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Joining

the dots

Fin Goulding, CIO at online travel retailer Lastminute.com,
talks tying project professionalism to a dotcom mentality

: Rhys Lewis

Lastminute.com was the darling

of the dotcom boom. With young
entrepreneurial founders and a prom-
ise of five-star living at three-star prices
attracting the attention of the media
and online shoppers alike, the company
was held up as an example of a Brit-
ish company taking on the world - and
doing rather well at it, thank you.

In 2000, just two years after its launch,
the company, which sold off unused inven-
tory such as package holidays, flights and
consumer products at cut-rate prices to
impulse buyers, was floated on the stock
market. Its shares rose from 380p to 502p
on day one, and it was soon the second
most-recognised online retailer in the UK.

Despite a tech stock market crash and
the damage to the travel industry of the

9/11 attacks, the firm continued to grow |

and its offerings diversify through a series
of mergers and acquisitions which con-
tinued until 2005, when a bloated Last-
minute was bought by US travel e-tailer
Sabre Holdings for $1.1bn — shareholders
received just 165p for each share.

On the plus side, the rapid growth of |

the company had brought it almost 10 mil-

(1) Executive Summary

B Online travel store Lastminute.com
had become a large company but
retained a disorganised dotcom ethos

M CIO Fin Goulding’s transformation plan
applied a focused methodology to the
project team via Microsoft's EPM suite

lion subscribed customers, high brand rec-
ognition and a breadth of offerings from
around 13,600 suppliers. In the debit col-
umn, seven years of expansion had been
performed with very little consideration
for the IT infrastructure that underpinned
not just the back-office systems, but the
shop window itsell.

CIO Fin Goulding came to Lastminute
after a career at financial industry giants
including Visa, NatWest and HSBC, and
found a startup mentality still in place at a
multi-million-pound corporation.

“For a dotcom, Lastminute has lived
with legacy and immense growth and
change for some time. The major objective
was always to get stuff into the wild: new
ideas that nobody else had. The idea was
that first to market wins,” he says.

“In a small infrastructure where there’s
four developers round a table, that works,
but when you grow to a technology team
of 350 and 2500 servers, those practices
don’t work any more.”

Goulding'’s goal was to help the firm
mature technologically, while ensuring
that the creativity that helped shape the
brand wasn't lost in the process. Proc-
ess being the operative word in the pro-
gramme known as ‘Dotcom to Dotnow’.

“We've had to introduce a modicum of
structure and control while trying not to
stifle the creativity of the dotcom team.
That's why it's called Dotcom to Dotnow
— we're trying to keep alive some of the
heart of the organisation,” says Goulding.

“But we are a part of a large corporation
in Sabre, so we do have a certain amount of
professionalism that’s needed to introduce
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The IT infrastructure
had to evolve, not
revolutionise; after
all, we didn't want to
become a bank

Fin Ge

ulding. C10, kastminute.com













