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Dear Fellow Shareholder,

Intersections’ first year as a public company was a period of

change, challenge and opportunity. Our employees and manage-

ment embraced this new role and seized opportunities to meet

the challenges of an evolving marketplace by continuing to

expand our reach, our services and our product offerings.

There remains a large opportunity for our business, and

Intersections’ management team and employees are working to

leverage that potential. By providing superior customer-centric serv-

ices and continuous innovation of our products, I am confident that

we will continue to meet and exceed the expectations of our clients

and customers.

In this, our first Annual Report, I would like to share with you how

we plan to attack the opportunities before us, then provide you

with a roadmap of historical non GAAP and GAAP measures that

can be used to gauge our success over time. Our business is a

subscription-based recurring revenue engine, driven at times by

our own marketing efforts and at times by the marketing efforts

of our clients and partners. These two marketing models create

greatly differing results under traditional ratio analyses, but

when analyzed and measured with the appropriate parameters,

Intersections’ model is straightforward and easy to understand.

We hope you will enjoy our explanation of how we manage our

business on pages 3-5 of this report. 

Over our first few years, we focused on providing credit manage-

ment and identity theft detection and protection solutions,

anchored by our credit monitoring services, to customers of major

financial institutions, primarily in the United States. Our growth

plan over the next few years is simple: expand in multiple

dimensions around our existing core capabilities. In order to

achieve this, we plan to:

• Broaden our identity theft detection services to help con-

sumers stop the ensuing fraud before it occurs;

• Extend our credit management products to provide more 

advisory assistance to the cost-conscious consumer who is 

attempting to navigate the complex consumer credit system 

and maximize borrowing potential;

• Create more avenues to market our services by expanding into

additional vertical markets;

• Provide our services, and the customer care to support 

them, in multiple languages where appropriate; 

• Expand into new cross border markets where the infrastruc-

ture, legal and credit industry frameworks are appropriate for

our services;

• Diversify our company through complementary acquisitions 

in directions strategically consistent with our core capabilities

and technology.

Achieving these objectives will drive our two primary interwoven

goals—expansion of our subscriber base and maintenance of our

per subscriber pre-tax earnings. Let’s look at some of the actions

we have taken during 2004, and are currently taking, to achieve

these objectives. 

We continued our investment in delivering market-leading identity

theft detection and protection solutions for consumers while

simultaneously building the next generation of consumer privacy
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protection services. By pursuing initiatives that have strengthened

our position in the market, we have also positioned ourselves for

continued future growth.

Beginning in 2004, and throughout 2005, we are investing more

than $20 million in strategic technology and infrastructure vital to

supporting growth in the years ahead. To date, these initiatives

have included building and opening a new state-of-the-art call

center in Rio Rancho, New Mexico and staffing a second product

fulfillment center in Manassas, Virginia. These investments added

significant and necessary capacity and contingency back-up for

our customer care and fulfillment functions.

We expanded our current and new services within our existing

client base, launching custom built solutions ranging from sub-

scription protection products to post-fraud identity theft recovery

services. Our breach mitigation services continue to be an interest-

ing growth opportunity within our Enterprise Solutions business, as

large scale data breaches continue to fill newspaper headlines and

put thousands of U.S. and Canadian consumers at increased risk of

identity fraud. We expect these events to increase the number of

companies that choose to build stand-by breach response and mit-

igation strategies into their crisis plans to ensure customer reten-

tion and to meet increasing customer demands and, in some cases,

regulatory requirements. 

During the past year, we positioned ourselves as the leading provider

of credit monitoring services in Canada, and launched French and

Spanish language versions of our consumer services in the Canadian

and U.S. markets, respectively. We also initiated Spanish language

marketing and customer service efforts with several U.S. partners.

We also began to accelerate long-term brand equity for our own

Identity Guard ® brand with competitive online product offerings.

This service enables us to offer high-value comprehensive servic-

es directly to consumers or partners that cannot support our typ-

ical high volume private label solutions. As part of this effort, we

rolled out a targeted marketing plan that builds on the increased

consumer awareness of credit management and identity theft

issues resulting from implementation of the Fair and Accurate

Credit Transactions Act of 2003 (FACT Act).

In 2004 we commenced development of our holistic consumer

privacy protection solution to help consumers prevent identity

fraud, rather than to simply detect it and to recover losses. To this

end, we concluded partnerships that will allow us to build unique

solutions to help consumers prevent identity theft from becoming

identity fraud. With these new products, consumers will be able

to track multiple sources of personal data, including public records

and exposed credit and debit card data, plus monitor their risk of

identity theft over time—an entirely new level of privacy protec-

tion never before available. Providing consumers the ability to

monitor this data, in addition to their credit data, is essential when

attempting to intercept potentially costly fraud before it occurs.

These exciting new products are planned for launch in 2005.

To support these efforts, we added two new senior management

positions, creating more focused attention on our consumer and

small business innovation and technology initiatives and enhanc-

ing our efforts to drive growth.

In late 2004 we acquired American Background Information

Services, Inc., a successful and growing provider of pre-employ-

ment background screening services. American Background has

demonstrated strong revenue growth and we expect the addition

of that new business to contribute to earnings in 2005.

These activities are indicative of Intersections’ responses to

changing consumer needs and emerging market opportunities.

While we remain nimble and responsive, we are a business run

by the numbers, and we are committed to moving in a direction

of continued growth and steady profitability. We are pleased with

the many successes we have had in our first year as a public com-

pany and are confident that we are positioned to remain a leader

in efficiency, innovation and customer service in the years to

come. Today, and for the foreseeable future, we are a leader in a

growing market and have a management team committed to

meeting the changes, challenges and opportunities created by

that market.

We are grateful for the continuing support of our clients, customers,

vendors, business partners, employees and shareholders over the

past year and we look forward to a successful 2005 and beyond.

Michael R. Stanfield

Chief Executive Officer
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Subscriber Growth
numbers in thousands

Intersections’ subscriber base grew at 47% CAGR* since
2001 and 27% for the year ending 2004.
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Improving Subscriber Retention Rates

Retention programs, marketing channels and service
enhancements are driving better overall retention of existing
subscribers. Retention rose 17% since 2001.
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Estimated Retail Value
in millions

The estimated retail value** of our subscriber services pur-
chased by consumers grew at 55% CAGR* since 2001 and
37% in 2004. 
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Net Subscription Revenue
in millions

The key measure of our underlying growth is subscription rev-
enue net of marketing and commissions associated with sub-
scription revenue. Net subscription revenue grew at 62%
CAGR* since 2001 and 32% for 2004.
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Subscription Revenue
in millions

As a result of the changing mix in our marketing model to
more indirect arrangements, we recognize only a portion of
the retail revenue as subscription revenue.
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Our Evolving Revenue Model
excluding American Background

*Compound annual growth rate.

**Estimated retail value is calculated by adding subscription revenue as reported to the estimated portion of retail value for subscription services
retained by our clients and not included in our revenue (in millions: $3–2001, $13–2002, $35–2003, $74–2004).
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Evolving Marketing Model

Over the past four years we have experienced a continued
trend of accelerated subscriber growth through indirect mar-
keting arrangements where our clients market our services
to their customers.
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Distribution Cost Ratio

Our distribution costs (i.e. marketing and commissions
expense) as a % of revenue continue to decline as our mar-
keting model shifts to more indirect marketing arrangements
with our clients.
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Cost of Revenue Ratio

Cost of revenue as a % of net revenue* has declined as over-
all net revenue* has grown.
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G&A Ratio

General and administrative costs as a % of net revenue*
have stabilized over the past two years after falling dramat-
ically from 2001 levels.
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Depreciation and Amortization Ratio

Our depreciation and amortization as a % of net revenue*
grew in 2004 as we increased our investment in infrastructure
for the future.
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Productivity Ratio
in thousands

Overall productivity, calculated by dividing pre-tax income by
end of year employees, has been improving historically
(except 2004, which declined due to the inclusion of approx-
imately 7 weeks of American Background results and 88
additional employees).
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Pre-Tax Ratio

Our pre-tax income as a % of net revenue* has continued
to expand.
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*Net revenue equals revenue less marketing and commissions expense.

Our Cost Economics
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Creating Value Per Subscriber
in dollars

A key measure of our profitability is net subscription revenue*,
which has remained very steady since Intersections achieved
profitability. (Subscribers calculated as the average of beginning
and end of year.)
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Pre-Tax Income
in millions

Pre-tax income has expanded, with growth at over 268% since
becoming positive in 2002 and 34% for 2004.

*Net subscription revenue equals subscription revenue less marketing and commissions associated with subscription revenue.

in millions 2001 2002 2003 2004

Revenue $ 56.5 $ 98.0 $ 147.3 $ 152.9
Marketing and Commissions $ 36.7 $ 53.3 $ 75.5 $ 66.0
Cost of Revenue $ 18.4 $ 23.6 $ 35.7 $ 40.1
General and Administrative $ 14.5 $ 13.0 $ 18.3 $ 23.3
Depreciation and Amortization $ 1.9 $ 1.9 $ 2.2 $ 4.0
Income (loss) Before Income Taxes and Minority

Interest (Pre-Tax Income) ($ 16.0) $ 5.3 $ 14.6 $ 19.5
Net Income/ (Loss) ($ 15.1) $ 5.3 $ 19.4 $ 10.9
Weighted Average Shares Outstanding: Diluted* 4,921 14,666 14,965 17,517
Cash Flow from Operating Activities ($ 7.5) ($ 1.4) $ 11.2 $ 21.9
Subscribers at Beginning of Period* 732 894 1,563 2,275
Subscribers at End of Period* 894 1,563 2,275 2,885
Subscription Revenue** $ 56.2 $ 91.0 $ 128.8 $ 149.7
Marketing and Commissions Associated with Subscription Revenue** $ 36.6 $ 49.1 $ 65.0 $ 65.3
Employees End of Year 245 263 406 596
*in thousands
**Reference other data on Form 10-K.

Subscription Revenue

Net Subscription Revenue*

Est. Retail Subscription
Revenue
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Pre-Tax Margin

Pre-tax margins (pre-tax income divided by revenue) have
improved with increasing profitability and the changing mix in
our marketing model.
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Cash Flow
in millions

Cash flow from operating activities has improved as profitability
has increased.
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Financial Highlights
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Intersections has defined and refined the market of consumer credit monitoring

and identity theft protection, creating high-value tools to help consumers better

manage their credit and protect against fraud. We continue to create evolutionary

solutions that address the specific needs of our customers and partners… and

the ever-changing face of fraud. Today’s products and tomorrow’s solutions will

not only allow our customers to detect, stop and recover from that fraud, but

also to understand when data indicates that someone may be in the process 

of stealing their personal information — before it becomes fraud — providing

unprecedented protection for their most valuable asset — their identity.
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Billed as the fastest-growing crime in the U.S.1, identity theft con-

tinues to proliferate, not only in the U.S., but around the globe.

According to the U.S. Federal Trade Commission, identity theft is

“a fraud that is committed or attempted using a person’s identi-

fying information without authority.”2

Identity Theft by the Numbers

U.S.

Over 9 million new victims per year. 3

More than 36 million new victims over the past six years. 3

Top consumer complaint for the past five years. 4

Over $50 billion in total annual losses.3

At least $5 billion in out-of-pockets costs for consumers each year. 3

CANADA

Four out of five Canadians think it’s a serious problem in Canada.5

Reported cases rose 63% from 2002–2003.6

As many as one in ten Canadians has been a victim.5

Everyone is at risk of identity theft, but the critical damage occurs

when that theft is used to defraud. The good news is that today

most fraud can be detected and stopped in its tracks. More than

half of U.S. victims first discovered the fraud by actively monitor-

ing their information.3 Soon, consumers will be able to identify

signs of identity theft in progress — before it escalates to fraud —

and costs them time, money and their privacy and security.

1 Government Accounting Office, March 2003

2 Federal Trade Commission, Press Release, Oct. 29, 2004
3 Federal Trade Commission, Identity Theft Survey Report, Sept. 2003; Better Business 

Bureau and Javelin Strategy & Research, 2005 Identity Fraud Survey Report, Jan. 2005 
4 Federal Trade Commission, National and State Trends in Fraud & Identity Theft,

Jan.–Dec. 2004, Feb. 1, 2005
5 Ipsos Reid for Intersections Inc. and Carlson Marketing Group Canada, Identity Theft 

Index Canada, Feb. 28, 2005
6 PhoneBusters

Identity Theft: where risk meets opportunity

Customer Experience Model — Identity Theft

Intersections’ solutions will soon provide multiple layers of protection for identity theft victims, from pre-fraud threat identification,

to post-fraud detection, right through to fraud resolution and out-of-pocket cost reimbursement.

* Notification provided through Notify ExpressSM, our proprietary system that distributes timely customer alerts via e-mail, SMS (text message), phone, and U.S. mail.
** Identity Theft Recovery Unit
1 Not available for all wireless carriers.
2 Not available for all states or local jurisdictions.

Fraud specialists help the victim place fraud alerts, report the crime, and review credit and dispute fraudulent information.**

Identity Theft Cost Coverage reimburses the victim for certain out-of-pocket costs associated with fraud recovery.
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Request address change Notify* customer of new address listed in his or her name

Apply for new credit card Notify* customer of new credit application in his or her name 

Sell stolen account information online Notify* customer that his or her credit card number is being displayed on the public Internet

Create a “Synthetic ID” Notify* customer of another name associated with his or her social security number

Apply for a new cell phone account Notify* customer of new cell phone application in his or her name1

Apply for drivers license Notify* customer of new drivers license(s) issued in his or her name2
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FRAUD

RESOLUTION

IDENTITY THEFT

POSSIBLE CRIMINAL ACTION INTERSECTIONS’ SOLUTIONS (DOES NOT INCLUDE ALL POSSIBLE SERVICES)

Open new credit card account

Take over existing credit card 
account by changing address

Open new mortgage account

File a new property deed or title

Use or display stolen ID during
commission of a crime

Notify* customer of new credit card account opened in his or her name 

Notify* customer of new address listed in his or her name

Notify* customer of new mortgage account opened in his or her name

Notify* customer of new property registered in his or her name

Notify* customer of criminal convictions in his or her name2
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Intersections introduced the industry’s first three-bureau credit mon-

itoring service. This service provides subscribers with a comprehen-

sive view of their credit from all three national credit reporting agen-

cies, including daily monitoring of their files for changes that may indi-

cate fraud, periodic updates and access to credit scores. To make

sure subscribers both understand their credit data and know how to

put it to the best use, Intersections provides online credit education

and access to credit education specialists. And to help subscribers

get the most out of their credit, our online credit analyzer tool

allows subscribers to test different credit management scenarios.

Our solutions employ a high touch model and our results verify

that the more we touch our subscribers, the longer they remain

customers. We use push technology to communicate with our

subscribers on a regular basis and in multiple forms. Increasingly

Intersections’ customer notifications are being made by e-mail

and text message, allowing for faster and more efficient commu-

nication that enables the subscriber to take action sooner.   

Our Identity Theft Protection services feature ongoing three-

bureau monitoring which can detect fraud activity as it is happen-

ing, before significant damage can occur. Should there be a fraud

incident, Intersections’ Identity Theft Recovery Unit can provide

dedicated fraud recovery assistance. Also available to subscribers

is our card registry for protection in the event a card is lost or

stolen, and identity theft coverage to reimburse subscribers for

out-of-pocket costs associated with identity theft recovery. 

For our enterprise clients, we offer breach mitigation services

that help companies prepare for, and respond to, breaches of

their corporate networks or databases that may compromise

consumers’ personal data.

Ours is a unique array of credit and identity theft protection serv-

ices, together forming a modern-day lifeline to economic safety.

The vast majority of Intersections’ subscriptions are held by cus-

tomers of our valued partners—primarily many of North

America’s leading financial institutions. The benefits to our part-

ners are many, whether our services are marketed under a part-

ner’s established brand or co-marketed alongside our own Identity

Guard ® brand. Our subscription services help enhance customer

satisfaction and loyalty and generate new revenue streams.

Consumers trust their financial institutions, but increasingly say

that only a company that protects their privacy will get and keep

their business. Intersections helps our partners do just that.

Intersections’ flexibility and responsiveness are keys to the suc-

cess of our partner relationships. We collaboratively create fully

customized product offerings, whether composed of multiple,

integrated services or shaped from standalone solutions, such as

security breach mitigation or identity theft recovery services.

Highly individualized, each solution meets a partner’s particular

goals and differentiates that partner’s brand within its compet-

itive market. Equally important, thanks to the efficiency of our

operations, our services deliver high value at economic pricing.

We provide services that our partners cannot create or cost-effec-

tively manage in-house, yet which play an increasingly vital role in

strengthening their customer relationships. 

Where vision... meets performance.

Where shared concern... meets mutual advantage.

Intersections: insightful, responsive...
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From phishing to the crafting of multiple victims’ personal data into

“synthetic identities,” new problems require forward thinking

solutions. Already, Intersections is developing services that will

help consumers counter next-generation identity fraud. Our sub-

scribers soon will be able to monitor multiple databases so they

can detect identity theft or fraud in progress earlier than ever

before. Consumers can depend on Intersections to provide educa-

tional tools that will offer effective, actionable steps to help them

protect their credit and their identities. Our array of new products

will soon be able to help prevent fraud before it happens.

Intersections’ partners know they can rely on our agility to

adapt our services to the digital economy’s changing threats…

that they can rely on us to help bring them and their customers

through safely. That is the Intersections advantage.

Our partners rely on our superior customer service and integrated

back office functions, including our in-house, end-to-end produc-

tion and fulfillment capabilities. Going well beyond ordinary stan-

dards of customer care, Intersections provides unlimited, special-

ized service, both to our partners and their customers.

Intersections’ Client Services team provides a single point of con-

tact for partners to support them, from development through

launch and beyond. We are integrated with our partners, working

with them to build and innovate their product sets to best serve

their customers. Our Identity Theft Recovery Unit, for example,

employs dedicated fraud specialists in two U.S.-based call cen-

ters, and we provide unlimited phone access to specially trained

Credit Education Specialists. The investments we have made in

our customer care functions continue to result in improved cus-

tomer retention performance.

Our two high-efficiency offline fulfillment centers provide ample

reserve capacity to accommodate periods of high demand, as

well as operational redundancy for emergency backup. Fully auto-

mated quality control procedures ensure the privacy of customer

information and have been recognized as representing best prac-

tices in secure fulfillment. Secure and robust, our operations

embody Intersections’ commitment to support all services thor-

oughly, to meet or exceed customer expectations and to deliver

peace of mind. 

Where service... meets security.

Where next... meets now.

...trusted, innovative.



Board of Directors

Thomas G. Amato
Chief Financial Officer 
Sentinel Business Systems, Inc.

Thomas L. Kempner
Chairman and Chief Executive Officer
Loeb Partners Corporation

David A. McGough
President and Chief Executive Officer
Digital Matrix Systems, Inc.

Norman N. Mintz
Vice President and Managing Director
Loeb Partners Corporation

David M. Phillips
Chairman and Chief Executive Officer
Evare, LLC

Steven F. Piaker
Partner and Member
Conning Capital Partners

Michael R. Stanfield
Chairman and Chief Executive Officer
Intersections Inc.

William J. Wilson
Chairman
Cambair, LLC

Principal Officers

Michael R. Stanfield
Chairman and Chief Executive Officer

Kenneth D. Schwarz
President, Consumer and Small Business Solutions

Charles P. Garner
Executive Vice President, Strategic Initiatives and 
Chief Marketing Officer

Debra R. Hoopes
Chief Financial Officer

Neal B. Dittersdorf
Chief Legal Officer

George K. Tsantes
Executive Vice President and Chief Technology Officer

Investor Relations

Shareholders, analysts and others seeking information about
Intersections Inc. are invited to contact:

Amy Gergely
14901 Bogle Drive
Suite 300
Chantilly, VA 20151
703.488.6100
703.488.3828 fax
ir@intersections.com

The Company’s earnings releases, SEC filings and other financial
reports are also available at www.intersections.com. This infor-
mation, along with press releases, is typically available promptly
after issuance. In addition, shareholders may also register for
automatic e-mail notifications of SEC filings, releases and events
by visiting the Web site and following the instructions under the
Investors menu item titled “E-mail Alerts.”

Annual Meeting of Shareholders

Intersections’ Annual Meeting of Shareholders will be held at
10:00 a.m. Eastern Time on Wednesday, May 25, at the Hyatt
Dulles, 2300 Dulles Corner Boulevard, Herndon, Virginia.
Shareholders of record as of April 14, 2005 are eligible to vote.

Stock Listing

Shares of Intersections Inc. are traded under the symbol “INTX”
on the Nasdaq National Market ®. Price information can be viewed
at www.intersections.com.

Shareholder Account Inquiries

To expedite changes of address, the transfer of shares, the con-
solidation of accounts, or the replacement of stock certificates,
shareholders are asked to contact the Company’s stock registrar
or transfer agent directly. Please contact your broker if your
shares are held in a brokerage account.

Registrar and Transfer Company

American Stock & Transfer Company
Attention: Shareholder Relations Department 
59 Maiden Lane
Plaza Level
New York, New York 10038
800.937.5449
info@amstock.com
www.amstock.com

Independent Auditors

Deloitte & Touche LLP
1750 Tysons Boulevard
McLean, VA 22102-4219

SEC Counsel

Stroock & Stroock & Lavan LLC
180 Maiden Lane
New York, NY 10038-4982

Safe Harbor Statement

Statements in this Annual Report relating to future plans, results,
performance, expectations, achievements and the like are consid-
ered “forward-looking statements.” Those forward-looking state-
ments involve known and unknown risks and are subject to
change based on various factors and uncertainties that may cause
actual results to differ materially from those expressed or implied
by those statements. Factors and uncertainties that may cause
actual results to differ include, but are not limited to, the risks dis-
closed in the Company’s filings with the U.S. Securities and
Exchange Commission, including the enclosed Form 10-K. The
Company undertakes no obligation to revise or update any for-
ward-looking statements.
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Intersections Inc.

14901 Bogle Drive

Suite 300

Chantilly, Virginia  20151

703.488.6100

www.intersections.com


