
INTERIM REPORT FOR Q1 2010



HIGHLIGHTS



More winter guests for Hurtigruten

• Improvement in all core product areas: Hurtigruten Norwegian coast, 

Explorer products and Spitsbergen

• Positive EBITDA

• Later start up than expected for MV Finnmarken

• One-off profits from divestments in 2009

Page 3



Hurtigruten group – income statement
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More winter guests
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• Development of the winter as a unique product

• Charter flights



Market development Q1 2010
Germany most important winter market
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Cruise nights  per market Q1 2010 Change Q1 2010 vs Q1 2009

Round trip

Port to port

585%



19 % higher booking than last year
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2010 vs. 2009
+19 %



Strong winter – positive spring and autumn
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2010

2009

*   Booking status as of 1 May 2010

*



ACCOUNTS  Q1 2010



Hurtigruten group – income statement
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*   3/7 of annual contractual revenues from Public Procurement Contract booked in Q1

*



Hurtigruten group
Balance sheet (IFRS)
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Product information 
Operating profit before depreciation (EBITDA)
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Hurtigruten Norwegian coast 
More winter guests
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* Includes harbour costs, repair & maintenance, insurance, other operating costs
** Revised SG&A allocation between Norwegian coast and Explorer; changed from 80/20 in 2009 to ~90/10 in 2010 

*

**



Explorer products; 
Lower costs gave improved results
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* Revised SG&A allocation between Coastal and Explorer; changed from 80/20 in 2009 to ~90/10 in 2010 

*



Spitsbergen 
More MICE group traffic
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Charter
Preparation and mobilization
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Other business
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Discontinued business 
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MEASURES AND PROSPECTS



Near neutral short term impact from ash cloud
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No-shows and cancellations from round trip guests 
compensated by more port to port guests

Foto: Kyrre Lien / SCANPIX

Brukernavn
Presentasjonsnotater
PRICING

Significant simplification of pricing approach
Reduction in number of prices
Focus on correct packaging per market segment 
Improve foundation for marketing and selling messages
Competitive adjustment in price levels
Find the right price point per market segment per itinerary
Ensure competitive with substitutes
“Great experience at good value everyday prices”

HANDLING

Focus on improving penetration and usability of internet booking systems
Ensure competent handling of customers who contact us directly
Use technology to improve customer handling between ship and shore




*  Conversion ratio = Share of calls that are converted to a booking has increased and is above 
target of 15%

15% 
Target

Focus on booking

Conversion ratio*

Brukernavn
Presentasjonsnotater
Call center for Norge, Sverige, Danmark, USA og England er overført i løpet av 2009 og 2010
Call center for resten av Europa er i ferd med å bli overført
Dokumenter, fakturering, Web-booking støtte, fly- og togbilletter og systemstøtte er funksjoner som er overført Tallinn ut over det som var planlagt i opprinnelig modell
Kontroll på produkt og språkopplæring
Fortsatt utfordring for distansereiser – ser på forbedringer




* Total online (both direct consumer and trade) sales as of 25 April 2010 = NOK 75 million

Online sales improving with new booking engine
N

O
K

Week



• Increasing revenues

• A locomotive for local travel industry

• Hurtigruten buys excursions from local 

producers for more than NOK 100 million 

per year*

• 40 excursions

• 200 000 guests on excursions in 2009

• 38 000 guests on excursions in Q1 2010

• 63% increase in excursions sold from 

last year 

• North Cape the most popular excursion

• Attracts new customer segments

Håkøybotn 
Villmarkssenter

Lofotr
Vikingmuseum

Snowmobile trip
Kjøllefjord-Mehamn

*   In addition comes hotels, flights, transfers, food and beverage of near NOK 900 million
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Increasing importance of excursions



• Majority in the Parliament (“Stortinget”) for 
maintaining the current model for the 
Bergen-Kirkenes coastal route (June 2009)

• Minister of Transportation (“Samferdsels-
ministeren”) committed to maintaining 
existing model (August 2009)

• New bidding criteria further postponed
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Status Hurtigruten public procurement contract



Chartering of MV Finnmarken

• MV Finnmarken chartered to the Gorgon field 
in Australia

• Start up 30 April

• Duration 18 months (from 30 April), 
charterer option to extend for further 18 
months

• Contract revenue AUD 135 million (approx 
NOK 700* million) for initial 18 months

• EBITDA NOK 12 million in Q1 for preparation 
and mobilization
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*   Assuming AUD/NOK of 5.2



• 46% more round trip cruise nights

• Port to port business improving with 17% increase in cruise nights

• Booking speed 19% above last year

• MV Finnmarken mobilized and in operation from 30 April

A good quarter for Hurtigruten
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