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Safe Harbor Statement

The material in this presentation has been prepared by lastminute.com N.V. and reports general background information about lastminute.com activities
as at the date of this presentation. This information is given in summary form and does not purport to be complete. Information in this presentation,
including forecast financial information, should not be considered as advice or a recommendation to investors or potential investors in relation to holding,
purchasing or selling securities or other financial products or instruments and does not take into account your particular investment objectives, financial
situation or needs.

This presentation may contain forward looking statements including statements regarding our intent, belief or current expectations with respect to
lastminute.com businesses and operations, market conditions, results of operation and financial condition, capital adequacy, specific provisions and risk
management practices. Readers are cautioned not to place undue reliance on these forward looking statements. lastminute.com N.V. does not undertake
any obligation to publicly release the result of any revisions to these forward looking statements to reflect events or circumstances after the date hereof
to reflect the occurrence of unanticipated events. While due care has been used in the preparation of forecast information, actual results may vary in a
materially positive or negative manner. Forecasts and hypothetical examples are subject to uncertainty and contingencies outside lastminute.com control.
Past performance is not a reliable indication of future performance.

This presentation or the information contained therein is not being issued and may not be distributed in the United States of America, Canada, Australia or
Japan and does not constitute an offer of securities for sale in such countries.


http://lastminute.com/
http://lastminute.com/
http://lastminute.com/
http://lastminute.com/
http://lastminute.com/

Laurent Foata Laura Amoretti Sergio Signoretti

Chairman of the Ad interim CEO Chief Financial Officer
Board of Directors



Agenda

e Opening statement /L. Foata]

e Business update /L. Amoretti]

e 1H results and Current Trading /S. Signoretti]

e Q&A




In 1H 2022 we have finally seen travellers determined to make up for lost
time (despite new challenges)...

First weeks in January
have seen a weak

As travel restrictions began to ease and start due to Omicron

consumer confidence returned, the January
industry has been gaining momentum, From then on the
EU authorities drop riding at speed towards a fFull recovery o @ market has shown
mandatory masks on planes @ continuous growth
and in airports =
Outstanding results achieved
O : February
: » March
: April
May
June . War in Ukraine
Summer has started with a boom without any impact on the
__________ but painful due to travel current trading

disruptions (personnel shortage,
cancelled flights, delays, etc.)



...and we have continued to increase our OTA Holiday Packages business

OTA CONTRIBUTION MARGIN BY CATEGORY

M Holiday Packages (DP + TO)
I Flights

I other (Hotel, Car rental, ...)

2021 1H 2022

Note: Please consider that figures included in April Press Release referred only to OTA main categories (Flight, Holiday Packages, Hotel)



We are riding the recovery thanks to our unique proposition and strategy

Dynamic Holiday
Package technology

B2B2C
Partnerships

Online Leisure
Travel Market

International

Footprint

Unique distinctive Dynamic Holiday Package technology, ensuring
access to millions of combinations of travel solutions in real-time,
bringing Value both to Suppliers and Customers

Gaining traction on our B2B2C Partnerships

Addressing a huge, fast-growing, online-driven and very fragmented
demand

Relying on an international footprint and diversification across
geographies, products and customers



Dynamic Holiday Packages bring value in the distribution chain

m) CONSUMERS

Access to a virtually unlimited

SUPPLIERS

lastminute.com is seen as a

distribution channel not a competitor ¥ inventory of travel solutions :
Manage price and inventory in real-l:lme Product often cheaper than booking
to optimize yield : g individual services separately :
Opaque channel to protect price Single point of contact for all the
integrity | travel services booked :
Longer length of stay and lower  :: Financial guarantee against

cancellation rate | cancellations and supplier default :



Our Dynamic Holiday Package technology gaining traction on our B2B2C
Partnerships

DYNAMIC PACKAGES REVENUES

2019
A L

53

79
62

B Wwhite Labels Other Channels*

(*) “Other Channels” includes SEM, Direct, Social, etc.



We address a huge and very fragmented market

Lonl

300 billion TTV Fragmented supply Fragmented distribution
o that needs to be organised and distributed There is a huge space
Travel market in Eu rope 300+ airlines and 1M+ hotels to capture opportunities out there
50% online 50% offline pre-COVID and alternative accommodations
(1.2 trillion worldwide) Top 10 Players
Combined Share 30%

10
Source: European Online Travel Overview (Phocuswright, 2019) Out of total 300b TTV



We are active across largest European travel markets with well-known

consumer brands

Top 5 markets

% Revenues

Row

DE

%

B Core markets

Growth markets

m bravofly m rumbo volagratis weg.de

JETCOST = hotelscan 3%% crocierissime

Source: Figures as of 30.06.2022
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We serve a global audience from our Headquarter in Switzerland and
international subsidiaries

OFFICES
HQ- Chiasso (CH)
« Bangalore(IN)
» London(GB)
. Mad'rid (ES)
« Szczecin(PL)
HEADCOUNT DISTRIBUTION CO-WORKING SPACES
[Counl.‘ry's HC/ Total HC] Barcellona (ES)
- . Berl'in (DE)
DEPARTMENTS :  HC * Paris(FR)
OTA Business 118
META Business 39
Technology 169
Customer Karma 42
Corporate Services’ 119
(1) Including Legal, Finance & Payments, People, HR
x4

Source: Figures as of 22.07.2022 12






ATH GTV and OTA Rev in line vs. 2019 and more than tripled vs 2021 with
recovery driven by Dynamic Holiday Packages; META Rev weaker due to
different countries and categories mix

REVENUES

Mln€

| ®
168.4

S 9'_I'_A_‘ EIT_\_, ____________________________________ 2022vs. 2022vs.
+14% . 2019 2021
 wine E
i 1,667 :
! 1,464 : +140%
i i
; : @ +228%
: 465 '
| 5
\ 1H 1H 1H /
2019 2021 2022

I oTA Il META

___________________________________________________________

14
Note: From January 1st, the Company has been reorganized into two Business Units: OTA and META. The Media Business Unit (Forward) has been integrated in the OTA business



Gross profit at 61 mln €, tripled vs. 2021 and recovering in Q2 at almost preCovid

level

1H GROSS PROFIT

Min€

T 1)
73.2
.

2022 vs.
2019

@ +104%
@ +160%

2022 vs.
2021

Min€

2Q GROSS PROFIT

-8%
37.2
34.3
18.8
2Q 2Q 2Q
_..2019 2021 2022 ..
:’ 1.8 0.3 3.3 Mktg No-Performance Min €
! 2% 1% 4% % on Group Revenues



Gross* HR costs back to 2019 levels mainly due to Tech talent acquisition plan
Running costs still 24% below 2019 thanks to improved efficiency

HR FIXED COSTS* RUNNING COSTS

Min€ Min€

+2%
l
145
312

7.1
M HR Fix (P&L Impact)
WHR
I CAPEX

€3.5M saving vs. 2019

- 1.8M Office / Facilities

- 1M Travel & Events

- 0.7M Technology

-— —

IT & Initiatives

M overhead
1H 1H
2019 2021 2022 2022
. Group Revenues \
1
! 9% 16% 7% on Group Revenues :
Nl Min€

Note: Figures include Cruise and Corporate costs 16
* Gross of WHR mechanism (of which related to CH: 8 min € for 1H 2021 and 1 mln € for 1H 2022) and gross of Capex



Strong acceleration in 2Q 2022 leading to PreCovid level Adjusted EBITDA,

doubled vs 2021

REVENUES

ADJ. EBITDA

MIn€ 168.4 159.8
- 86.2 93.5
66.3
50.2
37.5
12.7
1 2 1H
e Qe 2019
------------------------------------------------------------------------------------------------------------------ 2021
I 2022
Min€ 30.1
24.5
15.2 15.0 15.0
9.5
7.3
- 1-6
-5.8
Q1 Q2 1H

17



H1 2022 IFRS EBITDA is higher vs. H1 2022 Adjusted EBITDA mainly due to
vouchers misredemption

Mln€

83
(1.8)
ADJ EBITDA PY CX Current year CX Previous year Voucher Other IFRS EBITDA
misredemption
Reversal of direct
Average 5% revenue in case of 30% on
canx rate in H1 Voucher

voucher choice and TO
Responsibility for PY BKs Amounts



H1 2022 Net Result at +13 mln € vs a Net Loss of 18mln€ in 2021
Higher Net Income vs PreCovid

27.7
245 06 —
-------- (7.1)

Previous Extraordinary 20.6

vears Items

A 1H 2019 Net Income

adjustments *) (3.3) equalto 11.6 min €

.
36) 432
D&A Finance
NET
Tax
Actual
2022
(€m)
Adjusted IFRS EBIT NET
EBITDA EBITDA IFRS RESULT

Actual
oy 16 1[ 16 |[oe |[ @4 |[ @) [[65e ][ @0 |[©2 |[077) ]
Delta%  |+1434%] | -63.9% | [124.5% | |474.5% | | -12.6% | [232.3% | | +90.4% | [+1698%| | 174.8%




Record cash position with 220 mln € Gross Cash and 157 mln € of Net Financial
Position as of the end of June 2022

Mln€
Y 219.8

Cash-generating
business with
structural cash-
advance inflow

DSO < DPO

0
Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun
2021 2022
== Cash & Cash Equivalent == NFP Drawn Undrawn (available at Company request)

20



151 mln € of cash generation in H1 with 17 mln € debt repayments

Mln€

109.7 277 e

EBITDA
IFRS

Gross cash
01.01.2022

Loans from
banks
(24) 2198 453
Other
Shares Buy Financial liabilities
Back assets ( ) 156.7
| ________
(63.0) (10.4)
Financial  IFRS 16
liabilities
Gross cash Net cash
30.06.2022 30.06.2022

© (*) Change in Net Working Capital includes 1.2 mln € of Net COVID 19 refunds and 25.5 mln € of Voucher usage & Cashback. Without such effects the change in NWC

. would have been 150.1 mln €






Strong summer travel demand but with disruptions

TRAVEL NEWS

Lufthansa strike: More than 1,000 flights FINANCIAL TIMES
cancelled as staff walk out over pay Blacomnd ah FT sbaciberyo ried:
. EasyJet executive quits over flight
. chaos
. Jens Ritter - 2nd

@ gso Iéjfthansa Airlines Getaways at

In the last couple of weeks many people have reached out to me via LinkedIn l'lSk aS ChaOS

and other means to express their discontent with the current situation at

Lufthansa Yesterday, unfortunately we had to announce further major blamed On

N 7@&”&@)&3 at our hubs in #Munich and #Frankfurt foir tﬁhﬁe rlonth of ‘EJLV, - airline Cuts
: Gulliver | Expect more turbulence Th l Ly g —

Economist T

R

:: ¢ ) . .
%% Ryanair's battle with its
e UN10NS gets nasty
b c w\ CW
poms Cancelled

p—" Passengers should prepare for more delays and cancellations
S84

e

o 3



We expect an early and late Summer without the usual July and August peaks
Current trading has not been affected by the latest news

War in Ukraine starts Investigation starts

JAN FEB MAR APR MAY JUNE JULY

OTA Daily Contribution Margin



lastminute.com

investor.relations@lastminute.com
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