
Independents

(40%)
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Together we can create an unbeatable product for trade 
partners that allows us to leverage technology 

investments and build scale in revenues at very low cost

Selling points to 
trade:

•Any one component or 
total package can be 
provided giving a broad 
product offering

•We can leverage our 
technology investments 
to their benefit with no 
cost to the company

•Can brand the product 
on a “white label” basis
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TTV analysis – travel/non travel  
Year to Date

147.3%

88.1%

153.3%

-

29.7%

304.5%

110.0%

H1-on-H1
Growth

10.7%19.217.114.8Hotels

100.0%179.3173.472.5Total Group

7.1%12.66.36.7Non Travel

92.9%166.7167.165.8Total Travel

5.3%9.5--Car hire

35.4%63.559.015.7Flights

41.5%74.591.035.3Holidays

2003 H1
% mix

2003
H1

2002
H2

2002
H1£ millions
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Departure based TTV – Year to Date

356.3%7.33.51.6Italy

147.3%179.3173.472.5Total Group

87.5%1.51.00.8Joint ventures

364.3%6.55.21.4Satellite countries

93.8%9.37.14.8Germany

63.2%42.656.226.1France

195.6%112.1100.437.8UK

H1-on-H1
Growth

2003
H1

2002
H2

2002
H1£ millions

Excluding holiday autos H1 2003 TTV £169.8m
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Gross profit development – Year to Date

166.7%0.80.30.3Italy

0.1% points14.713.114.6% GP margin

148.1%26.322.710.6Total GP

54.5%3.43.62.2
Commercial 
revenues 
included in 
GP

1,000.0%1.10.60.1Satellite 
countries

280.0%1.90.90.5Germany

29.5%5.77.84.4France

217.0%16.813.15.3UK

H1-on-H1
Growth

2003
H1

2002
H2

2002
H1£ millions
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Retail gross profit percentage development
Year to Date

(2.9)% points9.68.612.5Italy

1.2% points12.811.011.6
Average 
retail margin

0.1% points14.713.114.6
Total Group 
gross profit

(1.1)% points1.92.13.0
Commercial 
revenues

8.3% points15.47.77.1Satellite 
countries

12.1% points20.411.38.3Germany

(3.6)% points11.011.414.6France

2.7% points13.011.110.3UK

Retail gross 
margins

H1-on-H1
growth

2003
H1

2002
H2

2002
H1%
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Quarterly EBITDA development 
Year to Date

60.2%(3.3)0.9(8.3)EBITDA (pre 
exceptional items)

-(1.3)--Exceptional items

44.6%(4.6)0.9(8.3)EBITDA

56.6%29.621.818.9Total operating 
costs

54.7%8.26.95.3General and 
administration

69.5%17.811.810.5Sales and marketing

16.1%3.63.13.1Product development

Operating costs

148.1%26.322.710.6Gross profit

H1-on-H1
% change

2003
H1

2002
H2

2002
H1£ millions
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EBITDA – year to date

60.2%(3.3)0.9(8.3)Group EBITDA (pre 
exceptionals)

-(1.3)--Exceptional costs

6.5%(4.9)(5.2)(4.6)Depreciation

29.2%(26.1)(15.6)(20.2)Operating loss

127.4%(16.6)(11.3)(7.3)Amortisation

284.2%3.55.7(1.9)Country EBITDA

66.7%(0.1)0.1(0.3)Italy

Central costs:
6.3%(6.8)(4.8)(6.4)Product development and HQ

180.0%(1.4)(0.4)(0.5)Satellite countries

30.0%(0.7)(0.6)(1.0)Germany

200.0%(0.6)2.0(0.2)France

620.0%6.34.60.1UK

Q2-on-Q2
growth

2003
H1

2002
H2

2002
H1£ millions
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