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OVERVIEW

Lastminute.com is one of Europe’s premier travel and lifestyle companies, looking to
become the number one European e-commerce lifestyle player by delighting customers
with great-value inspiration and solutions. Lastminute.com offers both travel products—
such as flight, hotel, holiday and car rental services—as well as lifestyle products
including dining services, theatre tickets, music events and more. Recently acquired by
Travelocity Europe, the company also operates 36 other industry-relevant sites under the
lastminute.com umbrella.



lastminute.com

LOCATION: London, England
URL: www.lastminute.com
INDUSTRY: Travel

PRODUCTS: Omniture TouchClarity™

CHALLENGE

» No understanding of
customer preferences

» No insight into the
optimal timing of online
content deliver

» Unable to automate the
decision-making process
in real time

CHALLENGE

Lastminute.com differentiates itself by
packaging and delivering a large variety
of travel and entertainment products and
services, such as flights, hotel rooms,
holidays, restaurant reservations, enter-
tainment tickets and gifts, in convenient
and novel ways.

However, such a variety of offerings pre-
sented a challenge in that the company
wanted a better, more objective way to
decide which offers to serve its customers
by understanding what they were most
interested in and delivering the right con-
tent to the right visitor at the right time.

For example, which offer should be
center-page for different customers who
visit the homepage? If specific customers
were looking for concert tickets, would
they abandon their visits if all the content
on the homepage related to travel offers?
Is there a way to automate the decision-
making process in real-time? How could
lastminute.com optimise its online rev-
enue potential by more effectively target-
ing its clients with the offerings they find
most relevant?

SOLUTION

» Deployed Omniture
TouchClarity Targeting

» Tested multiple creative
options to determine top-
performing content

» Served most relevant
content to each customer

SOLUTION

Lastminute.com deployed on-site
behavioural targeting using Omniture
TouchClarity Targeting to maximise rev-
enue through their site.

The Omniture TouchClarity Targeting
Platform ensures the most relevant and
engaging content is served to each cus-
tomer in order to achieve a specific goal
of increased revenue for lastminute.com’s
most valuable homepage real estate.

The Omniture TouchClarity Reporting
Engine, in real-time, allows them to
directly measure and quantify the result-
ing lift in sales from the targeted content
versus a concurrent control group.

The Omniture TouchClarity Targeting
Platform’s self-learning optimisation abili-
ties also allowed lastminute.com an easy
and efficient solution for testing multiple
creative options so that the best-perform-
ing creative was determined very quickly
and then automatically targeted for the
appropriate lastminute.com visitors.

RESULTS

» Segmented customer
to determine audience
preferences

» Directly measured and
quantified lift in sales for
targeted content

» Increased sales 200% for
targeted areas of site

RESULTS

Omniture TouchClarity automati-

cally builds individual anonymous visitor
behavioural profiles then uses sophisti-
cated predictive modeling to target in
real-time each individual lastminute.com
visitor in order to offer the most relevant
and engaging product for them.

Hundreds of variables similar to those
collected by Web analytics packages are
analyzed for predictive insight ranging
from the time of day and day of week to
the referring URL, search engine criteriq,
frequency of the previous visits and the
complete history of on-site clickstream
behaviour. lastminute.com can access
real-time reports showing the exact rev-
enue lift that results from the targeting
versus a control group.

The initial pilot project showed that sales
increased by over 200% for select
targeted areas of the site.

The detailed information reported by
Omniture TouchClarity in the pilot project
has been used to segment lastminute.
com'’s customers to provide further learn-
ing about audiences which



“Omniture TouchClarity Targeting makes the site more
relevant for each visitor, thereby engaging them on-site for
longer and increasing conversion.”
MARKO BALABANOVIC, DIRECTOR OF PERSONALISATION, LASTMINUTE.COM
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can be integrated with the above-the-line
marketing campaigns. This distinguishes,
for example, the different behaviour of a

customer searching for a city break vaca-
tion arriving via a pay-per-click campaign
on Google from a customer searching for
a dinner and theatre evening package.

Marko Balabanovic, Director of
Personalisation at lastminute.com
explains: “As we learn more about
our customers we can increasingly
improve our service to them. Omniture
TouchClarity Targeting makes the site
more relevant for each visitor, thereby
engaging them on-site for longer and
increasing conversion.”

After the pilot project delivered an increase
in sales of over 200% on lastminute.com'’s
homepage, the Omniture TouchClarity
Targeting solution was extended to other
pages of the site and is now being imple-
mented on Travelocity.co.uk.m

200%

Increase in sales for
targeted areas of Web site

“As we learn
more about our
customers we
can increasingly
improve our service
to them.”
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ABOUT OMNITURE Omniture, Inc., is a leading provider of online business optimization software, enabling customers to manage and enhance online,
offline and multi-channel business initiatives. Omniture’s software, which it hosts and delivers to its customers on-demand, enables customers to capture,
store and analyze information generated by their Web sites and other sources and to gain critical business insights into the performance and efficiency of
marketing and sales initiatives and other business processes. In addition, Omniture offers a range of professional services that complement its online services,

including implementation, best practices, consulting, customer support and user training provided through Omniture University. Omniture’s customers include
eBay, AOL, Wal-Mart, Gannett, Microsoft, Oracle, GM and HP. www.omniture.com.
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