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Disclaimer

The following applies to the information following this page, whichis the infomation of trivago N.V. and its subsidiaries. This presentation shall not constitute an offer to sell or the solicitation of an dffer to buy any
securities, nor shall there be any sale of these secuities in any state or jurisdiction in which such offer, solicitation or sale woud be unlawful prior to registration or qualification under the securities laws of any such state
orjurisdiction. Sales and offers to sell any securities will only be made in accordance with the U.S. Secuities Act of 1933, as amended, and applicable SEC regulations, including the written prospectus requirements.

All of the information herein has been prepared by the Company sdely for use in this presentation. The information contained in this presentation has not been independently verified. No representation, warranty or
undertaking, express or implied, is made as to, and noreliance should be placed on, the faimess, accuracy, completeness or correctness of the information or the opinions contained herein. The information contained in
this presentation should be considered in the context of the circumstances prevailing at that time and has not been, and will not be, updated toreflect material developments which may occur after the date of the
presentation. The Company may alter, modify or otherwise change in any manner the content of this presentation, without obligation to notify any person of such revision or changes.

All trademarks, service marks and trade names appearing in this presentation are, to the Company's knowledge, the property of their respective owners. The Company does nat intendits use or display of other
companies’ trademarks, service marks, copyrights or trade names to imply a relationship with, or endorsement or sponsorship of the Company by, any other companies.

Special Note Regarding Forward-Looking Statements

This presentation contains statements that express the Company’s opinions, expectations, beliefs, plans, objectives, assumptions or projections regarding future events or future results, in contrast with statements that
reflect historical facts. Examples include discussion of our strategies, Adjusted EBITDA forecasts, financing plans, growth opportunities and market growth. In some cases, you can identify such forward-looking
statements by terminology such as “anticipate,” “intend,” “believe,” “estimate,” “plan,” “seek,” “project” or “expect,” “may,” “will,” “would,” “could” or “should,” the negative of these terms or similar expressions. While we
always intend to express our best judgment when we make statements about what we believe will occur in the future, and although we base these statements on assumptions that we believe to be reasonable when
made, these forward-looking statements are not a guarantee of our performance, and you shoud not place undue reliance on such statements. Forward-looking statements are subject to many risks, uncertainties and
other variable circumstances, such as negative worldwide economic conditions and ongoing instability and volatility in the worldwide financial markets; possible changes in current and proposed legislation, regulations and
govermnmental policies; the dependency of our business on our ability to innovate, pressures from increasing competition and consolidation in our industry, our advertiser concentration, our ability to maintain and increase
brand awareness, reliance on search engines and technology, fluctuations of our operating results due to the effect of exchange rates or other factors. Such risks and uncertainties may cause the statements to be
inaccurate and readers are cautioned not to place undue reliance on such statements. Many of these risks are outside of our control and could cause our actual results to differ materially from those we thought would
occur. The forward-looking statements included in this presentation are made only as of the date hereof. We do not undertake, and specifically decline, any obligation to update any such statements or to publicly

announce the results of any revisions to any of such statements to reflect future events or developments.
Special Note Regarding Non-GAAP Financial Measures

This presentation contains non-GAAP financial measures, including adusted EBITDA. Information needed to reconcile such non-GAAP financid measures to the most directly comparable measures under US GAAP can
be found in this presentation inthe Appendix.
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H1 2017 — Strong financial performance

Total Revenue (€mm) Adj. EBITDA' (€Emm) Referral Revenue by segment

179.0

trivago

565.9

22.5

&

338.3

298.3

10.0

/'32

Source: unaudited US GAAP financials
1. Adj. EBITDA is only adjusted for share-based compensation. A reconciliation to reported results is included in the Appendix
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trivago has developed rapidly whilst raising only €1.4mm prior to our IPO
trivago Total Revenue (€mm)

-
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2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016
Second First TV .

e 9 financing campaign Expedia acquires a 63% Hsted on ’:SA ?g@g

. . round DEand ES stake in trivago through

First financing First steps secondary purchase, mainly

round in the US from early investors,

founders keep 37%

'u'ivago Source: 2014 and 2015: Audited US GAAP Financial Statements; 2016: Audited US GAAP financials; historic numbers based on HGB financials



The online hotel market is vast and growing quickly as
consumers continue to transition online

Market Potential

L Global Hotel Booki
$41 5bn I\,Iaarrglg(:aat1 obal Hotel Bookings $62bn

Based on 15% global Take-
rate5 of Hotel Industry
Bookings

33% Low Online Penetration?2

$21bn

Take-rate on

1 0 ) 8% High Online Hotel Bookings S

Growth3

(1) .
56 /0 Highly Fragmented Market* $0.8bn’

trivago Revenue

2016 estimated number

According to Phocuswright, online hotel bookings as a percentage of gross hotel bookings

According to Phocuswright, 2015-17E online hotel bookings CAGR

According to Olakala, as of 01/01/2016 including hotels and extended stay

15% estimated avg. take-rate of Global Hotel Industry Booking

6% CAGR 2017-2020 expected for Global Hotel Industry Bookings, 9% CAGR 2017-2020 expected in online bookings
2016 FY revenue

trivago
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trivago value proposition

Choice

"

Availability Price

®

/ﬂ\ /ﬁ\ / Booking sites’ \
1
1.8mm % { %
hotels = 0|
_\ Hotel chains /
4\
i A
" ©
Individual hotels
Find the ideal hotel Find online availability from a

for the trip

1. Approximate figure is as of June 30, 2017

Book at the lowest rate

variety of advertisers

]
mvago 2. Booking sites include global and local online travel agencies, tour operators and wholesale aggregators



The trivago system

Marketing1
—o-
-o—
—o0-
>740mm

3
SEM bids [j
>500
] new TV spots tested
H;

40.5mm

app downloads to date

Technology

1. Approximate figures for FY 2016

trivago

2. Approximate figures as of June 30, 2017

Hotel Search

Advertiser Relations2

trivago

W
@ :oztgl(z:hains

HAHRA
ATARH >180
PN PN Booking sites
1 Global Q) cpe HAHA
Product Marketplace >1.8mm
Hotels

0
>11,000
Individual Hotels

Enablers

Talent Finance/Legal

3. SEM: Search Engine Marketing



We are at the top of the funnel for the hotel vertical with our

strong consumer brand

Aided brand awareness’

> 75% 50 - 75% 25 — 50% Below 25%

Las™ =

X

Referral Revenue FY 2016 by
Traffic Type

SEO?

DEA?

Branded

SEM?2

A A

'\Mi\“&vax -

B Sour_ce: TN_S Omnibus, Research Now, Google Trends, Internal data
'u'lvago 1. trivago aided brand awareness study, as of August 2016, based on internal data

Search interest®

2. DEA: Display, Email, Affiliate Advertising; SEO: Search Engine Optimization; SEM: Search Engine Marketing
3. Searches for each brand on Google Trends in the Global Hotel and Accommodation category (FY 2005-2016)

trivago

9e)

tripadvisor”
Booking.com

) Expedia



We continuously increased the number of advertisers and are

now also building business with individual hotels

2005-2009

4

>19 Booking sites
>10 Hotel chains

priceline’ Booking.com

@
Expedia
@an

-
Hilton mHOS'rELwonLD hotel.de ACCORHOTELS

..........

#4 1o-om ebookers & HRS “‘G

Hoeals Groes

trivago

2010-2013

>39 Booking sites
>30 Hotelchains

TravelRepublic pesTInIa rumbo Trivel
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hoeins”™  Barcels  @(mt=- ==
FISPAENDIA . AJUII  ‘Bookeyprus.con

k22 @Sky RAMADA
L

. *
& Thomas Cook getaroom +3'iyeiqcity M!WI woreis

2014 — Present

>180 Booking sites
>230 Hotel chains
>11,000 Individual hotels

despegar{?oma @ ¥g5eu|ten hetwire m >oms WOt m'
\of Hotet urbano cct”p fﬁ‘h %ﬁoﬂpm XD tripadvisor*

‘4\‘ - Hotel Tonight ’ 4
Marrot. GROUPON™ =28y Onvx ¥ it
swissotel G? R N mae MYyt
EMAT S, N NomAo
THE BRYANT PARK HOTEL {S}Sheraton starwood HYATT

W
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Advertisers bid and pay for each click a user makes on an offer price

Advertisers Room Price CPC Bid'
I'l ____________________________ \
: i : -
1 1 ustin m & iil'u n at The D
: . : ]
i i ~~~~~~~ $163 B o i 3
i Booking i R S (T1 20 o ‘
i sites i e - e U
i i e — Tt : - ebookers.com
i A— $163 |- $1.10 [l = —
. ! \ ) \ ) T - -~ 1 4.3 mies from certre .
: : - e : Expedia
i HOte I i — $ 0 .9 0 T Booking.com
| chains P $174 —’
i 1 — | $0.90
i e -
i i —
i A\ Individual i | $177 Vertical exposure Horizontal exposure
i | PPt
i @ hotels b
. Advertisers bid on our CPC-based’ bidding
] ; marketplace fora specific hotel offer
N e e e e e / < 10 advertisers per hotel across platforms on average?

1. Cost per click, illustrative

trivago 2. LTM June 30, 2017



We address the critical user needs with a global unified product

Mobile

Desktop
TransparentPricing

www.trivago.com . +

Dusseldorf - .
= =
Cractin Chectaut Double R =
. & Wednesday, 0er28/16 & Friday, 0ar3016 & ouble Room e :
anmm S h d t I T — =
Dusseldorf w & earc etalis . T -
Top Filters Extra Filters Gotomap | 84outof 517 hotels ‘ Sort by Popularity v ‘ ‘ Share ~ ‘ = . =
- -
Sep 2016 30 5P 2016 || g pouple Room — . - .
i || %05 stars | Hyatt Regency Diisseldorf Booking com H 3
— - 338 Expedia
| Hyatt Regency Diisseldorf . - .
#hkHk O 15 miles fromcente - $338 H § . .
ve 20/ 100 Dusseldorf, 1.5 miles to City center e $305 = - k
i $305 T EET Best deal snssnnnnndde RIS 590 SO B AR W N Smmacar LEEE Y -5 .
View all deals $339 - =
e E E E = More deals: 28 View Deal > . -
Stadt Miinchen -
*#%% © 0.5 miles from center Price . aREmmmmmmE iR
7 Stadt Miinchen Hotels. com
/400, max_ §971
2758 reviews 1 3 5209

Price
comparison

Vi ile|

InterContinental Diisseldorf Show only available hotels

*#%k* © 0.4 miles from center
K Popular

[ Free wiFi

[ ree brearast

$400

View all deals
T el Rati ngs
| EEEEEEN]
and
reviews vemes O

Distance from

EREEREES
City center

$219

Top options

= - @Ee) | B

trivago

Booking.com
Hotwire
LLE LS R RN S b e it Ny 171

ZenHotels.com
$222

$222
$171

Very good - 81/ 100 (2758 reviews)

Rich content

s smmsmmmmEmEna
Mercure Hotel Duesseldorf S... orbie M .
$219 Hotels.com [ — [e—
Expedi %
Dusseldorf, 2.2 miles to City center 619 $219

Amoma com

VErygnod—ﬁ1/|ﬂﬂ(1|12rev\ew5)l----ﬂ‘g-----------------------

View Deal >

More deals: 25

InterContinental Diisseldorf

Booking.com

$400

Breakrast included

More deals:21

Hotels.com
8402

Dusseldorf, 0.4 miles to City center

Excellent — 88 / 100 (2306 reviews)
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The trivago system

Marketing Hotel Search Advertiser Relations

(Demand)
Get travelers on board

W 4, 00

(Supply)
Collect content and rates
from advertisers

VI XD

(o) 1224
= & K O

Marketplace

Enablers

trivago Technology Talent Finance/Legal 15



We aim to provide travellers with full market transparency
for all bookable online rates

Hotel 1 trivago
i 1 288 ¢ —

&

@ Booking .
sites Hotel 3 .
(]
hotel.de Expediu‘ Hotel 2
* %k &k
Hotel 2 FA’&]
MELIA .
Booking.com
% Hotel Hotel 6 .
chains
O HRS Té:ela
% -
[ ]
Hotel 5
A\ Individual “ F==5 W@
hotels .
[ )




Advertiser Relations empowers advertisers through tailored marketing
tools, profound expertize and technology targeted to their needs

Our goal Better content, increased inventory and more competition in our auctions
i 180+ 230+ fﬁ}'ﬁ,000+
Our advertisers Booking Sites Hotel Chains Individual Hotels

Our products trivago Intelligence
and services

trivago Automated Bidding

trivago Express Booking

Sales & Account Management Team

trivago

trivago Hotel Manager

Basic - Pro - Rate Connect

baseanbooking

a trivago company

€% MYHOTELSHOP



This results in stronger coverage of hotel offering and more
choice for our users

Increasing number

fbooki i agge
of booking sites Vore than1-8 mllllon
1 80+ hotels listed on our platform +86%

> trivago .-IIIIIIIII

06/2016 06/2017

Increasing number / :—

of hotel chains

230+

06/2016 06/2017

06/2016 06/2017

trivago



Increasing the number of rates connected to our platform

improves marketplace efficiency

Average number of rates per hotel

maintaining a stable number of rates perhotel while
onboarding a variety of accommodations

20

0

06/2016

=== Average number of rates per hotel, lhs

trivago

06/2017

Number of hotels (in milions), rhs

1.8mm

Rates inventory (in millions)

continuously increasingthe number
of rates connected to our platform 290+

il -
I.IIII

06/2016 06/2017



The continuous roll-out of our tools for advertisers helps them
take advantage of our marketplace

trivago Express Booking trivago Automated Bidding

Improves userexperience to help increase conversion Improves bidding and operational efficiency

)I .
ilnlcrezsg {?‘I conversion rate Numberofadvertisers
using Automated Bidding g+

“trivago Express Booking has managed to boost
the trust of users and improve the landing page
experience, as well as the booking funnel.”

) + o
David Ribeiro, COO Amoma.com lII 630/0 ___-_l_- _._l_ l_lI_I 60 A)

increase in bookings after 2 months

Allowing our users a quick checkout improves our
users’experience and increases conversion

[
o
|| 1 04 A.’ rates in the funnel. 102016 06/2017

increase in conversion rate
Efrat Kaul, Co-founder cancel on

‘A booking funnel requires constant optimization.

With trivago Express Booking we do not need
to worry agbout Fh\s anymoreg‘ “At Hotel Urbano, we have been very satisfied with
the results of Automated Bidding: Our total transaction
. 0,
Nicola Rizzardi, CEO HotelsClick.com volume increased by more than 900% YoY, clearly .,
showing how much potential we were missing out on before.

Jozo Ricardo Mendes, CEO Hotel Urbano

trivago



Hoteliers are embracing opportunities with trivago to gain
more visibility and to drive direct bookings

trivago Hotel Manager

A free basic version of our marketing platform that enables
hoteliers to manage their hotel profile and to upload content
Objective is to display fresh and unique content from hotels

Number of “TTA
registered hotels

310k+ || |
__-_I_l_l_llIlIIIII i
01/2016 06/2017

trivago

+96%

trivago Hotel Manager [}

A paid premium version of our marketing platform that
provides hoteliers with additional promotion and analytics functionalities

Objective is to build a stronger relationship with hotels

Number of hotels with
paid subscription

33k+
Iln +327%
..Llll.lllll i ) n__

06/2017

01/2016

21



We optimize the search experience by increasing our inventory and
empowering advertisers to actively participate in the marketplace

©
©
©
©

trivago

Better search experience: We increased our hotel inventory by 86%!,
which improves market transparency for our users

Increased competition: 180+ booking sites and 230+ hotel chains
drove an increase of 97%" in rates connected to our platform

Empowerment: \We provide advertisers with the competencies and
technology to succeed in a global marketplace

Higher participation: Targeted marketing tools enable us to engage
with more individual hotels
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Continuation of strong YoY growth

Total Revenue (€mm) Adj. EBITDA" (€Emm) Net Income (€mm)
565.9
338.3 -
I
298.3
(3 4)
179 0
23 ~
- (49.9) (50.0)
Q2 H1

m2016 w2017

.u.i Source: unaudited US GAAP financials
VagO 1. Adj. EBITDA is only adjusted for share-based compensation. A reconciliation to reported results is included in the Appendix

24



Improving profitability versus previous half year

Referral Revenue (% of Advertising Expense) Adjusted EBITDA' (% of Total Revenue)

4.0%

115% - 117% 117%

I I I I ]
Q2 H1

m2016 m2017

-u-i Source: unaudited US GAAP financials
Vago 1. Adj. EBITDA is only adjusted for share-based compensation. A reconciliation to reported results is included in the Appendix
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KPI overview — Global

m2016 m2017

374
= - 196 234
E s £
=5E 123
=] £ -~ YoY YoY
[
S +50% - +60%
Q2 HA1
w 1.44  1.50 1.43 1.50
g
YoY
: L oN
Q2 HA1
< 115%  113% M7%  117%
(2}
: @ . B o . .
(@)
(14
Q2 HA1
lu.i‘lago ?.Ogggéhtsrergnﬂgtaper qualified referral

Highlights

Strong growth in Qualified Referrals across all regions led by
Rest of World

Higher RPQR mainly driven by the introduction of the
relevance assessment

In the final weeks of June 2017, RPQR normalized as most of
our advertisers optimized their website and bidding strategy in
response to the relevance assessment

H1 ROAS in line with last year

Q2 ROAS slightly lower due to higher advertising investment
in Developed Europe

26



KPI overview — Developed Europe

m2016 m2017

156
To 115
€L E 61 82
g % §, YoY YoY
¢ O - +36%
Q2 H1
0 1.37 1.47 1.41 1.50
E:
YoY
: oHNE onR
Q2 H1
3 128% 124%, 132% 131%
%)
<
(]
4

YoY
-4ppts
Q2 HA1

-u-i Source: Internal data
vago

1. RPQR: Revenue per qualified referral

Highlights

Strong QR growth across all markets, mainly driven by an
increase in advertising spend

Higher RPQR mainly driven by the introduction of the
relevance assessment

In the final weeks of June 2017, RPQR normalized as most of
our advertisers optimized their website and bidding strategy in
response to the relevance assessment

H1 ROAS in line with last year

Focus on growth and absolute contribution margin led to
strong growth in TV and performance marketing channels
(including a negative mix effect) and resulted in Q2 ROAS
slightly lower

27



KPI overview — Americas

m2016 m2017

108
T2
e £ E 52 67
g % - YoY 33 YoY
Q2 H1
2.08 2.23 1.90 2.03
v
M-
: @ . (12 . .
o
X
Q2 H1
;\? 114% 117% 115% 117%
)]
: @ . . @ . .
o
x
Q2 H1
lu.i‘lago ?.Otérégl?‘h‘}ggznggﬁ)er qualified referral

Highlights

+ Continuation of strong growth across the region

+ Higher RPQR mainly driven by the introduction of the
relevance assessment

* Inthe final weeks of June 2017, RPQR normalized as most of
our advertisers optimized their website and bidding strategy in
response to the relevance assessment

* ROAS slightly improved as more users come directly to our
website

28



KPI overview — Rest of World

m2016 m2017

111
T o
ELE 62 52
g &2 E o 29
¢ N
Q2 H1
™
. 0.84 0.94 0.89 0.97
(e} @ YoY
o
Q2 H1
~ 87% 92% 88% 94%
g YoY
(14 +6ppts
Q2 H1
lu.i‘lago ﬂsoglggl-'\"mgsr\]/inigt?)er qualified referral

Highlights

+ Strong growth driven by scaling Japan, India and Russia

+ Higher RPQR mainly driven by the introduction of the
relevance assessment

* Inthe final weeks of June 2017, RPQR normalized as most of
our advertisers optimized their website and bidding strategy in
response to the relevance assessment

* ROAS increased, mainly driven by an improvement in brand
marketing performance

29
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Guidance for 2017

A

Total Revenue expected to
grow around 50%

-h-ivago 1. Adjusted EBITDA is only adjusted for share-based compensation

Adjusted EBITDA!
margin expected to slightly increase vs.
2016

31
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Consolidated Financials H1 2017, trivago N.V.

(in €k) H12017 H12016  Abs Avs.H1'16 Avs.H1'16
Referral revenue 559,327 335,084 224,243 66.9%
Other revenue 6,652 3,256 3,396 104.3%
Total revenue 565,980 338,340 227,640 67.3%
Costofrevenue (2,509) (2,097) (412) 19.6%
% of Total revenue (0.4%) (0.6%)
Selling and marketing (506,780) (312,651) (194,129) 62.1%
% of Total revenue (89.5%) (92.4%)
Technology and content (24,699) (30,510) 5811 (19.0%)
% of Total revenue (4.4%) (9.0%)
General and administrative (20,071) (34,003) 13,932 (41.0%)
% of Total revenue (3.5%) (10.0%)
Amortization of intangible assets (2,386) (8,803) 6,417 (72.9%)
% of Total revenue (0.4%) (2.6%)
Netinterestand other expenses (241) 102 (343) n.m.
% of Total revenue (0.0%) 0.0%
Income taxes (5,021) (354) (4,667) n.m.
% of Total revenue (0.9%) (0.1%)
Net income (loss) 4,273 (49,976) 54,249 108.6%
% of Total revenue 0.8% (14.8%)
Netincome (loss) attributable to noncontrolling interest (1,315) 251 (1,566) n.m.
% of Total revenue (0.2%) 0.1%
Netincome (loss) atributable to trivago N.V. 2,958 (49,725) 52,683 105.9%
% of Total revenue 0.5% (14.7%)

Source: unaudited US GAAP financials

trivago

Comments

e Overviewof P&L under US GAAP

*  See next page for a detailed discussion of business development




Consolidated Financial Information H1 2017, trivago N.V.

Referral revenue 559,327 335,084 224,243 66.9%
Other revenue 6,652 3,256 3,396 104.3%
Costof revenue excl. SBC (2,457) (1,386) (1,071) 77.3%
% of Total revenue (0.4%) (0.4%)
Selling and marketing excl. SBC (504,890) (303,169) (201,721) 66.5%
% of Total revenue (89.2%) (89.6%)
Adv.exp excl.SBC (479,065) (286,459) (192,606) 67.2%
% of Total revenue (84.6%) (84.7%)
Other S&Mexcl.SBC (25,824) (16,709) (9,115) 54.6%
% of Total revenue (4.6%) (4.9%)
Technology and content excl. SBC (22,659) (15,718) (6,941) 44.2%
% of Total revenue (4.0%) (4.5%)
General and administrative excl. SBC (16,638) (10,154) (6,484) 63.9% e
% of Total revenue (2.9%) (3.0%)
Depreciation add-back 3,130 2,070 1,060 51.2%
% of Total revenue 0.6% 0.6%
Adj. EBITDA 22,466 9,984 12,482 125.0%
% of Total revenue 4.0% 3.0%
Share-based compensation (SBC) (7,415) (48,835) 41,420 (84.8%)
% of Total revenue (1.3%) (14.4%)
% of Total revenue 2.7% (11.5%)
D&A (5,516) (10,873) 5,357 (49.3%)
% of Total revenue (1.0%) (3.2%)
Netinterest and other expenses (241) 102 (343) nm.
% of Total revenue (0.0%) 0.0%
Income taxes (5,021) (354) (4,667) n.m.
% of Total revenue (0.9%) (0.1%)
Net income (loss) 4,273 (49,976) 54,249 108.6%
% of Total revenue 0.8% (14.8%)
Netincome (loss) attributable to noncontrolling interest (1,315) 251 (1,566) n.m.
% of Total revenue (0.2%) 0.1%
Netincome (loss) attributable to trivago N.V. 2,958 (49,725) 52,683 105.9%
% of Total revenue 0.5% (14.7%)

-u-iv Source: unaudited US GAAP financials
ago Note: Several expense items above are adjusted, where indicated, for share-based compensation.

Comments

1)
2)

Growth driven by ongoing international roll-out of Hotel Relations

Increases were primarily driven by higher personnel costs and
professional fees and other. A significant portion of the increase is due
to external advisory expenses

35



Reconciliation of non-GAAP Financial Measures H1 2017, trivago N.V.

(in €m) H12017 H1 2016 Abs A vs. H1'16 A vs.H1'16
Net income (loss) 43 (50.0) 54.2 108.6%
Provision (benefit) for income taxes 5.0 04 4.7 n.m.
Income (loss) before income tax 9.3 (49.6) 58.9 118.7%
Add/(Deduct): Netinterest and other expenses 0.2 (0.1) 0.3 n.m.
Operating Income 9.5 (49.7) 59.3 119.2%
Add: Depreciation & Amortization 55 10.9 (5.4) (49.5%)
EBITDA 151 (38.9) 53.9 138.7%
Share-based compensation (SBC) 74 48.8 (41.4) (84.8%)
Ajusted EBITDA 225 10.0 12,5 125.0%

Provided below are the amounts of share-based compensation excluded from the expense items:

(in €m) H1 2017 H1 2016
Cost of revenue, including related party 0.1 0.7
Selling and marketing 1.9 9.5
Technology and content 2.0 14.8
General and administrative 3.4 23.8
Share-based compensation 7.4 48.8

.u.i Source: unaudited US GAAP financials
VagO Note: Some non-US GAAP measures are adjusted for share-based compensation
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Consolidated Financials Q2 2017, trivago N.V.

(in €k) Q22017 Q22016 Abs A vs.Q1'16 Avs.Q1'16
Referral revenue 295,035 177,098 117,937 66.6%
Other revenue 3,300 1,891 1,409 74.5%
Total revenue 298,336 178,989 119,346 66.7%
Costofrevenue (1,411) (1,382) (29) 2.1%
% of Total revenue (0.5%) (0.8%)
Selling and marketing (275,325) (172,539) (102,786) 59.6%
% of Total revenue (92.3%) (96.4%)
Technology and content (12,984) (22,870) 9,886 (43.2%)
% of Total revenue (4.4%) (12.8%)
General and administrative (11,202) (29,663) 18,461 (62.2%)
% of Total revenue (3.8%) (16.6%)
Amortization of intangible assets (388) (2,527) 2,139 (84.6%)
% of Total revenue (0.1%) (1.4%)
Netinterestand other expenses (92) 93 (185) 198.9%
% of Total revenue (0.0%) 0.1%
Income taxes (319) 31 (350) n.m.
% of Total revenue (0.1%) 0.0%
Net income (loss) (3,385) (49,868) 46,483 93.2%
% of Total revenue (1.1%) (27.9%)
Netincome (loss) attributable to noncontrolling interest 1,108 160 948 n.m.
% of Total revenue 0.4% 0.1%
Netincome (loss) attributable to trivago N.V. (2,277) (49,708) 47,431 95.4%
% of Total revenue (0.8%) (27.8%)

Source: unaudited US GAAP financials

trivago

Comments

*  Overview of P&L under US GAAP
*  See next page for a detailed discussion of business development
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Consolidated Financial Information Q2 2017, trivago N.V.

Referral revenue
Other revenue

295,035 177,098
3,300 1,891

Total revenue 298,336 178,989 119,347 66.7%

Costof revenue excl. SBC (1,372) (675)
% of Total revenue (0.5%) (0.4%)
Selling and marketing excl. SBC (274,414) (163,254)
% of Total revenue (92.0%) (91.2%)
Adv.exp excl.SBC (260,112) (154,368)
% of Total revenue (87.2%) (86.2%)
Other S&Mexcl.SBC (14,302) (8,885)
% of Total revenue (4.8%) (5.0%)
Technology and content excl. SBC (11,948) (8,059)
% of Total revenue (4.0%) (4.5%)
General and administrative excl. SBC (9,077) (5,821)
% of Total revenue (3.0%) (3.3%)
Depreciation add-back 1,655 1,118
% of Total revenue 0.6% 0.6%
Adj. EBITDA 3,180 2,300
% of Total revenue 1.1% 1.3%
Share-based compensation (SBC) (4,111) (48,646)
% of Total revenue (1.4%) (27.2%)
EBITDA (931) (46,345)
% of Total revenue (0.3%) (25.9%)
D&A (2,043) (3,646)
% of Total revenue (0.7%) (2.0%)
Netinterest and other expenses (92) 93
% of Total revenue (0.0%) 0.1%
Income taxes 319 (31)
% of Total revenue 0.1% (0.0%)
Net income (loss) (3,385) (49,868)
% of Total revenue (1.1%) (27.9%)
Netincome (loss) attributable to noncontrolling interest 1,108 160
% of Total revenue 0.4% 0.1%
Netincome (loss) attributable to trivago N.V. (2,277) (49,708)
% of Total revenue (0.8%) (27.8%)

trivago

Source: unaudited US GAAP financials

117,937 66.6%
1,409 74.5%
(697) 103.3%
(111,160) 68.1%
(105,744) 68.5%
(5.417) 61.0%
(3,889) 48.3%
(3,256) 55.9% e
537 48.0%
880 38.2%
44,535 (91.5%)
45,414 98.0%
1,603 (44.0%)
(185) 198.9%
350 n.m.
46,483 93.2%
948 n.m.
47,431 95.4%

Note: Several expense items above are adjusted, where indicated, for share-based compensation.

Comments

Growth driven by ongoing international roll-out of Hotel Relations

Increases were primarily driven by higher personnel costs and
professional fees and other. A significant portion of the increase is due
to external advisory expenses
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Reconciliation of non-GAAP Financial Measures Q2 2017, trivago N.V.

Q2 2017 Q2 2016 Abs A vs. Q2'16 Avs.Q2'16
Net income (loss) 93.2%
Provision (benefit) forincome taxes 0.3 (0.0) 0.3 n.m.
Income (loss) before income tax (3.1) (49.9) 46.8 93.9%
Add/(Deduct): Netinterest and other expenses 0.1 (0.1) 0.2 198.9%
Operating Income (3.0) (50.0) 47.0 94.1%
Add: Depreciation & Amortization 2.1 3.6 (1.5) (41.2%)
EBITDA (0.9) (46.3) 454 98.0%
Share-based compensation (SBC) 4.1 48.6 (44.5) (91.5%)
Ajusted EBITDA 3.2 23 0.9 38.2%

Provided below are the amounts of share-based compensation excluded from the expense items:

(in €m) Q2 2017 Q2 2016
Costof revenue, including related party 0.0 0.7
Selling and marketing 0.9 9.3
Technology and content 1.0 14.8
General and administrative 2.1 23.8
Share-based compensation 4.1 48.6

'h'ivago Source: unaudited US GAAP financials
Note: Some non-US GAAP measures are adjusted for share-based compensation



Consolidated Statement of Cash Flows H1 2017, trivago N.V.

(in €k)
Net Income (loss)

Adjustments to reconcile netincome to net cash used:

Depreciation

Amortization of intangible assets
Share-based compensation

Deferred income taxes

Foreign exchange (gain) loss

Bad debt (recovery) expense

Non-cash charge, contribution from parent
Changes in operating assets and liabilities
Restricted cash

Accounts receivable, including related party
Prepaid expense and other assets
Accounts payable

Accrued expenses and other liabilities
Deferred revenue

Taxes payable/receivable, net

Capital expenditures

Payments of initial public offering costs
Dividends paid to NCI

Payments on credit facility

Taxes paid for shares withheld

Effect of exchange rate changes on cash
Net decrease in cash and cash equivalents

Cash and cash equivalents at beginning of the period
Cash and cash equivalents at end of the period

t‘ivago Source: unaudited US GAAP financials

H1 2017
4,273

3,130
2,386
7415

(933)
134
112

(1,473)

(89,988)

(2,643)
66,529
3,536
2,627
2,796

(5,537)

(4,038)
(158)

(627)

(12,459)
227,298
214,839

H1 2016
(49,976)

2,069
8,803
48,835

(2,293)

(229)
837
1,708

(95)

(35,147)

(1,313)
32,936
374
941
2,219

(4,785)

(10,000)

(131)
(5,247)
17,556
12,309

Comments

1)

2)

These amortization costs relate predominantly to intangible assets
recognized by Expedia, Inc. upon the acquisition of a majority stake in
trivago in 2013, which were allocated to trivago

Expedia, Inc.’s exercise resulted in an incremental share-based
compensation charge of €43.7 miillion in the second quarter of 2016
pursuant to liability award treatment

Significant period over period referral revenue (+67%) and advertising
expense (+67%) leading to significant increase in working capital




Consolidated Statement of Cash Flows Q2 2017, trivago N.V.

(in €k)
Net Income (loss)

Adjustments to reconcile netincome to net cash used:

Depreciation

Amortization of intangible assets
Share-based compensation

Deferred income taxes

Foreign exchange (gain) loss

Bad debt (recovery) expense

Non-cash charge, contribution from parent
Changes in operating assets and liabilities
Restricted cash

Accounts receivable, including related party
Prepaid expense and other assets
Accounts payable

Accrued expenses and other liabilities
Deferred revenue

Taxes payable/receivable, net

Capital expenditures
Payments of initial public offering costs
Payments on credit facility

Taxes paid for shares withheld

Effect of exchange rate changes on cash
Net decrease in cash and cash equivalents

Cash and cash equivalents at beginning of Quarter

Cash and cash equivalents at end of Quarter

t‘ivago Source: unaudited US GAAP financials

Q2 2017

(3,385)

1,655
388
4,111
245
58

83

(1473)
(28,061)
(3,675)
30,844
2,252
158
(1,112)

(3.179)

(606)
(1,697)

216,536
214,839

Q2 2016
(49,868)

1,118

2,527 a
48,646
(834)
(176)
982
914

(75)
(3,558) 0

379
13,166

732

695

658

(1,977)

(10,000)

21
3,351
8,958

12,309

Comments

1) These amortization costs relate predominantly to intangible assets
recognized by Expedia, Inc. upon the acquisition of a majority stake in
trivago in 2013, which were allocated to trivago

2) Expedia, Inc.’s exercise resulted in an incremental share-based
compensation charge of €43.7 miillion in the second quarter of 2016
pursuant to liability award treatment

3) Significant period over period referral revenue (+67%) and advertising

expense (+69%) leading to significant increase in working capital




Consolidated Balance Sheet H1 2017, trivago N.V.

(in €k) Jun 30, 2017 Dec 31,2016

Cash and cash equivalent 214,839 227,298 o Comments
Restricted cash 2,357 884
Accounts receivable 77,546 36,658 1) Fluctuations in cash balances resulted from fluctuations in working
Accounts receivable, related party 65,682 16,505 e capital related seasonal changes
Prepaid expenses and other current assets 14,099 11,529
2) Total accounts receivables increased by 169% fromyear end 2016
Property and equipment, net 72,911 46,862 9‘ mainly driven by:
Other long-term assets 983 955 i. a standardization of related party payment terms, which
Intangible assets, net 178721 176,052 delayed ourreceipt of related party revenue until after
Goodwill 490,466 490,503
Total Assets 1,112,604 1,007,246 month-end close
i. strongrevenue growth of €129.1 million, or76%, in the
Accounts payable 107,437 39,965 O second quarterof 2017 compared to the fourth quarter of
Income taxes payable 6,229 3,433 2016
2::{:;2"‘3’9"::::5 — 1;;22 1;22 i. seasonalfluctuationsin the demandforourservices, in
a : : particular as a result of seasonally lower patterns in travel
bookings during the holiday season such as fourth quarter
Deferred income taxes 52,223 53,156 e__ of2016
Other long-term liablilities 61,994 38,565 3) Increased PPE and other long-term liabilities is primarily due to the
Redeemable noncontrolling interests 373 351 capitalization of capital lease obligation during the construction period
of the new campus building
Class Acommon stock 1,815 1,802
Class B common stock 125,405 125,405 4) Accounts payable increased by 169% to€107million due to the
Reserves 589,962 584,667 seasonal ramp up of marketing investments
Contribution from parent 122,200 122,200
Accumulated other comprehensive income (13) 21
Retained earnings (accumulated deficit) (176,879) (179,837)
Noncontrolling interest 201,185 199,813

Total Liabilities and Members' Equity 1,112,604 1,007,246

t‘ivago Source: unaudited US GAAP financials



