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1. Introduction

In this board report, the terms “we,” “us,” the “company,” or “trivago,” or similar terms shall mean trivago N.V.
and, as the context requires, its subsidiaries. References to "Expedia Group" mean our majority shareholder,
Expedia Group, Inc., together with its subsidiaries. References to our "Founders" mean Rolf Schromgens, Peter
Vinnemeier and Malte Siewert, collectively.

Unless otherwise specified, all monetary amounts are in euros. All references in this annual report to “$,” “US$,”
“U.S.$,” “U.S. dollars,” “dollars” and “USD” mean U.S. dollars, and all references to “€” and “euros,” mean euros,
unless otherwise noted.

1.1. Preparation

This annual report has been prepared by trivago's management and has been approved by trivago's
management board (the "management board") and trivago's supervisory board (the "supervisory board"). It
contains (i) the Dutch statutory board report pursuant to Section 2:391 of the Dutch Civil Code ("DCC"), (ii)
trivago's Dutch statutory annual accounts as defined in Section 2:361(1) DCC and (iii) the information to be
added pursuant to Section 2:392 DCC (to the extent relevant). The financial statements included in sections 9
and 10 of this board report have been prepared in accordance with the International Financial Reporting
Standards, as adopted by the European Commission ("EU IFRS") and Part 9 of Book 2 of the DCC. The report
of trivago's independent auditor, Ernst & Young Accountants LLP, is included in section 12. The Dutch Corporate
Governance Code ("DCGC") recommends that the report includes separate reports from the management board
and the supervisory board. The annual report does not include a separate supervisory board report but the board
report includes the information that is required to be included in a supervisory board report.

1.2. Special note regarding forward-looking statements

This board report contains forward-looking statements, that are based on our management’s beliefs and
assumptions and on information currently available to our management. All statements other than present and
historical facts and conditions contained in this annual report, including statements regarding our future results of
operations and financial positions, business strategy, plans and our objectives for future operations, are forward-

looking statements. When used in this annual report, the words “aim,” “anticipate,” “assume,” “believe,”
“contemplate,” “continue,” “could,” “due,” “estimate,” “expect,” “goal,” “intend,” “may,” “objective,” “plan,” “predict,”
“potential,” “positioned,” “seek,” “should,” “target,” “will,” “would,” and other similar expressions that are

predictions of or indicate future events and future trends, or the negative of these terms or other comparable
terminology identify forward-looking statements. Forward-looking statements include, but are not limited to,
statements about:

» the continued material adverse effect of the COVID-19 pandemic on the global and local economy, the
travel industry and our business and financial performance;

* any acceleration of long-term changes to consumer behavior and industry structure arising from the
COVID-19 pandemic that may have a significant adverse effect on our business model and our future
competitiveness and profitability and the speed and extent of the recovery across the broader travel
industry;

* any additional impairment of goodwiill;

» our dependence on a relatively small number of advertisers for our revenue and adverse impacts that
could result from their reduced spending or changes in their cost-per-click, or CPC, bidding strategy;

» factors that contribute to our period-over-period volatility in our financial condition and result of
operations;

» our dependence on general economic conditions and adverse impacts that could result from declines in
travel or discretionary spending;

» the effectiveness of our Advertising Spend, including as a result of increased competition or inadequate
or ineffective innovation in or execution of our advertising;

* our ability to implement our strategic initiatives;

* increasing competition in our industry;

» our ability to innovate and provide tools and services that are useful to our users and advertisers;
* our dependence on relationships with third parties to provide us with content;

» our reliance on search engines, particularly Google, which promote its own product and services that
competes directly with our accommodation search and may negatively impact our business, financial
performance and prospects;
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* changes to and our compliance with applicable laws, rules and regulations;

» the impact of any legal and regulatory proceedings to which we are or may become subject;

» potential disruptions in the operation of our systems, security breaches and data protection; and
* impacts from our operating globally.

You should refer to the section 4.2 of this board report for a discussion of important risk factors that may cause
our actual results to differ materially from those expressed or implied by our forward-looking statements. As a
result of these factors, we cannot assure you that the forward-looking statements in this board report will prove
to be accurate. Furthermore, if our forward-looking statements prove to be inaccurate, the inaccuracy may be
material. In light of the significant uncertainties in these forward-looking statements, you should not regard these
statements as a representation or warranty by us or any other person that we will achieve our objectives and
plans in any specified time frame or at all. We undertake no obligation to publicly update any forward-looking
statements, whether as a result of new information, future events or otherwise, except as required by law.

You should read this board report and the documents that we reference in this annual report completely and with
the understanding that our actual future results may be materially different from what we expect. We qualify all of
our forward-looking statements by these cautionary statements.

2. Company and Business Overview

2.1. History and development of the Company

We were incorporated on November 7, 2016 as travel B.V., a private company with limited liability (besloten
vennootschap met beperkte aansprakelijkheid) under Dutch law. On December 16, 2016, we completed our
initial public offfering, or IPO, on the Nasdaq Stock Exchange. In connection with our IPO, we converted into a
public company with limited liability (naamloze vennootschap) under Dutch law pursuant to a deed of
amendment and conversion and changed our legal name to trivago N.V. On September 7, 2017, we
consummated the cross-border merger of trivago GmbH into and with trivago N.V.

We are registered with the Trade Register of the Chamber of Commerce in the Netherlands (Kamer van
Koophandel) under number 67222927. Our corporate seat is in Amsterdam, the Netherlands, and our registered
office is at Kesselstralle 5 - 7, 40221 Disseldorf, Germany (under number HRB 79986). Our telephone number
is +49-211-3876840000.

As of December 31, 2020, we had 834 employees (prior year: 1,247 employees).

2.2. Organizational structure

The following chart depicts our corporate structure and percentages of economic interest as of the date hereof
based on the number of shares outstanding as of December 31, 2020:
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Expedia Lodging Partner

Free Float 5 "
Services S.a.r.l.

59.0%
{Class B Shares)*

25.2%
{Class B Shares)*

trivago N.V.

15.8%
{Class A Shares)*

* The holders of our Class B shares are entitled to ten votes per share, and holders of our Class A shares are entitled to one vote per share.
For more information about the voting rights of our Class A and Class B shares. Each Class B share is convertible into one Class A share at
any time by the holder thereof, while Class A shares are not convertible into Class B shares under any circumstances. On June 2, 2020, Mr.
Vinnemeier entered into a Rule 10b5-1 sales plan with a broker to sell 3,500,000 American Depositary Shares, or ADSs. The chart above
assumes Mr. Vinnemeier has sold all ADSs that are the subject of the trading plan, which was scheduled to remain in effect until March 31,
2021.

trivago N.V. is the direct or indirect holding company of our subsidiaries.

2.3. Property, plant and equipment

In June 2018, we moved into our new headquarters located in Dusseldorf's media harbor. The building
comprises 26,107 square meters of office space and has been certified with LEED core & shell Gold -
representing a state-of-the-art workplace for trivago. The lease provides for a fixed ten-year term plus two
renewal options, each for a term of five years. trivago N.V. is the sole tenant of the building, and it has been built
to our specifications.

As a result of recent negotiations of our lease contract for the campus in Disseldorf, Germany, we signed an
amendment to the contract, which became effective in January 2021. The agreement includes the return of
unused office spaces and a corresponding reduction of rent, as well as the sale of certain fixed assets related to
the space to the landlord.

We have additional 2,951 square meters of leased office space in Germany and 381 square meters of leased
office space in Spain.

(&)}



2.4. Business Overview

2.4.1. Overview

trivago is a global accommodation search platform. We are focused on reshaping the way travelers search for
and compare different types of accommodations, such as hotels, vacation rentals and private apartments, while
enabling our advertisers to grow their businesses by providing them with access to a broad audience of travelers
via our websites and apps. Our platform allows travelers to make informed decisions by personalizing their
search for accommodation and providing them with access to a deep supply of relevant information and prices.
In the year ended December 31, 2020, we had 240.6 million Qualified Referrals and, as of that date, offered
access to more than 5.0 million hotels and other types of accommodation, including 3.8 million units of
alternative accommodation such as vacation rentals and private apartments, in over 190 countries.

We believe that the number of travelers accessing our websites and apps makes us an important and scalable
marketing channel for our advertisers, which include online travel agencies, or OTAs, hotel chains, independent
hotels and providers of alternative accommodation. Additionally, our ability to refine user intent through our
search function allows us to provide advertisers with transaction-ready referrals. Recognizing that advertisers on
our marketplace have varying objectives and varying levels of marketing resources and experience, we provide
a range of services to enable advertisers to improve their performance on our marketplace.

Our hotel and accommodation search platform can be accessed globally via 54 localized websites and apps
available in 32 languages. Users can search our platform on desktop and mobile devices, and benefit from a
familiar user interface, resulting in a consistent user experience. In the year ended December 31, 2020, our
revenue share from mobile websites and apps continued to exceed 60%.

In the year ended December 31, 2020, we generated revenue of €248.9 million and a net loss of €39.4 million.

2.4.2. trivago's search platform

Our accommodation search platform forms the core of our user experience. As we provide a search website,
users do not book directly on our platform. When they click on an offer for a hotel room or other accommodation
at a certain price, they are referred to our advertisers’ websites where they can complete their booking. We
maintain one of the largest searchable databases of accommodations in the world. As of December 31, 2020,
our database included more than 5.0 million (2019: 4.5 million) hotels and other types of accommodations,
gathered through OTAs, hotel chains, independent hotels and providers of alternative accommodations. As of
December 31, 2020, we offered access on our search platform to more than 3.8 million (2019: 3.3 million) units
of alternative accommodation, such as vacation rentals and private apartments.

Our users initially search via a text-based search function, which supports searches across a broad range of
criteria. The search results show a user an accommodation listing page. For hotels, the page contains
aggregated information, including:

*  Accommodation information: We display information that we believe is relevant to the user, such as the
name, pictures, amenities, star rating and distance to selected location;

» trivago ratings index: We aggregate millions of ratings globally. We produce a score for each property,
which is updated daily to render relevant and valuable insights for our users while saving them time
when searching for the ideal hotel or other accommodation. The rating is a single, easy-to-use score out
of ten;

*  Reviews: We provide reviews from third parties in a clear and concise format; and

*  Price comparison: We prominently display a suggested advertised deal for each hotel or other
accommodation, while also listing additional available offers from our advertisers in a list format,
including room types, amenities and payment options. To learn more about how we determine the
prominence given to offers and their placement in our search results, see 2.4.5. Marketplace below.

Our products are accessible anytime and anywhere, online and on mobile devices. We provide our services
through mobile websites and apps. m.trivago.com (or its localized versions) is our mobile-optimized website
available on mobile device browsers, and our full-featured native mobile app is available on iPhone, iPad,
Android Phone and Android Tablet.

2.4.2.1. Product changes in 2020

During 2020, we added a variety of new features to our existing trivago core product, including enhancements to
how we display results, new price comparison features, filtering enhancements, and other visual display
improvements. We also launched the first version of our new "Discover" product, designed to promote local
travel searches, providing users with inspiration to travel to nearby destinations. In 2020, we also began to offer
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our advertisers the ability to promote their brands through display-based advertising placements and sponsored
listings on our websites. For more information on sponsored listings, see 2.4.5. Marketplace below.

2.4.3. Marketing

Through test-driven marketing operations, we have positioned our brand as a key part of the process for
travelers in finding their ideal hotel or other accommodation. We focus the efforts of our marketing teams and
Advertising Spend towards building effective and efficient messaging for a broad audience. We believe that
building and maintaining our brand and clearly articulating our role in travelers' hotel or other accommodation
discovery journey will continue to drive both travelers and advertisers to our platform to connect in a mutually
beneficial way.

Our application of data-led improvement and innovation also informs our marketing strategy, which we believe
enables us to become increasingly more effective with our marketing spend. We have built tools that capture
data and calculate our return on many elements of our brand and performance marketing measures.

2.4.3.1. Brand marketing

To grow brand awareness and increase the likelihood that users will visit our websites and use our apps, we
invest in brand marketing globally across a broad range of media channels, including TV marketing and online
video advertising.

The amount and nature of our Advertising Spend varies across our geographic markets, depending on multiple
factors including the emphasis we wish to place on profitability versus traffic growth, cost efficiency, marginal
effectiveness of our Advertising Spend, local media dynamics, the size of the market and our existing brand
presence in that market.

We also generate travel content as a means of engaging with travelers, which is distributed online via social
media, our online magazine and email.

2.4.3.2. Performance marketing

We market our services and directly acquire traffic for our websites by purchasing travel and hotel-related
keywords from general search engines and through advertisements on other online marketing channels. These
activities include advertisements through search engines, such as Bing, Google, Naver and Yahoo! and through
display advertising campaigns on advertising networks, affiliate websites and social media sites. Mobile app
marketing remains important given the high usage of that device type.

2.4.3.3. Allocation of marketing spend

We take a data-driven, testing-based approach to making decisions about allocating marketing spend, where we
use tools, processes and algorithms, many of which are proprietary, to measure and optimize performance end-
to-end, starting with the pretesting of the creative concept and ending with the optimization of media spend. We
continue to develop the methodologies we use to inform decisions about how much we spend on each marketing
channel. We look at a range of metrics including behavior on the trivago website as well as subsequent booking
behavior with our partners to determine the optimal mix of spend.

2.4.4. Sales

Our sales team seeks to provide tailored advice to each of our existing and prospective OTAs, providers of
alternative accommodation, hotel chains and independent hotel advertisers. We have dedicated sales teams that
manage the process of onboarding advertisers, maintain ongoing relationships with advertisers, work with
advertisers to help them optimize their outcomes from the trivago platform and provide guidance on additional
tools and features that could further enhance advertisers’ experience. We aim to remain in close dialogue with
OTAs and hotel chains to better understand each advertiser’s specific needs and objectives in order to offer
optimal solutions through our marketplace.

Relationship building with smaller advertisers, including some independent hotels, differs from those with OTAs
and sophisticated hotel chains as they are often less familiar with CPC bidding models and online advertising
more broadly. This typically ensures a longer sales cycle where the starting point can be building awareness of
the relevance of our marketplace or articulating the opportunities that our platform offers. It often requires
onboarding by encouraging the optimization of such advertisers' information and profiles on our site, offering
products to further enhance their profiles, and encouragement to start running a CPC or CPA campaign directly
on our marketplace. This often multi-stage process requires our sales team to develop close relationships with
each accommodation provider.
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2.4.4.1. Marketing tools and services for advertisers

We offer our advertisers a suite of marketing tools to help promote their listings on our platform and drive traffic
to their websites. Our tools and services, including the subscription-based trivago Business Studio Pro Apps
Package, provide tailored solutions for OTAs, hotel chains and independent hotel advertisers to help them
manage their presence on our marketplace and steer their investments according to their budget and traffic
needs.

2.4.5. Marketplace

We design our algorithm to showcase the hotel room and other accommodation rate offers that we believe will
be of most interest to our users, emphasizing those offers that are more likely to be clicked and ultimately
booked on our advertisers' websites. We prominently display a suggested deal for each hotel, which is
determined based on our algorithm as described below, while also listing additional offers made available to us
from our advertisers in a list format.

We consider the completion of hotel and other accommodation bookings, which we refer to as conversion, to be
a key indicator of user satisfaction on our website. At the core of our ability to match our users’ searches with
large numbers of hotel and other accommodation offers is our auction platform, which we call our marketplace.
With our marketplace, we provide advertisers a competitive forum to access user traffic by facilitating a vast
quantity of auctions on any particular day.

2.4.5.1. CPC Bidding Model

Our advertisers continue to participate in our marketplace primarily through CPC, or cost-per-click, bidding.
Advertisers that use this method submit CPC bids for each user click on an advertised rate for a hotel. By
clicking on a given rate, an individual user is referred to that advertiser’s website where the user can complete
the booking. Advertisers can submit and adjust CPC bids on our marketplace frequently - as often as daily - on a
property-by-property and market-by-market basis and provide us with information on hotel room and other
accommodation rates and availability on a near-real time basis. With "bid modifiers", advertisers can adjust their
bids for referrals according to a variety of dimensions, including time-to-travel and length-of-stay.

In 2020, we also began to offer our advertisers the opportunity to advertise and promote their business through
hotel/accommodation sponsored placements on our websites. This service is generally also priced on a CPC
basis, and guarantees that advertiser placement in a pre-selected slot at the top of our search results.

2.4.5.2. Cost-per-acquisition model

In response to the changing market environment in 2020, we began to offer our advertisers the opportunity to
participate in our marketplace on a CPA, or cost-per-acquisition, basis, whereby an advertiser pays us a
percentage of the booking revenues that ultimately result from a referral. The CPA model enables our advertisers
to be charged only in the event a user ultimately completes a booking and allows advertisers to reduce their risk
as they only pay when an actual booking takes place. Advertisers may set multiple CPA campaigns in a given
market, and update CPA inputs for each campaign frequently. When an advertiser opts to participate in our
marketplace on a CPA basis, we calculate a CPC bid-equivalent based on potential booking value and
conversion and the CPA inputs. This equivalent is then used for the purpose of the ranking and sorting algorithm
described below.

2.4.5.3. Ranking and sorting algorithm

In determining the prominence given to offers and their placement in our search results, including in comparison
search results for a given location and on detail pages for a given property, our proprietary algorithm considers a
number of factors in a dynamic, self-learning process. These include (but are not limited to) the advertiser’s
offered rate for the hotel room or other accommodation, the likelihood the offer will match the user’s
accommodation search criteria, data we have collected on likely booking conversion and the CPC bids submitted
by our advertisers (or CPC equivalent, as the case may be).

CPC levels play an important role in determining the prominence given to offers and their placement in our
search results. Advertisers can analyze the number of referrals obtained from their advertisements on our
marketplace and the consequent value generated from a referral based on the booking value they receive from
users referred from our site to determine the amount they are willing to pay. Generally, the higher the potential
booking value or conversion generated by a Qualified Referral and the more competitive the bidding, the more
an advertiser is willing to bid for an accommodation advertisement on our marketplace. This means that the
levels of advertisers’ CPC bids generally reflect their view of the likelihood that each click on an offer will result in
a booking by a user. We exclude from our marketplace auction offers where the CPC has been set to a de
minimis level, as this typically denotes room inventory that the advertiser has for some period of time withdrawn
from its active inventory on trivago.
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By managing their CPC bids, their CPA campaigns and hotel room and other accommodation rates submitted on
our marketplace, our advertisers can influence their own returns on investment and the volumes of referral traffic
we generate for them. We believe that by providing services to help our advertisers, we can increase competition
and create a more level playing field for our advertisers. By doing this, we aim to mitigate competitive
disadvantages for smaller advertisers on our marketplace and to deliver more choice for our users.

2.4.6. Our strategy

Our mission is "to be your companion to experience our world." We seek to enable people to navigate the world
of travel and experiences through products that make the vast number of available options accessible and
comparable for our users and offer inspiration. To fulfill our mission and successfully support our customers and
partners, our strategy is focused on continuous improvement of our existing products, as well as enhancing our
value proposition to serve our customers across a broader spectrum of their travel and leisure needs.

Our core travel search product is tailored towards users that have a very specific trip or experience in mind and
are searching for the best way to fulfill their needs. With a comprehensive coverage of accommodation options
across markets, accommodation categories and rate options, we strive to continue to serve a key need of our
users and believe this ability has built our position as a leading global accommodation search platform. We
intend to enhance our core offering while assessing which complementary search services are beneficial to our
users to help improve their overall search experience.

More recent product developments are focused on users who want to travel but are in need of inspiration as to
where and when to travel. We have started to develop a product that offers inspiration for local travel and will
continue to expand our offering to inspire our users to experience the world.

2.4.7. Our customers
Customers that pay to advertise on trivago include:
* OTAs, including large international players, as well as smaller, regional and local OTAs;
* Hotel chains, including large multi-national hotel chains and smaller regional chains;
* Individual hotels;
* Providers of alternative accommodation, such as vacation rental or private apartments; and
* Industry participants, including metasearch and content providers.

We generate the large majority of our Referral Revenue from OTAs. Certain brands affiliated as of the date
hereof with our majority shareholder, Expedia Group, including Brand Expedia, Hotels.com, Orbitz, Travelocity,
Hotwire, Wotif, Vrbo and ebookers, in the aggregate, accounted for 28% of our Referral Revenue for the year
ended December 31, 2020. Booking Holdings and its affiliated brands, including Booking.com, Agoda and
priceline.com, accounted for 46% of our Referral Revenue for the year ended December 31, 2020.

Nearly all of our agreements with advertisers, including our agreements with our largest advertisers, may be
terminated at will or upon three to seven days’ prior notice by either party. For more information on risks related
to the concentration of our revenue and our relationship with our largest advertisers, see 4.2. Risk factors.

2.4.8. Competition

We compete with other advertising channels for hotel advertisers’ marketing spend. These include traditional
offline media and online marketing channels. In terms of user traffic, we compete on the basis of the quality of
referrals, CPC rates and advertisers’ implied return on investment. While we compete with OTAs, hotel chains
and independent hotels for user traffic, these parties also represent the key contributors to our revenue and
supply of hotels and other accommodation.

2.4.8.1. Competition for users

We compete to attract users to our websites and apps to help them research and find hotels and other
accommodation. Given our position at the top of the online search funnel, many companies we compete with are
also our customers.

Our principal competitors for users include:
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* Online metasearch and review websites, such as Google Hotel Ads, Kayak, Qunar, and TripAdvisor;

» Search engines, such as Bing, Google, Naver and Yahoo!;

* Independent hotels and hotel chains, such as Accor, Hilton and Marriott;
* OTAs, such as Booking.com, Ctrip and Brand Expedia; and

» Alternative accommodation providers, such as Airbnb and Vrbo.

2.4.8.2. Competition for advertisers

We compete with other advertising channels for hotel advertisers’ marketing spend. These include traditional
offline media and online marketing channels. In terms of user traffic, we compete on the basis of the quality of
referrals, CPC rates and advertisers’ implied return on investment.

Our principal competitors for advertisers’ marketing spend include:
* Print media, such as local newspapers and magazines;

*  Other traditional media, such as TV and radio;

» Search engines, such as Bing, Google, Naver and Yahoo!;

*  Online metasearch and review websites, such as Kayak, Qunar, TripAdvisor and Google Hotel Ads;
»  Social networking services, such as Facebook and Twitter;

»  Websites offering display advertising;

*  Email marketing software and tools;

¢ Online video channels, such as YouTube; and

*  Mobile app marketing.

2.4.9. Our employees and culture

We believe that our entrepreneurial corporate culture is a key ingredient to our success. It has been designed to
reflect the fast-moving technology space in which we operate, as well as our determination to remain pioneers in
our field. Our employees operate as entrepreneurs in their areas of responsibility, continuously striving for
innovation and improvement. We encourage our employees to take on new challenges within the company
regularly to broaden their perspective, accelerate their learning, ensure a high level of motivation and foster
communication. Cultural fit is a key part of our recruiting process, as we seek to hire individuals comfortable
working in a flat organizational structure that rewards those who take initiative and continuously seek to
understand and learn, take risks and innovate. We regard failure as an opportunity to learn and improve
approaches going forward.

Internally, we distill our values into six core qualities:

»  Trust: We want to build an environment in which mutual trust can develop to give us the comfort and
safety to discuss matters openly and to act freely.

* Authenticity: We aim to be authentic by staying true to ourselves and welcoming discussion and
controversy as we believe that there is no progress without friction.

»  Entrepreneurial Passion: We aim to be passionate drivers of change, motivated to question the status
quo - for both the organization and ourselves. We believe intrinsic motivation empowers us to take on
ownership, to take appropriate risks and to be confident to make decisions.

*  Power of Proof: We believe empirical data enables us to make sensible decisions. We want to explore
and understand the driving forces behind why our projects succeed or fail.

* Unwavering Focus: We are focused on providing our users with an amazing, five-star experience. We
aim to set our priorities based on the added value we believe is generated for trivago. We believe that
multiple small, incremental improvements towards this goal add up to long-term success.

* Fanatic Learning: We aim to improve our competitive position by reacting quickly to findings based on
our collective experiences, successes and failures. We strongly believe that power comes from sharing
knowledge, not from keeping it to ourselves. We are open to continuously changing our beliefs and
processes based on changing evidence. We see change as an opportunity to improve.

We consider these values as the foundations of our corporate culture and encourage our employees through
regular feedback processes to act and work in accordance with such values.



2.4.10. Seasonality

We experience seasonal fluctuations in the demand for our services as a result of seasonal patterns in travel.
For example, searches and consequently our revenue are generally the highest in the first three quarters as
travelers plan and book their spring, summer and winter holiday travel. Our revenue typically decreases in the
fourth quarter. We generally expect to experience higher Return on Advertising Spend in the first and fourth
quarter of the year as we typically expect to advertise less in the periods outside of high travel seasons.
Seasonal fluctuations affecting our revenue also affect the timing of our cash flows.

We typically invoice once per month, with customary payment terms. Therefore, our cash flow varies seasonally
with a slight delay to our revenue, and is significantly affected by the timing of our Advertising Spend. Changes in
the relative revenue share of our offerings in countries and areas where seasonal travel patterns vary from those
described above may influence the typical trend of our seasonal patterns in the future. It is difficult to forecast the
seasonality for future periods, given the uncertainty related to the duration of the impact from COVID-19 and the
shape and timing of any sustained recovery.

2.4.11. Intellectual property

Our intellectual property, including trademarks, is an important component of our business. We rely on
confidentiality procedures and contractual provisions with suppliers to protect our proprietary technology and our
brands. In addition, we enter into confidentiality and invention assignment agreements with our employees and
consultants.

We have registered domain names for websites that we use in our business, such as www.trivago.com,
www.trivago.de and www.trivago.co.uk. Our registered trademarks include: trivago, "Hotel? trivago,” Room5,
Youzhan, our "WABI" trivago logo and our trivago logo. These trademarks are registered in various jurisdictions.

2.4.12. Government regulation

trivago provides, receives and shares data and information with its users, advertisers and other online
advertising providers and conducts consumer facing marketing activities that are subject to consumer protection
laws in jurisdictions in which we operate, regulating unfair and deceptive practices. For example, the United
States and the European Union, or EU (including at member state level) - but also many other jurisdictions - are
increasingly regulating commercial and other activities on the Internet, including the use of information retrieved
from or transmitted over the Internet, the display, moderation and use of user-generated content, and are
adopting new rules aimed at ensuring user privacy and information security as well as increasingly regulating
online marketing, advertising and promotional activities and communications, including rules regarding
disclosures in relation to the role of algorithms and price display messages in the display practices of platforms.

There are also new or additional rules regarding the taxation of Internet products and services, the quality of
products and services as well as addressing liability for third-party activities. Moreover, the applicability to the
Internet of existing laws addressing issues such as intellectual property ownership and infringement is uncertain
and evolving.

In particular, we are subject to an evolving set of data privacy laws. The EU’s General Data Protection
Regulation 2016/679, or GDPR, has been in effect since May 25, 2018. The GDPR and national GDPR
implementation acts on an EU member state level provide for a number of changes to the EU data protection
regime. The GDPR applies to any company established in the European Union, as well as to those outside the
European Union if they collect and use personal data in connection with the offering of goods or services to
individuals in the European Union or the monitoring of their behavior (for example, trip booking services). The
GDPR enhances data protection obligations for processors and controllers of personal data, including, for
example, expanded disclosures about how personal information is to be used, limitations on retention of
information, mandatory data breach notification requirements and onerous new obligations on services
providers. Non-compliance with the GDPR can trigger steep fines of up to €20 million or 4% of total worldwide
annual turnover, whichever is higher. We may also be exposed to civil litigation including claims for damages and
other adverse consequences. We may incur substantial expense in complying with the obligations imposed by
the GDPR and we may be required to make significant further changes in our business operations and product
and services development, all of which may adversely affect our revenues and our business overall. Further, the
United Kingdom’s exit from the European Union has created uncertainty with regard to the regulation of data
protection in the United Kingdom. In particular, while the Data Protection Act of 2018, which implements and
complements the GDPR achieved Royal Assent on May 23, 2018 is now effective in the United Kingdom
alongside a UK only adaptation of the GDPR which took effect on January 1, 2021, it is still unclear whether
transfer of data from the EU to the United Kingdom will remain lawful under the GDPR without additional
safeguards. We may also incur costs to comply with new requirements and restrictions for data transfers
between the European Union and the United Kingdom based on applicable regulations. Other substantial
markets such as Brazil and California have implemented privacy laws with similar provisions. The United States



could implement a federal privacy law. Australia and New Zealand have or are amending their privacy laws. As a
result of Brexit, the existing privacy laws in the United Kingdom could change. Many other markets are
implementing privacy legislation. This may require relevant financial effort to implement.

In addition, EU laws regulate transfers of EU personal data to third countries, such as the United States, that
have not been found to provide adequate protection to such personal data. A number of our service providers
and hotels operate in such jurisdictions. The laws, rules, and regulations regarding cross-border transfers of
personal data, including laws relating to transfer of personal data outside the EU are rapidly evolving and likely
to remain uncertain for the foreseeable future. Recent legal developments in the EU have created complexity
and uncertainty regarding transfers of personal data from the EU to the United States and other jurisdictions. For
example, on July 16, 2020, the European Court of Justice, or CJEU, invalidated the EU-U.S. Privacy Shield
framework, or Privacy Shield, which provided companies with a mechanism to comply with data protection
requirements when transferring personal data from the EU to the United States. The same decision also cast
doubt on the ability to use one of the primary alternatives to the EU-U.S. Privacy Shield framework, namely, the
European Commission’s Standard Contractual Clauses, to lawfully transfer personal data from Europe to the
United States and most other countries. At present, there are few if any viable alternatives to the Privacy Shield
Frameworks and the Standard Contractual Clauses for the foregoing purposes, which may lead to governmental
enforcement actions, litigation, fines and penalties or adverse publicity which could have an adverse effect on
our reputation and business.

Many governmental authorities in the markets in which we operate are also considering additional and potentially
diverging legislative and regulatory proposals that would increase the level and complexity of regulation on
Internet display, disclosure and advertising activities (for example, the P2B Regulation in the European Union's
New Deal for Consumers, The EU's Data Governance Act, The EU's Digital Markets Act, The EU's Digital
Services Act).

Many governmental authorities in the markets in which we operate are also considering alternative legislative
and regulatory proposals that would increase regulation on Internet display, disclosure and advertising activities.
For example, the EU legislators are preparing a new ePrivacy Regulation which is supposed to amend and
replace the ePrivacy Directive (2002/58/EC) as amended and respective EU member state implementation laws.
This change in the law on an EU level may have significant impact on the legal requirements for electronic
communication including the operation of and user interaction with websites (such as possibly requiring
browsers to block access and use of device data and storage by default) and may require relevant financial effort
to implement the new laws. Whereas it is currently still unclear if and when the proposed ePrivacy Regulation will
enter into effect, European regulators and courts tend to apply the current law more restrictively in a way which
effectively anticipates opt-in requirements under the proposed ePrivacy Regulation. European regulators
increasingly take efforts to enforce their positions.

It is impossible to predict whether further new taxes or regulations will be imposed on our services and whether
or how we might be affected. Increased regulation of the Internet could increase the cost of doing business or
otherwise materially adversely affect our business, financial condition or results of operations. In addition, the
application and interpretation of existing laws and regulations to our business is often uncertain, given the highly
dynamic nature of our business and the sector in which trivago operates.

2.4.13. Technology and infrastructure

2.4.13.1. Data and proprietary algorithms

We process a large amount of information about user traffic and behavior, advertisers and direct connections into
the databases of many of our advertisers. We believe it is central to the success of our business that we
effectively capture and parse this data. To achieve this, we have developed proprietary algorithms that drive key
actions across our platform, including search, listings and bidding tools. We continue to explore new ways to
capture relevant data and feed this into our platform to further enhance the experience for both our users and
advertisers.

2.4.13.2. Infrastructure

We host our platform at three different locations in Germany, the United States and Hong Kong, while also
leveraging cloud-hosted services, which we believe offers us secure and scalable storage and processing power
at manageable incremental expense. While much of the data we receive and capture is not sensitive, our data
centers are compliant with the highest security standards. Where required, our data centers are payment card
industry (PCI) compliant and accordingly, it is our policy to store separately the limited amount of relevant
sensitive data that we do capture. We have designed our websites, apps and infrastructure to be able to support
high-volume demand.



2.4.13.3. Software

We develop our own software employing a rigorous iterative approach. This includes the proprietary algorithm
underlying our search function, internal management tools, data analytics and advertiser tools.

2.4.14. Legal proceedings

From time to time, we may be involved in various claims and legal proceedings relating to claims arising out of
our operations.

A number of regulatory authorities in Europe, Australia, and elsewhere have initiated litigation and/or market
studies, inquiries or investigations relating to online marketplaces and how information is presented to
consumers using those marketplaces, including practices such as search results rankings and algorithms,
discount claims, disclosure of charges and availability and similar messaging. For example, the U.K. Competition
& Markets Authority, or CMA, announced the launch of a consumer law investigation into online hotel booking
sites in the United Kingdom in October 2017. On July 26, 2018, the CMA informed us of its decision to open an
investigation into certain of our display practices in the United Kingdom that the CMA considered may violate
U.K. consumer law. On January 31, 2019, we submitted voluntary undertakings to the CMA to make changes to
certain disclosure and other display practices in the United Kingdom. The undertakings resolved the CMA's
investigation into our practices in the United Kingdom without any admission or finding of liability.

On August 23, 2018, the Australian Competition and Consumer Commission, or ACCC, instituted proceedings in
the Australian Federal Court against us. The ACCC alleged a number of breaches of the Australian Consumer
Law, or ACL, relating to certain advertisements in Australia concerning the hotel prices available on our
Australian site, our Australian strike-through pricing practice and other aspects of the way offers for
accommodation were displayed on our Australian website. The matter went to trial in September 2019 and, on
January 20, 2020, the Australian Federal Court issued a judgment finding that we had engaged in conduct in
breach of the ACL. On March 4, 2020, we filed a notice of appeal at the Australian Federal Court appealing part
of that judgment. On November 4, 2020, the Australian Federal Court dismissed trivago’s appeal. On May 27,
2021, the court scheduled a separate trial regarding penalties and other orders for October 18, 2021, after
vacating the prior June 2021 trial date. Management recorded an estimate of the probable loss in connection
with these proceedings.

In establishing a provision in respect of the ACCC matter, management took into account the information
currently available, including judicial precedents. However, there is considerable uncertainty regarding how the
Australian Federal Court would calculate the penalties that will be ultimately assessed on us. In particular, the
Australian Federal Court determined that we engaged in certain conduct after September 1, 2018 that will result
in the applicability of the new penalty regime under the ACL, which significantly increased the maximum penalty
applicable to parts of our conduct. Only a few cases have been decided so far assessing penalties for
contraventions of the ACL under the new regime. The Australian Federal Court in each case did not allocate the
total penalty imposed between the old and new penalty regime. As a result, an estimate of the reasonable
possible loss or range of loss in excess of the amount reserved cannot be made.

2.4.15. Corporate social responsibility

trivago acknowledges the importance of corporate social responsibility and aims to conduct its business in the
most sustainable manner. In 2020, we committed to create an inclusive workplace. To reflect our growing focus
on diversity and inclusion, we created a position within our human relations function to coordinate our efforts and
we aim at driving these measures in 2021. Furthermore we focused on donating to local communities and
engaging our talents in volunteer activities to support diverse communities in need, including refugees, homeless
and youth. Our work has been implemented through the collaboration with major charity institutions that manage
diverse projects that need support from companies and individuals. We look forward to continue developing our
community engagement activities.



3. Financial Overview

3.1. Selected financial data

The selected consolidated financial data for each of the years ended December 31, 2019 and 2020 have been
derived from our audited consolidated financial statements and notes thereto set forth in section 9 of this annual

report.

The following selected consolidated financial data should be read in conjunction with 3.2. Management's
discussion and analysis of financial condition and results of operations and our consolidated financial statements
and related notes appearing elsewhere in this annual report. Our financial statements included herein are

prepared in accordance with EU IFRS and with Part 9 of Book 2 of the DCC.

(in thousands, except share and per share data)

2019 2020
Consolidated statement of operations:
Sales € 838,617 € 248,921
Cost of sales 9,187 10,171
Gross profit 829,430 238,750
Selling and distribution expenses 663,316 177,563
Technology and content 69,025 62,278
General and administrative expenses 52,567 42,316
Other operating income (expense) 429 210
Operating profit/(loss) 44,093 (43,617)
Finance expense 3,874 3,918
Share of profit/(loss) of an associate 453 (739)
Profit/(loss) before taxes 40,672 (48,274)
Income taxes 20,997 (8,907)
Profit/(loss) for the year 19,675 (39,367)
Weighted average shares of Class A and Class B common stock outstanding - basic 351,991 353,338
Weighted average shares of Class A and Class B common stock outstanding - diluted 357,280 353,338
Earnings per share attributable to Class A and Class B common stockholders - basic € 0.06 € (0.11)
Earnings per share attributable to Class A and Class B common stockholders - diluted € 0.06 € (0.11)

3.1.1. Selected Consolidated Statement of Financial Position Data:

The following table sets forth selected consolidated statement of financial position data as of the dates indicated:

As of December 31,

As of December 31,

(in thousands) 2019 2020
Cash € 218,106 € 208,353
Total assets 452,426 390,700
Total current liabilities 66,192 37,588
Total equity € 290,052 € 266,490




3.1.2. Selected Consolidated Cash Flow Statement Data:
The following table sets forth selected consolidated cash flow statement data for the periods indicated:

Year ended December 31,

(in thousands) 2019 2020
Cash provided by (used in):

Operating activities € 83,190 € 13,290
Investing activities (18,134) (16,147)
Financing activities (8,915) (5,621)

3.2. Management's discussion and analysis of financial condition and results of
operations

3.2.1. Overview

Our total revenue for the years ended December 31, 2019 and 2020 was €838.6 million and €248.9 million,
respectively, representing a decrease of 70%. Our Referral Revenue for the years ended December 31, 2019
and 2020 was €823.6 million and €238.4 million, respectively, representing a decrease of 71%.

The decrease in Referral Revenue was broadly similar across all segments with a year-over-year decrease of
71%, 70% and 73% in Americas, Developed Europe and Rest of World.

Our profit for the year ended December 31, 2019 was €19.7 million, while our loss for the year ended December
31, 2020, was €39.4 million, representing a decrease of €59.0 million from 2019 to 2020.

3.2.2. Key factors affecting our financial condition and results of operations

3.2.2.1. How we earn and monitor revenue

We earn substantially all of our revenue when users of our websites and apps click on hotel offers or
advertisements in our search results and are referred to one of our advertisers. We call this our Referral
Revenue. Each advertiser determines the amount that it wants to pay for each referral by bidding for
advertisements on our marketplace. In the third quarter of 2020, we started to offer our advertisers the option to
participate in our marketplace on a cost-per-acquisition, or CPA, basis and plan to onboard additional advertisers
to CPA billing in 2021. See 2.4.5 Marketplace.

We also earn subscription fees for certain services we provide to advertisers, such as trivago Business Studio
Pro Apps Package, although such subscription fees do not represent a significant portion of our revenue.

Key metrics we use to monitor our revenue include the number of Qualified Referrals we make, the revenue we
earn for each Qualified Referral, or RPQR, and our Return on Advertising Spend, or ROAS.

3.2.2.2. Qualified Referrals

We use the term “referral” to describe each time a visitor to one of our websites or apps clicks on a hotel offer in
our search results and is referred to one of our advertisers. We charge our advertisers for each referral on a
cost-per-click, or CPC, basis.

Since a visitor may generate several referrals on the same day, but typically intends to only make one booking
on a given day, we track and monitor the number of Qualified Referrals from our platform. We define a "Qualified
Referral" as a unique visitor per day that generates at least one referral. For example, if a single visitor clicks on
multiple hotel offers in our search results in a given day, they count as multiple referrals, but as only one
Qualified Referral. While we charge advertisers for every referral, we believe that the Qualified Referral metric is
a helpful proxy for the number of unique visitors to our site with booking intent, which is the type of visitor our
advertisers are interested in and which we believe supports bidding levels in our marketplace.



We believe the primary factors that drive changes in our Qualified Referral levels are the number of visits to our
websites and apps, the booking intent of our visitors, the number of available accommodations on our search
platform, content (the quality and availability of general information, reviews and pictures about the hotels), hotel
room prices (the price of accommodation as well as the number of price sources for each accommodation), hotel
ratings, the user friendliness of our websites and apps and the degree of customization of our search results for
each visitor. In the short term, our Qualified Referral levels are also heavily impacted by changes in our
investment in Advertising Spend, as we rely on advertisements to attract users to our platform. Ultimately, we
aim to increase the number and booking conversion of Qualified Referrals we generate by focusing on making
incremental improvements to each of these parameters. In addition to continuously seeking to expand our
network in hotel advertisers and alternative accommodations, we partner with such hotels or service providers to
improve content, and we constantly test and improve the features of our websites and apps to improve the user
experience, including our interface, site usability and personalization for each visitor.

The following table sets forth the number of Qualified Referrals for our reportable segments for the periods
indicated:

Year ended December 31, % Change
(in millions) (unaudited) 2019 2020 2020 vs 2019
Americas 146.1 70.5 (51.7)%
Developed Europe 195.4 90.9 (53.5)%
Rest of World 180.5 79.2 (56.1)%
Total 522.0 240.6 (53.9)%

3.2.2.3. Revenue per Qualified Referral (RPQR)

We use average Revenue per Qualified Referral, or RPQR, to measure how effectively we convert Qualified
Referrals to revenue. RPQR is calculated as Referral Revenue divided by the total number of Qualified Referrals
in a given period. Alternatively, RPQR can be separated into its price and volume components and calculated as
follows:

RPQR = RPR x click-out rate
where
RPR = revenue per referral
click-out rate = referrals / Qualified Referrals

RPQR is determined by the CPC bids our advertisers submit on our marketplace as the CPC bids submitted by
our advertisers play an important role in determining the prominence given to offers and their placement in our
search results. Advertisers can analyze the number of referrals obtained from their advertisements on our
marketplace and the consequent value generated from a referral based on the booking value they receive from
users referred from our site to determine the amount they are willing to bid. Accordingly, the bidding behavior of
our advertisers is influenced by the rate at which our Qualified Referrals result in bookings on their websites, or
booking conversion, and the amount our advertisers obtain from Qualified Referrals as a result of hotels and
other accommodation booked on their sites, or booking value. The quality of the traffic we generate for our
advertisers increases when aggregate booking conversion and/or aggregate booking value increases. We
estimate overall booking conversion and booking value from data voluntarily provided to us by certain
advertisers to better understand the drivers in our marketplace and, in particular, to gain insight into how our
advertisers manage their advertising campaigns. Assuming unchanged dynamics in the market beyond our
marketplace, we would expect that the higher the potential booking value or conversion generated by a Qualified
Referral and the more competitive the bidding, the more an advertiser is willing to bid for a hotel advertisement
on our marketplace. The dynamics in the market beyond our marketplace are not static, and we believe that our
advertisers continuously review their Advertising Spend on our platform and on other advertising channels, and
continuously seek to optimize their allocation of their spending among us and our competitors.

RPQR is a key financial metric that indicates the quality of our referrals, the efficiency of our marketplace and, as
a consequence, how effectively we monetize the referrals we provide our advertisers. Furthermore, we use
RPQR to help us detect and analyze changes in market dynamics.



The following table sets forth the RPQR for our reportable segments for the periods indicated (based on Referral
Revenue):

Year ended December 31, % Change
RPQR in € (unaudited) 2019 2020 2020 vs 2019
Americas 2.09 1.27 (39.2)%
Developed Europe 1.78 1.13 (36.5)%
Rest of World 0.95 0.58 (38.9)%
Total 1.58 0.99 (37.3)%

The following tables set forth the percentage change year-over-year in each of the components of RPQR for our
reportable segments for the years indicated. Percentages calculated below are based on the unrounded
amounts and therefore may not recalculate on a rounded basis.

Year ended December 31,

% decrease in RPR (unaudited) 2020 vs 2019
Americas (35.9)%
Developed Europe (30.6)%
Rest of World (33.3)%
Total (31.1)%

Year ended December 31,

% decrease in number of referrals (unaudited) 2020 vs 2019
Americas (54.8)%
Developed Europe (57.2)%
Rest of World (60.4)%
Total (57.7)%

Year ended December 31,

% decrease in Qualified Referrals (unaudited) 2020 vs 2019
Americas (51.7)%
Developed Europe (53.5)%

est of Wor 1)%
Rest of World (56.1)%
Total (53.9)%

Year ended December 31,

% decrease in click-out (unaudited) 2020 vs 2019
Americas (5.9)%
Developed Europe (8.1)%
Rest of World (10.1)%
Total (8.4)%

3.2.2.4. Return on Advertising Spend (ROAS)

We track the ratio of our Referral Revenue to our advertising expenses, or ROAS. We believe that ROAS is an
indicator of the effectiveness of our advertising, and it is our primary operating metric. We believe the
development of our ROAS among the reportable segments is primarily related to the different stages of
development of our markets. For example, in Developed Europe, where we have operated the longest on
average, we have historically experienced the highest average ROAS. Our ROAS in the Rest of World segment,
where we have the lowest average ROAS, is also impacted significantly by the number of markets in the
segment, including markets that have the lowest brand awareness.



Historically, we believe that our advertising has been successful in generating additional revenue. We invest in
many kinds of marketing channels, such as TV, search engine marketing, display and affiliate marketing, email
marketing, social media, online video, mobile app marketing and content marketing.

Our ROAS by reportable segment for the years ended December 31, 2019 and 2020 was as follows:

Year ended December 31,

ROAS by segment (unaudited) 2019 2020

Americas 130.4% 156.8%
Developed Europe 150.7% 169.3%
Rest of World 112.5% 143.2%
Consolidated ROAS 133.6% 158.9%

In 2020, Consolidated ROAS improved to 158.9% compared to 133.6% in the same period in 2019. ROAS
improved by 26.4ppts, 18.6ppts and 30.7ppts in Americas, Developed Europe and RoW, respectively, compared
to the same period in 2019.

The increases in ROAS were mainly driven by significant reductions in brand marketing activities and higher
ROAS targets in our performance marketing channels in reaction to the COVID-19 pandemic. As a result,
Advertising Spend decreased by 75.6%, 73.6%, 78.9% in Americas, Developed Europe and RoW, respectively.
Across all segments, the reductions in Advertising Spend more than offset the decline in Referral Revenue
resulting from lower Qualified Referrals and RPQR.

3.2.2.5. Marketplace dynamics

Our advertisers regularly adjust the CPC bids they submit on our marketplace to reflect the levels of referrals,
customers, bookings or revenue and profit they intend to achieve with their marketing spend on our platform. In
recent years, we have observed a number of factors that can influence their bidding behavior on our
marketplace, including:

* The fees advertisers are willing to pay based on how they manage their advertising costs and their
targeted return on investment;

» Our advertisers' testing of their bidding strategies and the extent to which they make their inventories
available on our marketplace;

* Responses of advertisers to elevated levels of volatility on our marketplace;
»  Advertiser competition for the placement of their offers; and
»  Our advertisers’ response to changes made to our marketplace, such as bid modifiers.

3.2.3. Recent and ongoing trends in our business

The following recent and ongoing trends have contributed to the results of our consolidated operations, and we
anticipate that they will continue to impact our future results.

3.2.3.1. COVID-19 Pandemic

During 2020, the COVID-19 pandemic, and measures to contain the virus, including government travel
restrictions and quarantine orders, have had a significant negative impact on us, as well as the travel industry
generally. Since the onset of the COVID-19 pandemic in early 2020, Qualified Referrals and RPQR have been
significantly below prior year levels. The COVID-19 pandemic has negatively impacted consumer sentiment and
consumers' ability to travel, and many of our advertisers, particularly hotels, continue to operate at reduced
service levels. We have also experienced elevated volatility on our marketplace due to mandated travel
restrictions, and our advertisers have implemented varied bidding strategies, as their expectations regarding
cancellations differ in significant respects. The pandemic has also had broader economic impacts, including an
increase in unemployment levels and reduction in economic activity, which may lead to prolonged recessions
and further a reduction in consumer or business spending on travel activities, which may negatively impact the
timing and level of a recovery in travel demand. As a result of the increased number of COVID-19 cases that
intensified in October 2020 and related implementations of additional travel restrictions in the fourth quarter of
2020, particularly in Europe, we have seen recent reversals of our somewhat improved financial results in the
summer period, when the spread of the virus had been contained to varying degrees in certain countries, some



travel restrictions had been lifted and some consumers had become more comfortable traveling, particularly to
domestic locations.

We expect COVID-19 to continue to significantly impact our financial and operating results well into 2021.
However, the full duration and total impact of COVID-19 remains uncertain, and it is difficult to predict how the
recovery will play out for the travel industry and, in particular, our business.For more information on how the
COVID-10 pandemic is expected to affect the Company throughout 2021, see 3.3. Impact of COVID-19/0utlook.

There is considerable uncertainty to what extent and when our largest advertisers will resume advertising on our
platform in the future at levels similar to (or approaching) those preceding the pandemic. Our eventual recovery
after the COVID-19 pandemic may be affected by a number of factors including:

our advertisers’ future willingness to emphasize us as a traffic acquisition channel and to increase their
bids on our marketplace to pre-pandemic levels;

our future marginal returns on Advertising Spend once we resume significant marketing activities
(particularly on TV);

the effect on our advertising strategy as a result of the accelerated shift from linear TV to digital formats;

travelers' preferences for types of destinations (e.g., cities) or accommodation types that we have
historically been better able to monetize but have had a declining share during the pandemic;

the timing of the recovery, if any, of certain kinds of travel (e.g., business travel) as a result of the
pandemic;

further industry consolidation;
the continued effect of competition on us, particularly from Google Hotel Ads; and

the continued declining share of first-time users that we can deliver to our largest OTA advertisers, which
may have been accelerated by the pandemic and may, in turn, negatively affect RPQR.

3.2.3.2. Restructuring and maintenance of liquidity position

In response to this challenging environment, we took a number of steps during 2020 to maintain our cash
liquidity and our relationships with our advertisers:

To preserve our cash reserves, we undertook a restructuring, making significant headcount reductions
and consolidating our office locations, which resulted in restructuring costs of €6.4 million in 2020. We
also signed an amendment to our lease contract for our campus in Dusseldorf, which became effective
in January 2021. As amended, the agreement provides for the return of unused office space as of
January 1, 2021 and a corresponding reduction of rent, as well as the sale to the landlord of certain fixed
assets related to the space. As a result of this amendment and the restructuring, we expect to reduce
our personnel and office related expenses in 2021 in an aggregate amount of approximately €25 million
compared to 2019. This reduction is expected to relate primarily to technology and content, selling and
marketing and general and administrative expenses. As of the date of this annual report, we do not
expect to incur material restructuring charges in 2021, and do not expect the restructuring to have a
material impact on revenue in 2021. See Note 4.6. Personnel expenses - Restructuring for further
details.

We significantly reduced Advertising Spend, our largest variable expense. For the year 2020, our
consolidated Advertising Spend was €150.0 million, compared to €616.7 million in 2019. We were able
to reduce or delay our advertising commitments, with very few exceptions where previous commitments
could not be reduced.

Our account management and finance teams worked very closely with our advertisers to find solutions
to manage our receivables that were outstanding at the outset of the COVID-19 pandemic. We
accommodated the requests of many advertisers to extend payment dates and to pay outstanding
invoices in installments and were able to collect the great majority of such receivables.

As a result of these efforts, total cash, cash equivalents and restricted cash amounted to €208.4 million as of
December 31, 2020 compared to €218.1 million as of December 31, 2019.



3.2.3.3. Mobile products

Travelers increasingly access the Internet from multiple devices, including desktop computers, smartphones and
tablets. We continue to develop our websites and apps to further enhance our hotel search experience across all
devices. We offer responsive mobile websites and several apps that allow travelers to use our services from
smartphones and tablets running on Android and iOS. In the year ended December 31, 2020, our revenue share
from mobile websites and apps continued to exceed 60%.

Visitors to our search platform via mobile phones and tablets generally result in bookings for our advertisers at a
lower rate than visitors to our platform via desktop. We believe this is due to a general difference in the usage
patterns of mobile phones and tablets. We believe many visitors use mobile phones and tablets as part of their
search process, but prefer finalizing hotel selections and completing their bookings on desktop websites. This
may be due in part to users generally finding the booking completion processes, including entering payment
information, somewhat easier or more secure on a desktop than on a mobile device. We believe that over time
and as more travelers become accustomed to mobile transactions, this sentiment may shift.

We have historically had, and currently have, a single price structure for referrals from both desktop and mobile.
We may choose to adopt a differentiated pricing model between mobile and desktop applications, which would
likely lead to an increase in desktop revenue share, as the pricing for desktop applications would increase due to
higher conversion rates, while the pricing for apps on mobile and tablets would likely decrease. We do not
expect this to have a material impact on revenue, as long as there are sufficient active participants on both
desktop and mobile to ensure our marketplace functions effectively, as we believe that the current bids
advertisers place on our CPC-based bidding system reflect the overall efficacy of the combined desktop and
mobile prices they receive.

3.2.3.4. Advertiser structure

We continue to generate most of our Referral Revenue from a limited number of OTAs. Certain brands affiliated
as of the date hereof with our majority shareholder, Expedia Group, including Brand Expedia, Hotels.com, Orbitz,
Travelocity, Hotwire, Wotif, Vrbo and ebookers, in the aggregate, accounted for 28% of our Referral Revenue for
the year ended 2020. Booking Holdings and its affiliated brands, Booking.com, Agoda and priceline.com
accounted for 46% of our Referral Revenue for the year ended 2020. Although we believe we will ultimately
receive a portion of the additional booking value we generate for our advertisers, the fact that a significant
portion of our Referral Revenue is generated from brands affiliated with Expedia Group and Booking Holdings
can permit them to obtain the same or increased levels of referrals, customers, bookings or revenue and profit at
lower cost.



3.2.4. Results of Operations

3.2.4.1. Revenue

Our total revenue in the year ended December 31, 2020 consisted of Referral Revenue of €238.4 million and
other revenue of €10.6 million.

Total revenue for the year ended December 31, 2020 was €248.9 million, representing a decrease of €589.7
million, or 70.3%, compared to the year ended December 31, 2019. Revenue from related parties for the year
ended December 31, 2020 decreased by €217.2 million, or 76.3%, compared to the year ended December 31,
2019, while revenue from third parties decreased by €372.5 million, or 67.2% for the same period.

Referral Revenue for the year ended December 31, 2020 was €238.4 million, representing a decrease of €585.2
million, or 71.1%, compared to the year ended December 31, 2019. Referral Revenue was negatively impacted
by significant declines in Qualified Referrals and RPQR. The number of Qualified Referrals decreased by 53.9%
in the year ended December 31, 2020 compared to the same period in 2019, while RPQR decreased by 37.3%.

The year-over-year decline in Qualified Referrals was broadly similar among all segments. It was primarily driven
by significant traffic volume declines resulting from the subdued levels of travel activities due to the COVID-19
pandemic and subsequent reductions in our Advertising Spend across all of our segments.

RPQR decreased in all segments in the year ended December 31, 2020 primarily driven by cautious behavior of
our advertisers due to continued uncertainty around future cancellations, which is reflected in lower bidding
levels across all segments, as well as by significant reductions by advertisers of their bids on our platform and
the deactivations of campaigns made in initial response to the COVID-19 outbreak.

This softness in bids was the primary driver for the year-over-year decline in RPQR across all segments. In the
second half of 2020, we additionally experienced negative impacts from foreign exchange rate effects, in
particular due to the relative weakening of the U.S. dollar and certain currencies in Latin Americas to the euro.

The breakdown of Referral Revenue by reportable segment is as follows:

Year ended December 31, % Change
(in millions) 2019 2020 2020 vs 2019
Americas € 305.1 € 89.3 (70.7)%
Developed Europe 3471 102.9 (70.4)%
Rest of World 171.5 46.1 (73.1)%
Total € 8236 € 238.4 (71.1)%

Note: Some figures may not add due to rounding.

Referral Revenue in the Americas in the year ended December 31, 2020 decreased by €215.8 million, or 70.7%,
compared to the year ended December 31, 2019. The year-over year decline in Referral Revenue in this
segment was mainly driven by a decline in Qualified Referrals and RPQR as a result of the COVID-19 pandemic.

Qualified Referrals declined significantly after the outbreak of the COVID-19 pandemic. In the second half of
2020, this decline in Qualified Referrals was less pronounced. RPQR decreased by €0.82, or by 39.2% in the
year ended December 31, 2020 compared to the same period in 2019, primarily due to reductions by advertisers
of their bids on our platform and the deactivations of campaigns in initial response to the COVID-19 outbreak, as
well as the softness in bids described above. RPR decreased by 35.9%, compared to the year ended
December 31, 2019.

Referral Revenue in Developed Europe in the year ended December 31, 2020 decreased by €244.2 million, or
70.4%, compared to the year ended December 31, 2019 which was mainly driven by the COVID-19 outbreak.
Referral Revenue declined significantly at the outbreak of the COVID-19 pandemic but improved somewhat
during the summer months, when the COVID-19 pandemic was relatively muted in Developed Europe. This



improvement reversed itself later in the year as a result of the reimplementation of additional travel restrictions in
Developed Europe.

RPQR decreased by €0.65, or by 36.5% in the year ended December 31, 2020 compared to the year ended
December 31, 2019 due to reductions by advertisers of their bids on our platform and the deactivations of
campaigns in initial response to the COVID-19 outbreak, as well as the softness in bids described above. The
RPR for the period decreased by 30.6%, compared to the year ended December 31, 2019.

Referral Revenue in RoW in the year ended December 31, 2020 decreased by €125.4 million, or 73.1%,
compared to the year ended December 31, 2019, which was mainly driven by the COVID-19 outbreak. Referral
Revenue declined significantly at the outbreak of the COVID-19 pandemic. This decline was less pronounced
during the second half of 2020, when the COVID-19 pandemic was relatively muted in RoW. This improvement
reversed itself later in the year as a result of the reimplementation of additional travel and warnings in RoW.
RPQR decreased by €0.37, or 38.9% in the year ended December 31, 2020 compared to the year ended
December 31, 2019 due to reductions by advertisers of their bids on our platform and the deactivations of
campaigns in initial response to the COVID-19 outbreak, as well as the softness in bids described above. The
RPR for the period decreased by 33.3% compared to the year ended December 31, 2019.

3.2.4.2. Cost of revenue

Our cost of revenue consists primarily of our third-party cloud-related service provider expenses, data center
costs, personnel-related expenses and share-based compensation for our data center operations staff and our
customer service team.

Cost of revenue was €10.2 million for the year ended December 31, 2020, and increased by €1.0 million, or
10.7%, compared to the year ended December 31, 2019. The increase was primarily driven by higher personnel
expenses of €0.7 million mainly due to higher headcount included in cost of revenue, as well as higher third-
party IT service providers costs. Share-based compensation decreased by €0.1 million in the year ended year
ended December 31, 2020, compared to the year ended December 31, 2019.

3.2.4.3. Selling and marketing

Selling and marketing is divided into advertising expense and other selling and marketing expenses, as well as
share-based compensation expense.

Advertising expense consists of fees that we pay for our various marketing channels like TV, search engine
marketing, display and affiliate marketing, email marketing, online video, app marketing and content marketing.

Other selling and marketing expenses include personnel-related expenses for our marketing, sales and hotel
relations teams, as well as production costs for our TV spots and other marketing material, and other
professional fees such as market research costs.

Year ended December 31, % Change
(in millions) 2019 2020 2020 vs 2019
Advertising expense € 616.7 € 150.0 (75.7)%
% of total revenue 73.5% 60.3%
Other selling and marketing 44.3 26.7 (39.7)%
% of total revenue 5.3% 10.7%
Share-based compensation 2.3 0.9 (60.9)%
% of total revenue 0.3% 0.4%
Total selling and marketing expense € 663.3 € 177.6 (73.2)%
% of total revenue 79.1% 71.4%

Selling and marketing expenses for the year ended December 31, 2020 decreased by €485.7 million, or 73.2%,
compared to the year ended December 31, 2019, primarily driven by significant reductions in Advertising Spend
across all segments due to the COVID-19 pandemic.



Advertising Spend decreased by €466.7 million or 75.7% in the year ended December 31, 2020 compared to the
year ended December 31, 2019.

In reaction to the COVID-19 pandemic, we reduced our Advertising Spend significantly starting at the end of the
first quarter of 2020. This reduction continued across all segments throughout 2020. During the summer months
in Developed Europe where the COVID-19 pandemic was relatively muted, the reduction in our Advertising
Spend was less pronounced as we took advantage of a slight recovery in travel demand in that segment.

We reduced our Advertising Spend to €57.0 million, €60.8 million and €32.2 million in Americas, Developed
Europe and RoW, respectively, compared to €233.9 million, €230.3 million and €152.5 million, respectively, in the
year ended December 31, 2019.

Other selling and marketing expenses excluding share-based compensation for the year ended December 31,
2020 decreased by €17.6 million, or 39.7%, compared to the year ended December 31, 2019, primarily driven by
€8.5 million in reduced television advertisement production costs, and by lower professional fees and other
expenses.

Professional fees and other expenses for the year ended December 31, 2020 decreased by €5.2 million, or
39.7%, compared to the same period in 2019, mainly driven by lower office-related expenses (see "3.2.4.6.
Costs across multiple categories” below), reduced marketing analytic costs, decreased personnel-related costs
and lower depreciation expense. Additionally, we incurred lower digital sales taxes due to the decrease in
Referral Revenue caused by the COVID-19 pandemic.

Personnel expenses for the year ended December 31, 2020 decreased by €3.9 million, or 20.6%, mainly due to
lower headcount. This was slightly offset by restructuring costs incurred in the year ended December 31, 2020
(see "3.2.4.6. Costs across multiple categories" below).

Share-based compensation decreased by €1.4 million, or 60.9% in the year ended December 31, 2020
compared to the year ended December 31, 2019, which was mainly driven by award forfeitures, partly offset by
new grants during the year.

3.2.4.4. Technology and content

Technology and content expense consists primarily of expenses for technology development, product
development and hotel search personnel and overhead, depreciation and amortization of technology assets
including hardware, purchased and internally developed software and other professional fees (primarily licensing
and maintenance expense), including share-based compensation expense.

Year ended December 31, % Change

(in millions) 2019 2020 2020 vs 2019
Personnel € 37.0 € 36.2 (2.2)%
Share-based compensation 5.9 29 (50.8)%
Depreciation of technology assets 9.8 10.7 9.2 %
Professional fees and other 16.3 12.5 (23.3)%
Total technology and content € 69.0 € 62.3 (9.7)%
% of total revenue 8.2% 25.0%

Technology and content expense for the year ended December 31, 2020 decreased by €6.7 million, or 9.7%,
compared to the year ended December 31, 2019, mainly due to lower professional fees and other expenses and
lower share-based compensation.

Professional fees and other expenses decreased by €3.8 million, or 23.3%, mainly due to a €1.8 million
decrease in office-related expenses (see 3.2.4.6. Costs across multiple categories below), a €1.6 million
reduction in personnel-related costs mainly due to lower employee benefits and a €1.4 million decrease in
external content development costs. These decreases were partly offset by higher third-party IT service provider
costs and capitalized software depreciation due to a larger underlying asset.



Share-based compensation decreased by €3.0 million, or 50.8%, for the year ended December 31, 2020, which
was mainly driven by award forfeitures partly offset by new grants during the year.

Personnel expenses for the year ended December 31, 2020 decreased by €0.8 million, or 2.2%, mainly due to
lower headcount and increased capitalization of our developers' salaries. This was partly offset by restructuring
costs incurred in the year ended December 31, 2020 (see 3.2.4.6. Costs across multiple categories below).

3.2.4.5. General and administrative

General and administrative expense consists primarily of personnel-related costs including those of our
executive leadership, finance, legal and human resource functions as well as professional fees for external
services including legal, tax and accounting. It also includes other overhead costs, depreciation and share-based
compensation.

Year ended December 31, % Change
(in millions) 2019 2020 2020 vs 2019
Personnel € 16.9 € 15.5 (8.3)%
Share-based compensation 8.9 11.8 32.6 %
Professional fees and other 26.8 15.0 (44.0)%
Total general and administrative € 52.6 € 42.3 (19.6)%
% of total revenue 6.3% 17.0%

General and administrative expense for the year ended December 31, 2020 decreased by €10.3 million, or
19.6%, compared to the year ended December 31, 2019, primarily due to a decrease in professional fees and
other expenses of €11.8 million, or 44.0%. The decrease resulted mainly from a legal provision recognized in the
fourth quarter of 2019, as well as lower consulting expenses compared to the same period in 2019. The
decrease was further driven by lower office-related expenses (see "3.2.4.6. Costs across multiple categories”
below), a reduction in personnel-related costs mainly due to lower employee benefits and lower charitable
contributions. These were partly offset by the impact of a cyber-related fraud case, which occurred in the first
quarter of 2020.

Share-based compensation increased by €2.9 million, or 32.6%, for the year ended December 31, 2020, which
was mainly driven new grants partly offset by award forfeitures during the year.

Personnel expenses for the year ended December 31, 2020 decreased by €1.4 million, or 8.3%, primarily as a
result of lower headcount. These were partly offset by restructuring costs incurred in the year ended
December 31, 2020 (see 3.2.4.6. Costs across multiple categories below).

3.2.4.6. Costs across multiple categories

In connection with our restructuring activities, we incurred charges of €6.4 million in the year ended
December 31, 2020, primarily consisting of severance and benefits charges. Charges recorded in technology
and content expense were €3.0 million,€1.8 million in selling and marketing expense and €1.6 million in general
and administrative expense. See Note 4.6. Personnel expenses - Restructuring for further details.

Office-related expenses decreased by €3.5 million in the year ended December 31, 2020, compared to the year
ended December 31, 2019, as we terminated unused office space leases in November 2019 and consolidated
our office locations in 2020 as part of our restructuring initiatives.

In addition, trivago reduced employee benefits and events due to the COVID-19 pandemic in the year ended
December 31, 2020, leading to reductions in personnel-related costs.

As result of the above explained office-related expenses and employee benefits costs decreases, technology
and content expense decreased by €3.4 million, selling and marketing expense by €1.6 million and general and
administrative expense by €1.5 million in the year ended December 31, 2020, compared to the year ended
December 31, 2019.



3.2.4.7. Operating income (loss)

Our operating loss was €43.6 million for the year ended December 31, 2020 compared to operating income of
€44 .1 million for the year ended December 31, 2019. The decline was mainly driven by a sharp decline in
Referral Revenue due to the COVID-19 pandemic for the year ended December 31, 2020. Our operating loss
was partly offset by reductions in operating expenses by €502.8 million, compared to the year ended
December 31, 2019, mostly attributable to lower Advertising Spend, to the restructuring of our organization and
to lower professional fees and production costs for television advertisement.

3.2.4.8. Finance expense

Our finance expense remained stable at €3.9 million for the year ended December 31, 2020, compared to the
year ended December 31, 2019.

3.2.4.9. Expense (benefit) for income taxes

The income tax expense/(benefit) is mainly driven by income/(loss) before income taxes of €(48.3) million in
2020 and €40.7 million in 2019. Our effective tax rate was 18.4% in 2020 compared to 51.3% in 2019. This is
mainly due to non-deductible share-based compensation. Other differences relate to one-off items during the
year.

3.2.5 Seasonality

We experience seasonal fluctuations in the demand for our services as a result of seasonal patterns in travel.
For example, searches and consequently our revenue are generally the highest in the first three quarters as
travelers plan and book their spring, summer and winter holiday travel. Our revenue typically decreases in the
fourth quarter. We generally expect to experience higher return on advertising spend in the first and fourth
quarter of the year as we typically expect to advertise less in the periods outside of high travel seasons.
Seasonal fluctuations affecting our revenue also affect the timing of our cash flows. We typically invoice once per
month, with customary payment terms. Therefore, our cash flow varies seasonally with a slight delay to our
revenue, and is significantly affected by the timing of our advertising spending. Changes in the relative revenue
share of our offerings in countries and areas where seasonal travel patterns vary from those described above
may influence the typical trend of our seasonal patterns in the future. It is difficult to forecast the seasonality for
future periods, given the uncertainty related to the duration of the impact from COVID-19 and the shape and
timing of any sustained recovery.

3.2.6. Liquidity and Capital Resources

On September 5, 2014, we entered into an uncommitted credit facility with Bank of America Merrill Lynch
International Ltd. with a maximum principal amount of €10.0 million. Advances under this facility had interest at a
rate of LIBOR, floored at zero, plus 1.0% per annum. On December 19, 2014, we entered into an amendment to
this facility pursuant to which the maximum principal amount was increased to €50.0 million. We did not utilize
the credit facility during the year ended December 31, 2020. The credit facility was cancelled by the lender in
early 2021.

For the year ended December 31, 2020, total cash, cash equivalents and restricted cash decreased by €9.8
million to €208.4 million. The decrease in total cash, cash equivalents and restricted cash was mainly driven by
the negative cash flows from investing activities, partly offset by positive cash flows provided by operating
activities.

Our known material liquidity needs for periods beyond the next twelve months are described below in “9.
Commitments and Contingencies”. We believe that our cash from operations, together with our cash balance are
sufficient to meet our ongoing capital expenditures, working capital requirements and other capital needs for at
least the next twelve months.



The following table summarizes our cash flows for the years ended December 31, 2019 and 2020:

Year ended December 31,

(in millions) 2019 2020

Cash flows provided from operating activities € 83.2 € 13.3
Cash flows used in investing activities (18.1) (16.1)
Cash flows used in financing activities (8.9) (5.6)

3.2.6.1 Net Cash Flows From Operating Activities

For the year ended December 31, 2020, net cash from operating activities decreased by €69.9 million to €13.3
million. In the year ended December 31, 2020, net cash from operating activities was mainly driven by changes
in operating assets and liabilities, partly offset by negative effects from net loss of €39.4 million, excluding non-
cash expenses.

Changes in operating assets and liabilities resulted in an increase in cash and cash equivalents of €23.7 million
primarily due to a decrease in accounts receivable of €53.7 million resulting from a sharp decline in revenue due
to the COVID-19 pandemic in the year ended December 31, 2020. Accounts payable decreased by €26.6 million
as our advertising spend in the fourth quarter of 2020 was significantly lower than in the fourth quarter of 2019,
as a reaction to the COVID-19 pandemic.

Net cash from changes in operating assets and liabilities was partly offset by net loss excluding non-cash
expenses of €9.9 million.

3.2.6.2 Net Cash Flows From Investing Activities

For the year ended December 31, 2020, cash used in investing activities decreased by €2.0 million to €16.1
million, primarily due to lower capital expenditures including internal-use software and website development, as
well as lower purchase of investments. This was partly offset by the prepayment of pending business acquisition
of Weekengo, see Note 14. Events after the Reporting Date.

3.2.6.3 Net Cash Flows From Financing Activities

For the year ended December 31, 2020, cash used in financing activities decreased by €3.4 million to €5.6
million, primarily due to a reduction in payments of the principal portion of lease liabilities.

3.2.7. Research and Development

We conduct research and development activities to continuously improve our product and are only capitalised if
all the conditions stipulated in the applicable accounting standard are met.

Amortisation is recorded in technology and content of the consolidated statement of profit or loss in connection
with capitalised research and development activities, which amounted to 3.1 mEUR and 3.8 mEUR for the years
ended December 31, 2019 and December 31, 2020, respectively. Expenses related to research activities were
insignificant for the years ended December 31, 2019 and December 31, 2020, respectively.

3.2.8. Employees

During the second quarter of 2020, we announced a restructuring of our organization in order to adjust to the
new economic situation due to the COVID-19 pandemic. We decided to consolidate our office locations and to
reduce our headcount significantly, in order to shape a leaner organization, enabling us to prepare for the
expected market recovery and achieve our long-term profit recovery plan. We do not plan to materially change
our headcount for the year ending December 31, 2021.

3.2.9. Investments
In 2021, we plan to continue to make investments, for example, in self-developed software.



3.3. Impact of COVID-19/0Outlook

In the first quarter of 2021, travel to and within many countries, particularly in Europe, was heavily restricted, and
as a result, our business and financial performance continued to be significantly adversely affected by the
COVID-19 pandemic. Although the overall business environment remains challenging, we observed a positive
trend in volumes throughout the first quarter of 2021, and have seen a significant improvement in the bidding
dynamics in our auction recently in markets where travel demand has increased. We expect travel demand to
gradually begin to recover across our Developed Europe segment during the second and third quarter of 2021
when most European countries are expected to make significant progress rolling out the COVID-19 vaccine.

The initial wave of travel is — similarly to last summer — concentrated around nature and leisure destinations. We
expect travel patterns in the months to come, both in terms of accommodation-type and destination mix, to
gradually become similar those prior to the COVID-19 pandemic. We believe intercontinental travel will likely
remain muted for some time, and we expect city travel, a type of travel that has historically been one of our
strengths, to recover in the second half of 2021 as cities gradually begin to open up for tourism again.

As we expect travel demand to gradually improve further over the months to come, we are planning to increase
our brand marketing activities in the second quarter of 2021, which we expect will have an effect on our
profitability, particularly in the second quarter of 2021.

Our ultimate financial performance will depend on a number of factors relating to the world’s emergence from the
COVID-19 pandemic, including rates of vaccination and the effectiveness of vaccinations against various
mutations of the COVID-19 virus. Should global recovery from the pandemic proceed more slowly than we have
assumed or suffer setbacks, our expectations are unlikely to be achieved. For more information on how the
COVID-19 pandemic has affected the Company, see 3.2.3.1. COVID-19 Pandemic.



4. Risk Management and Risk Factors

4.1. Risk management, risk appetite and control systems

The management board and supervisory board are responsible for reviewing the Company's risk management
and control systems in relation to the financial reporting by the Company. These risk management and control
systems have been established to mitigate the risk the Company faces as described in section 4.2. Risk
Factors. The supervisory board has charged its audit committee (the "Audit Committee") with the periodic
oversight of these risk management and control systems, with reports being provided to the supervisory board.
The Audit Committee assists the supervisory board in monitoring (i) the integrity of the Company's financial
statements and its accounting and financial reporting processes, (ii) the effectiveness of the Company's internal
control over financial reporting, (iii) the Company's compliance with applicable legal and regulatory requirements
(including United States federal securities laws), (iv) the qualifications, independence and performance of the
independent auditors, (v) the Company's internal audit function, (vi) the Company's processes and procedures
relating to risk assessment and risk management, and (vii) related party transactions.

Our success as a business depends on our ability to identify opportunities while assessing and maintaining an
appropriate risk appetite. Our risk management considers a variety of risks, including those related to our
industry and business, those related to our ongoing relationship with our shareholders; those related to our
intellectual property and those related to the ownership of our Class A shares and American Depositary Shares
('ADS")s. Within each category of risk, we have included risk factors in section 4.2. Risk Factors that describe our
current view of the significance of each risk described therein and have summarized those that we consider as
key risks in the section 4.2.1. Summary of key risk factors. The summary of key risk factors may not include all
risks that may affect the Company, and other risks included in section 4.2. Risk Factors as well as others not
described in this report may have a material and adverse impact on our business, strategic objectives, revenues,
income, assets, liquidity, capital resources and achievement of our strategic initiatives. Our approach to risk
management is designed to provide reasonable, but not absolute, assurance that our assets are safeguarded,
the risks facing the business are being assessed and mitigated and all information that may be required to be
disclosed is reported to our senior management including, where appropriate, to our Chief Executive Officer and
Chief Financial Officer. Our risk appetite is also described in various chapters of this report, including in sections
3.2.3. Recent and ongoing trends in our business and 3.2.6. Liquidity and Capital Resources as well as Note 7
Financial risk management.

The management board and the supervisory board believe that the Company's internal risk management and
control systems provide reasonable assurance that the Company's financial reporting does not contain any
errors of material importance and that these risk management and control systems worked properly in the fiscal
year to which this board report pertains. The management board and supervisory board have no reason to
believe that there are material shortcomings associated with the Company's internal risk management and
control systems. The risk management and control systems have not been materially revised during the fiscal
year to which this board report pertains, and, other than as disclosed herein, no material improvements thereto
are currently scheduled.

The Company's internal risk management and control systems are under continuous review and have been
discussed by the management board with the Audit Committee and the members of the supervisory board. The
same applies to any material weaknesses that are identified.

4.1.1. Controls and procedures

4.1.1.1. Disclosure controls and procedures

We maintain disclosure controls and procedures, as defined in Rules 13a-15(e) and 15d-15(e) under the the
Securities Exchange Act of 1934, as amended, or the Exchange Act, . Our management, with the participation of
our chief executive officer and chief financial officer, has evaluated the effectiveness of the design and operation
of our disclosure controls and procedures as of December 31, 2020. Based upon that evaluation, our chief
executive officer and chief financial officer concluded that, as of December 31, 2020, the design and operation of
our disclosure controls and procedures were effective to accomplish their objectives.



4.1.1.2. Management's report on internal control over financial reporting

Our management is responsible for establishing and maintaining adequate internal control over financial
reporting, as defined in Rule 13a-15(f) and 15d-15(f) of the Exchange Act. Internal control over financial reporting
is a process designed to provide reasonable assurance regarding the reliability of financial reporting and the
preparation of financial statements in accordance with U.S. GAAP.

Management conducted an evaluation of the effectiveness of our internal control over financial reporting based
on the criteria for effective control over financial reporting described in Internal Control - Integrated Framework
(2013) issued by the Committee of Sponsoring Organizations of the Treadway Commission.

Based on this evaluation, management has concluded that, as of December 31, 2020, the Company’s internal
control over financial reporting was effective. Management has reviewed its assessment with the Audit
Committee.

On the basis of what is described in the paragraph directly above and of periodic reports and information
provided to our Managing Directors, coming from different processes, audits and controls, including the internal
function and the Audit Committee (which periodically has separate executive sessions with management and the
internal audit function discussing relevant topics) and the information it received from management, our
management board is of the opinion that:

» this report provides sufficient insight into failings in the effectiveness of the Company's risk management
and control systems (if any — none are identified in this report);

+ the Company's risk management and control systems provide reasonable assurance that the
Company's financial reporting does not contain material inaccuracies;

* based on the Company's state of affairs as at the date of this report and sufficiency of our cash balance
to meet the Company's material liquidity needs as described in the penultimate paragraph of section
3.2.6 of this board report, it is justified that the Company's financial reporting is prepared on a going
concern basis; and

» this report states those material risks and uncertainties that are relevant to the expectation of the
Company's continuity for a period of twelve months after the date of this report.

Management does not expect that our disclosure controls and procedures or our internal control over financial
reporting will prevent or detect all cases of error and fraud. Any control system, no matter how well designed and
operated, is based upon certain assumptions and can provide only reasonable, not absolute, assurance that its
objectives will be met. Further, no evaluation of controls can provide absolute assurance that misstatements due
to error or fraud will not occur or that all control issues and instances of fraud, if any, within the Company have
been detected.



4.2, Risk factors

Our business faces significant risks. You should carefully consider all of the information set forth in this board
report and in our filings with the United States Securities and Exchange Commission, or the SEC, including the
information set forth in our annual report on Form 20-F, filed with the SEC on March 5, 2021, and the following
risk factors which we face and that are faced by our industry. Our business, financial condition or results of
operations could be materially adversely affected by any of these risks. This board report also contains forward-
looking statements that involve risks and uncertainties. Our results could materially differ from those anticipated
in these forward-looking statements as a result of certain factors including the risks described below and
elsewhere in this report and our SEC filings. See 1.2. Special note regarding forward-looking statements”
above.

4.2.1. Summary of key risk factors

Some of the key risks related to trivago and its business include the following. See chapters 4.2.2. to 4.2.7. of
this board report for additional detail and other risks. We urge shareholders to review all of chapter 4.2 for a
complete understanding of applicable risk factors.

* The COVID-19 pandemic has had, and is expected to continue to have, a material adverse impact
on the travel industry and our business, financial performance and liquidity position. Due to the
uncertain and rapidly evolving nature of current conditions around the world, we are unable to
predict accurately the impact that the COVID-19 pandemic will have on our business going
forward, including to what extent our largest advertisers will resume advertising on our platform
in the future at levels similar to (or approaching) those preceding the pandemic. The COVID-19
pandemic may result in or accelerate long-term changes to consumer behavior and industry
structure that may have a significant adverse effect on our future competitiveness and
profitability.

* We derive a large portion of our revenue from a relatively small number of advertisers. A
reduction in spending or any change in the bidding strategies by one or more of these
advertisers could harm our business and negatively affect our financial condition and results of
operations.

* We cannot reliably predict our advertisers' future advertising spend or CPC levels or other
strategic goals they hope to achieve through changes in bidding on our marketplace and, as a
result, it is difficult for us to forecast advertiser demand, especially since our advertisers can and
often do change their CPC bidding levels with little or no notice to us. These factors contribute to
significant period-to-period volatility in our financial condition and results of operations.

e As a result of the COVID-19 pandemic, we may in the future experience an impairment of
goodwill.

* We are dependent on general economic conditions, and declines in travel or discretionary
spending has reduced and in the future, could reduce the demand for our services.

* Our ability to maintain and increase brand awareness in order to improve our financial
performance is dependent on the effectiveness of our Advertising Spend. Increased competition,
or inadequate or ineffective innovation in and execution of our advertising strategy could harm
our business and negatively affect our financial condition and results of operations.

* Increasing competition in our industry could result in a loss of market share and higher traffic
acquisition costs or reduce the value of our services to users and a loss of users, which would
adversely affect our business, results of operations, financial condition and prospects.

* If we are unable to implement our strategic plans successfully, we may be unable to achieve our
objectives, or we may incur further losses, and our business, results of operations, financial
condition and prospects may be materially and adversely affected.

* If we do not continue to innovate and provide tools and services that are useful to users and
advertisers, we may not remain competitive, and our revenue and results of operations could
suffer.

» Several of our product features depend, in part, on our relationship with third parties to provide
us with content.

* We rely on assumptions, estimates and data to make decisions about our business, and any
inaccuracies in, or misinterpretation of, such information could negatively impact our business.

* We rely on search engines, particularly Google, to drive a substantial amount of traffic to our
platform. If Google continues to promote its own products and services that compete directly



with our accommodation search at the expense of traditional keyword auctions and organic
search, our business, financial performance and prospects may be negatively impacted.

* Regulators’' continued focus on the consumer-facing business practices of online travel
companies may adversely affect our business, financial performance, results of operations or
business growth.

* The litigation in Australia could increase our expenses and will subject us to significant
monetary penalties.

* We process, store and use personal data which exposes us to risks of internal and external
security breaches and could give rise to liabilities, including as a result of governmental
regulation and differing legal obligations applicable to data protection and privacy rights.

* Any significant disruption in service on our websites and apps or in our computer systems,
some of which are currently hosted by third-party providers, could damage our reputation and
result in a loss of users, which would harm our business and results of operations.

* We may experience difficulties in implementing new business and financial systems.

* Our brand is subject to reputational risks and impairment.

* We are subject to counterparty default risks.

* Expedia Group controls our company and has the ability to control the direction of our business.
* The Founders have contractual rights to exert control over certain aspects of our business.

* Expedia Group’s interests may conflict with our interests, the interests of the Founders and the
interests of our shareholders, and conflicts of interest among Expedia Group, the Founders and
us could be resolved in a manner unfavorable to us and our shareholders.

* Our dual-class share structure with different voting rights, and certain provisions in an amended
and restated shareholders’ agreement, limit your ability as a holder of Class A shares to
influence corporate matters and could discourage others from pursuing any change of control
transactions that holders of our Class A shares may view as beneficial.

4.2.2. Risks related to our industry and business

The COVID-19 pandemic has had, and is expected to continue to have, a material adverse impact on the
travel industry and our business, financial performance and liquidity position.

The COVID-19 pandemic has severely restricted the level of economic activity around the world and is having an
unprecedented effect on the global travel industry. In response to the pandemic, the governments of many
countries, states, cities and other geographic regions have implemented containment measures, such as
imposing restrictions on travel and business operations and advising or requiring individuals to limit or forgo their
time outside of their homes. Individuals’ ability to travel has been curtailed through border closures, mandated
travel restrictions and limited operations of hotels and airlines and may be further limited through additional
voluntary or mandated closures of travel-related businesses. The measures implemented to contain the
COVID-19 pandemic have had, and are expected to continue to have, a significant negative effect on our
business, financial condition, results of operations, cash flows and liquidity position.

Due to the uncertain and rapidly evolving nature of current conditions around the world, we are unable to predict
accurately the impact that the COVID-19 pandemic will have on our business going forward, including to what
extent our largest advertisers will resume advertising on our platform in the future at levels similar to (or
approaching) those preceding the pandemic. The COVID-19 pandemic may result in or accelerate long-term
changes to consumer behavior and industry structure that may have a significant adverse effect on our future
competitiveness and profitability. These changes may relate to travelers' increased preference for destinations
(e.g., those other than cities) or accommodation types that we have historically been less well able to monetize,
our inability to deliver the same numbers of first-time users to our largest OTA advertisers or the fact that certain
kinds of travel (e.g., business travel) may recover very slowly or not at all. The COVID-19 pandemic has already
caused several of our smaller advertisers to file for insolvency, and it may cause additional consolidation in the
online travel industry in the future, resulting in fewer offers available on our platform and less competition on our
marketplace. The realization of any of these risks could have a material adverse effect on our business, results
of operations, financial condition and prospects.

We derive a large portion of our revenue from a relatively small number of advertisers. A reduction in
spending or any change in the bidding strategies by one or more of these advertisers could harm our
business and negatively affect our financial condition and results of operations.

Our "cost-per-click," or CPC, pricing for click-based advertising depends, in part, on competition among
advertisers on our marketplace, with advertisers that pay higher CPCs generally receiving better advertising
placement and more referrals from us. We continue to generate the great majority of our revenue from our
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largest OTA advertisers, including brands affiliated with Booking Holdings, such as Booking.com and Agoda, and
those affiliated with our majority shareholder, Expedia Group, such as Brand Expedia and Hotels.com. The loss
of any of our major advertisers, including Booking Holdings, Expedia Group or their affiliated brands, on some or
all of our platforms, or a reduction in the amount they spend, could result in significant decreases in our revenue
and profit or negative impacts on our liquidity position. We experienced a significant reduction in revenue in 2020
when advertisers reduced their spend on our platform or deactivated their campaigns entirely. Although we were
eventually able to collect the great majority of outstanding account receivables that were at the time past due, we
made significant payment concessions in the first quarter of 2020 for many of our advertisers, permitting them to
extend payment dates or pay pursuant to installment plans. We would have experienced an increase in credit
losses if such advertisers or affiliated brands ultimately had failed to pay us.

Our ability to grow and maintain revenue from our advertisers is dependent to a significant extent on our ability to
generate referrals, customers, bookings or revenue and profit for our advertisers on a basis they deem to be
cost-effective. Any reduction in the value that we deliver to our advertisers may negatively affect CPC bids on our
marketplace. Our advertisers' spend on our platforms may also be adversely affected by factors not related to
the value we can deliver to them, such as a weakening of their own financial or business conditions or external
economic effects.

Even if we improve our product and deliver value to our advertisers, the fact that a significant portion of our
revenue is generated from brands affiliated with Booking Holdings and Expedia Group can permit these
advertisers, depending on marketplace dynamics, to adjust their CPC bids and obtain the same or increased
levels of referrals, customers, bookings or revenue and profit at lower cost. This can occur if one or more
advertisers with sufficient market share to influence our aggregate CPC levels change their return-on-investment
targets for their spend on our marketplace. Our advertisers may also change their CPC bidding on our
marketplace in response to changes we may make to our sorting and ranking algorithm, which may also, in turn,
negatively impact our revenue levels and profitability or increase the volatility on our marketplace. As we begin to
offer our advertisers the option to participate in our marketplace on a cost-per-acquisition, or CPA, basis, we may
be unable to monetize traffic at levels we have achieved in the past. In addition, our revenue may be subject to
cancellation risk if our future CPA arrangements with our advertisers allocate this risk to us.

We believe that our advertisers continuously review their advertising spend on our platform and on other
marketing channels, and continuously seek to optimize the allocation of their spend among us and our
competitors. In particular, we regularly compete with our advertisers in auctions for search engine keywords on
Google and other search engines and adjust our spend on search engine marketing based on trends we see in
our results. If changes in large advertisers’ strategies on our marketplace were to cause us to spend significantly
less on these marketing channels, we would also generate fewer Qualified Referrals and, as a result, our
revenue and results of operations would be adversely affected. Such advertisers may also experience
improvements in their competitiveness on these marketing channels, providing them with additional financial
benefits from pursuing such a strategy.

The manifestation of any of these risks is likely to have a material adverse effect on our business, results of
operations, financial condition and prospects.

We are subject to a number of factors that contribute to significant period-to-period volatility in our
financial condition and results of operations.

Our financial condition and results of operations have varied and may continue to vary considerably from period
to period. This was reflected in the quarter-to-quarter changes in our profitability and revenue in 2020 as a result
of the COVID-19 pandemic. We cannot reliably predict our advertisers' future advertising spend or CPC levels or
other strategic goals they hope to achieve through changes in bidding on our marketplace and, as a result, it is
difficult for us to forecast advertiser demand, especially since our advertisers can and often do change their CPC
bidding levels with little or no notice to us. Resulting changes in Referral Revenue, especially as a result of
changes in CPC bidding levels by our largest advertisers, can result in our inability to reduce our Advertising
Spend, particularly on television, quickly enough to respond to the change in revenue. As we spend the great
majority of our revenue on advertising, such a failure to reduce Advertising Spend quickly enough can have, and
has in the past had, a sudden and significant adverse effect on our profitability and results of operations. Any
resulting inability to meet financial guidance that we may communicate to the market in the future may have a
material adverse effect on our business, results of operations, financial condition and prospects.

As a result of the COVID-19 pandemic, we may in the future experience an impairment of goodwill.

As a result of the continued deterioration of our business due to the COVID-19 outbreak, we may need to record
impairment charges in the future due to the long-term economic or financial impacts of the COVID-19 pandemic.

We are dependent on general economic conditions, and declines in travel or discretionary spending has
reduced and in the future, could reduce the demand for our services.



Our results of operations and financial prospects are significantly dependent upon users of our services and the
prosperity and solvency of the OTAs, hotel chains and independent hotels that have relationships with us. Travel,
including hotel room reservations, is dependent on personal and business discretionary spending levels.
Demand for travel services tends to decline, along with the advertising budgets spent by hotels and other
accommodation aggregators, during general economic downturns and recessions. Events and developments
that cause deteriorations in economic conditions on a national, regional or global level, or are perceived as likely
to lead to such deteriorations, can quickly affect our business. In particular, the COVID-19 pandemic and the
resulting economic conditions, regulatory restrictions and voluntary precautionary measures have resulted in a
material decrease in consumer spending and an unprecedented decline in travel activities and consumer
demand for related services. Our financial results and prospects are almost entirely dependent on the sale of
accommodation-related services by our advertisers. Other conditions that reduce disposable income or
consumer confidence, such as an increase in interest rates (which, among other things, could cause consumers
to incur higher monthly expenses under mortgages), direct or indirect taxes, fuel prices or other costs of living,
may also lead users to reduce or stop their spending on travel or to opt for lower-cost products and services, and
these conditions may be particularly prevalent during future periods of recession, economic downturn or market
volatility and disruption. International travel may also be affected by changes in exchange rates among
significant origin and destination countries and may contribute to increased volatility in our business, results of
operations, financial condition and prospects.

Any significant decline in travel, consumer discretionary spending or the occurrence of any of the foregoing
conditions may reduce demand for our services. They can also cause advertisers to become financially
distressed, insolvent or fail to pay us for services we have already provided. The occurrence of any of the above
could have a material adverse effect on our business, results of operations, financial condition and prospects,
especially when considered together with the inherent attributes of our business discussed above that also
contribute to period-to-period volatility in our financial results.

Our ability to maintain and increase brand awareness in order to improve our financial performance is
dependent on the effectiveness of our Advertising Spend. Increased competition, or inadequate or
ineffective innovation in and execution of our advertising strategy could harm our business and
negatively affect our financial condition and results of operations.

We rely heavily on the trivago brand. Awareness, perceived quality and perceived differentiated attributes of our
brand are important aspects of our efforts to attract and expand the number of users of our websites and apps.
Many of our competitors have more resources than we do and can spend more on advertising their brands and
services. As a result, we have been required to spend considerable amounts of money and other resources to
preserve and increase our brand awareness. Competition for top-of-mind awareness and brand preference is
intense among online hotel search services, globally and in key geographies. If we are unable to effectively
preserve and increase our brand awareness, we may be unable to successfully maintain or enhance the
strength of our brand.

In particular, we have significantly reduced advertising budgets as a result of the COVID-19 pandemic and have
seen our competitors do the same. Once we eventually resume significant marketing activities (particularly on
TV), it is difficult for us to predict our future marginal returns on Advertising Spend. In the future, our competitors
may increase their spending on advertisement campaigns to improve their brand awareness after a period of
being offline during the COVID-19 pandemic, which could make it difficult for us to increase or maintain our own
marginal returns on our advertisements. We may face this difficulty even if we make substantial investments in
innovative technologies and concepts in our advertising. Increased advertising spend by our competitors could
also result in significant increases in the pricing of one or more of our marketing and advertising channels, which
could increase our costs for advertising (which already consume most of our revenue) or cause us to choose
less costly but less effective marketing and advertising channels.

TV advertising has historically accounted for a large percentage of our Advertising Spend, and often has higher
costs than other channels. In recent years, we have engaged in successful broad-reaching TV marketing
campaigns. We expect to eventually invest again in TV marketing campaigns, including in geographies where
our brand is less well-known. As we make these investments, we may observe increasing prices in light of
increased spending from competitors or may see reduced benefits from our advertising due to, among other
things, increasing traffic share growth of search engines as destination sites for users. In addition, our
advertising efforts may become less cost-effective or less efficient than they have been historically. We have
historically placed orders for TV advertising in advance of the campaign season. In the event travel demand is
lower than we anticipated at the time we booked that advertising, we may suffer losses if we are unable to cut
planned spending, as was the case when we were unable to pull back Advertising Spend quickly enough in the
second quarter of 2017. Although our losses relating to advertising commitments were relatively small during the
COVID-19 pandemic because we were able to renegotiate commitments, we may in the future be unsuccessful
with this or an alternative approach, which could, in turn, result in material losses.

Our marginal returns from TV advertising may also be negatively affected over time by declining viewership in
certain age groups and changes in viewing patterns that reduce viewer exposure to advertising. In order to



maintain or increase the effectiveness of our TV advertisements, we may need to develop new creative concepts
in our advertisements, and these advertisements may not be as effective in terms of Return on Advertising
Spend as those we have used in the past. If TV advertising becomes less effective or if we experience
diminishing returns from TV advertising overall or in key markets, we may instead invest in other channels that
may have a lower marginal Return on Advertising Spend. For example, we may, in order to maintain our brand
awareness, need to invest in other advertising formats, such as online video, with which we have less
experience and which may be less effective than TV advertising. We believe the COVID-19 pandemic has
accelerated the shift from linear TV to digital formats and expect this trend to continue beyond the COVID-19
pandemic. If we are unable to maintain or enhance consumer awareness of our brand or to generate demand in
a cost-effective manner, it may have a material adverse effect on our business, results of operations, financial
condition and prospects.

Increasing competition in our industry could result in a loss of market share and higher traffic
acquisition costs or reduce the value of our services to users and a loss of users, which would
adversely affect our business, results of operations, financial condition and prospects.

We operate in an increasingly competitive travel industry. Many of our current and potential competitors,
including hotels themselves (both hotel chains and independent hotels), and metasearch engines, such as
Kayak, TripAdvisor, Trip.com and Google Hotel Ads, locally focused metasearch engines, such as Qunar, OTAs,
such as Booking.com, Ctrip and Brand Expedia, alternative accommodation websites, such as Airbnb and Vrbo
(previously HomeAway), and other hotel websites, may have been in existence longer, may have larger user
bases, may have wider ranges of products and services and may have greater brand recognition and customer
loyalty in certain markets and/or significantly greater financial, marketing, personnel, technical and other
resources than we do. Some of these competitors may be able to offer products and services on more favorable
terms than we can. Google Hotel Ads and other metasearch websites, continue to expand globally, are
increasingly competitive, have access to large numbers of users, and, in some cases, continue to adopt
strategies and develop technologies and websites that are very similar to ours. In particular, Google Hotel Ads
has invested into its own hotel metasearch product, trying to capture more of the available profit margin in the
online travel industry and thereby grow its own profit base. In addition, relatively new industry participants, such
as Airbnb and Trip.com, have in recent periods increased their activities across Western markets, which has
further intensified competition. Competition could result in higher traffic acquisition costs, lower CPC levels and
reduced margins on our advertising services, loss of market share, reduced user traffic to our websites and
reduced advertising by hotel companies and other accommodation advertisers on our websites. In addition, the
competitive structure of the online travel industry may change significantly as a result of the COVID-19
pandemic, which may make it difficult to regain our pre-pandemic market share. If fewer advertisers choose to
advertise on our website, we will have less information available to display, which makes our services less
valuable to users.

In addition, many of these competitors may be able to devote significantly greater resources to marketing and
promotional campaigns; attracting and retaining key employees; securing participation of hotels and access to
hotel information, including proprietary or exclusive content; website and systems development; research and
development; and enhancing the speed at which their services return user search results. Our competitors may
also be able to adjust their marketing spend more quickly or allocate it more efficiently than we can or improve
their product more quickly and effectively, especially since they have more complete information about their
users than we do about ours. Many of these competitors may also offer user incentives, such as loyalty awards
or priority access to services, which may not be available if users book through third-party sites or services.

As a result, competition, individually or in the aggregate, could result in higher traffic acquisition costs, reduced
operating margins, loss of market share, reduced user traffic to our websites and reduced advertising by OTAs
and hotels on our websites, which could have an adverse impact on our CPCs. This, in turn, may have a
material adverse effect on our business, results of operations, financial condition and prospects. In addition,
competition among our advertisers may cause some of them to have financial difficulties, default on or materially
delay their obligations to pay us for services we have already provided or become insolvent. As a result, we may
not be able to compete successfully against current and future competitors, and competition among advertisers
may have a material adverse effect on our business, results of operations, financial condition and prospects.

If we are unable to implement our strategic plans successfully, we may be unable to achieve our
objectives, or we may incur further losses, and our business, results of operations, financial condition
and prospects may be materially and adversely affected.

We updated our mission “to be your companion to experience our world” and have begun to explore potential
ways we can expand our value proposition beyond our historical focus on accommodation search. For example,
we have begun partnering with other online travel companies to test price comparison offerings across non-
accommodation travel verticals (e.g., flights, car rentals and activities). We have also been expanding our



product towards a more inspirational value proposition, targeting users who are undecided with regards to the
specifics of planned travel or who may not have contemplated a trip in the first place.

Many of our competitors, including the large OTAs, have substantially more experience with respect to offering
flights, car rentals and activities and have access to more content to promote user interaction with an
inspirational product. If our efforts to integrate additional verticals into our website and to create more
inspirational content are unsuccessful, or if our competitors can provide more attractive advertising terms to
potential advertisers or more attractive content to users, we may be unable to provide as broad a set of search
results or as interesting content to our users as our competitors are able to provide. In addition, we may be
unable to monetize flights, car rentals and activities successfully or to the same degree as our competitors. We
may also be unsuccessful in transforming general interest in inspirational travel content into interactions with our
website that we are ultimately able to monetize. The materialization of any of these risks may have a material
adverse effect on our business, results of operations, financial condition and prospects.

If we do not continue to innovate and provide tools and services that are useful to users and advertisers,
we may not remain competitive, and our revenue and results of operations could suffer.

Our success depends on continued innovation to provide features and services that make our websites and
apps useful for users. Our ability to attract users to our services depends in large part on providing a
comprehensive set of search results and a broad range of offers across price ranges. To do so, we maintain
relationships with OTAs, hotel chains and independent hotels to include their data in our search results. Although
we maintain a very large searchable database of hotels from around the world, we do not have relationships with
some significant potential advertisers, including some major hotel chains, many independent hotels, smaller
chains and certain large providers of alternative accommodations. In addition, consolidation among advertisers,
which may occur at increasing levels because of the COVID-19 pandemic, or a change to more coordinated or
centralized marketing activities within OTA groups and hotel chains, could reduce the number of offers we have
available in our marketplace for each hotel. In recent periods, the large OTAs have moderated their performance
marketing spend and have publicly emphasized their desire to increase the efficiency of their performance
marketing spend. The reduced participation by existing advertisers in our marketplace or our inability to continue
to add more accommodation inventory to our platform may reduce the comprehensiveness of our search results,
which could reduce user confidence in the search results we provide, making us less popular and could,
because there are fewer offers made on our marketplace, enable advertisers to bid less for offers.

In addition, our competitors are constantly developing innovations in online hotel-related services and features.
As a result, we must continue to invest significant resources in research and development in order to
continuously improve the speed, accuracy and comprehensiveness of our services. The emergence of
alternative platforms and the emergence of niche competitors who may be able to optimize services or strategies
such platforms have required, and will continue to require, new and costly investments in technology. We have
invested, and in the future may invest, in new business strategies and services. Some of the changes we are
implementing may prioritize the quality of user experience over short-term monetization. These strategies and
services may not succeed, and, even if successful, our revenue may not increase. In addition, we may fail to
adopt and adapt to new technology, especially as Internet search, including through Google and Amazon,
potentially moves from a text to voice interface over the coming years, or we may not be successful in
developing technologies that operate effectively across multiple devices and platforms. New developments in
other areas could also make it easier for competitors to enter our markets due to lower up-front technology
costs. If we are unable to continue offering innovative services or do not provide sufficiently comprehensive
results for our users, we may be unable to attract additional users and advertisers or retain our current users and
advertisers, which may have a material adverse effect on our business, results of operations, financial condition
and prospects.

Several of our product features depend, in part, on our relationship with third parties to provide us with
content.

We currently license and incorporate into our websites content from third parties. As we continue to introduce
new services that incorporate new content, we may be required to license additional content. We cannot be sure
that such technology will be available on commercially reasonable terms, if at all. In particular, certain third
parties provide us with consumer reviews that we provide to our users along with our proprietary rating score. If
any of our third-party data providers terminate their relationships with us, the information that we provide to users
may be limited or the quality of the information may suffer, which may negatively affect the implementation of our
strategic initiatives, users’ perception of the value of our product and our reputation.



We rely on assumptions, estimates and data to make decisions about our business, and any
inaccuracies in, or misinterpretation of, such information could negatively impact our business.

We take a data-driven, testing-based approach to managing our business, where we use our proprietary tools
and processes to measure and optimize end-to-end performance of our platform. Our ability to analyze and
rapidly respond to the internal data we track enables us to improve our platform and make decisions about
allocating marketing spend and ultimately convert any improvements into increased revenue. While the internal
data we use to judge the effectiveness of changes to our platform and to make improvements to how we make
decisions about allocating Advertising Spend are based on what we believe to be reasonable assumptions and
estimates, our internal tools are not independently verified by a third party and have a number of limitations. We
only have access to limited information about user behavior compared to many of our competitors that in many
cases can record detailed information about users who log onto their websites or who complete a booking or
other transaction with them.

In addition, our ability to track user behavior is also subject to considerable limitations, for example, relating to
our ability to use cookies and browser extensions to analyze behavior over time, and to difficulties pertaining to
users who use multiple devices to conduct their search for accommodation. In particular, users can block or
delete cookies through their browsers or “ad-blocking” software or apps. The most common Internet browsers
allow users to modify their browser settings to prevent cookies from being accepted by their browsers, or are set
to block third-party cookies by default. At least one major browser has introduced extensive privacy features,
including the imposition of a strict time limit on tracking tools' lifespans. Any of these developments may inhibit
our ability to use cookies to better understand and track our users’ preferences to improve our platform, to
optimize our marketing campaigns and our advertisers’ campaigns and to detect and prevent fraudulent
activities. We believe that many of our competitors, in particular Google, have substantial advantages compared
to us in their ability to understand and track users' behavior. In addition, we are to a significant extent dependent
upon certain advertisers for specific types of user information, including, for example, as to whether a user
ultimately completed a booking. Our or our advertisers’ methodologies for tracking this information may change
over time. Some countries have also already unilaterally adopted digital services taxes, with other countries
planning to adopt such taxes in the future. In addition to increasing our operational expenses, digital service
taxes are likely to make it more difficult for us to measure the marginal efficiency of our Advertising Spend
among marketing channels as such taxes will affect not only how we allocate our spend but also how these
marketing channels and our advertisers make decisions about their businesses.

If the internal tools we use to judge the effectiveness of changes to our platform produce or are based on
information that is incomplete or inaccurate, or we do not have access to important information, or if we are not
sufficiently rigorous in our analysis of that information, or if such information is the result of algorithm or other
technical or methodological errors, the decisions we make relating to our website, marketplace and allocation of
marketing spend may not result in the positive effects in terms of profitability, revenue and user experience that
we expect, which may negatively impact our business, results of operations, financial condition and prospects.

We rely on search engines, particularly Google, to drive a substantial amount of traffic to our platform. If
Google continues to promote its own products and services that compete directly with our
accommodation search at the expense of traditional keyword auctions and organic search, our
business, financial performance and prospects may be negatively impacted.

We rely on Bing, Google, Naver, Yahoo! and other Internet search engines to generate a substantial amount of
traffic to our websites, principally through the purchase of hotel-related keywords. We obtain a significant amount
of traffic via search engines and therefore utilize techniques such as search engine optimization and search
engine marketing to improve our placement in relevant search queries. The number of users we attract from
search engines to our platform is due in large part to how and where information from, and links to, our websites
is displayed on search engine pages. Google and other search engines frequently update and change the logic
that determines the placement and display of results of a user’s search. If a major search engine changes its
algorithms in a manner that negatively affects the search engine ranking, paid or unpaid, of our websites or that
of our third-party distribution partners, or if competitive dynamics impact the costs or effectiveness of search
engine optimization, search engine marketing or other traffic generating arrangements in a negative manner, it
may have a material adverse effect on our business, results of operations, financial condition and prospects. In
addition, if search engines, especially smaller players, decline in popularity, we may see adverse impacts as they
provide us with fewer relevant leads or even shut down their services completely, resulting in even less
competition in general search.

In some instances, search and metasearch companies may change their displays or rankings in order to
promote their own competing products or services or the products or services of one or more of our competitors.
For example, Google, a significant source of traffic to our website, frequently promotes its own hotel search
platform (which it refers to as “Hotel Ads”) at the expense of traditional keyword auctions and organic search
results. This, in turn, has negatively impacted the search ranking of our website. We have introduced Hotel Ads
as a marketing channel in many markets, but our placement in its results is dependent on factors used by Hotel
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Ads’ algorithm to rank and display our offers, resulting in dynamics significantly different from search engine
marketing in the form that we have historically been familiar with. This may present a challenge since we may
have significantly less flexibility to acquire traffic for our website using that platform compared to traditional hotel-
related keyword advertising. In addition, our major advertisers might not be amenable in some cases to our
using their inventory to compete with them on Hotel Ads, which may present a further difficulty if Google
continues to direct traffic in this manner. Google’s promotion of its own competing products, or similar actions by
Google in the future that have the effect of reducing our prominence or ranking on its search results, could have
a substantial negative effect on our business, results of operations, financial condition and prospects.

In addition, a significant amount of traffic is directed to our websites through our participation in display, email
and affiliate advertising campaigns on search engines, advertising networks, affiliate websites and social
networking sites. Pricing and operating dynamics for these traffic sources can experience rapid change, both
technically and competitively. Any of these providers could also, for competitive or other purposes, alter their
search algorithms or results, causing our websites to place lower in search results, which may reduce our user
traffic and may have a material adverse effect on our business, results of operations, financial condition and
prospects.

The litigation in Australia could increase our expenses and will subject us to significant monetary
penalties.

On August 23, 2018, the Australian Competition and Consumer Commission, or ACCC, instituted proceedings in
the Australian Federal Court against us. The ACCC alleged a number of breaches of the Australian Consumer
Law, or ACL, relating to certain advertisements in Australia concerning the hotel prices available on our
Australian site, our Australian strike-through pricing practice and other aspects of the way offers for
accommodation were displayed on our Australian website. The matter went to trial in September 2019 and, on
January 20, 2020, the Australian Federal Court issued a judgment finding that we had engaged in conduct in
breach of the ACL. On March 4, 2020, we filed a notice of appeal at the Australian Federal Court appealing part
of that judgment. On November 4, 2020, the Australian Federal Court dismissed trivago’s appeal. A separate trial
regarding penalties and other orders is scheduled for October 18, 2021.

In establishing a provision in respect of the ACCC matter, management took into account the information
currently available, including judicial precedents. However, there is considerable uncertainty regarding how the
Australian Federal Court would calculate the penalties that will be ultimately assessed on us. In particular, the
Australian Federal Court determined that we engaged in certain conduct after September 1, 2018 that will result
in the applicability of the new penalty regime under the ACL, which significantly increased the maximum penalty
applicable to parts of our conduct. Only a few cases have been decided so far assessing penalties for
contraventions of the ACL under the new regime. The penalties imposed in those cases were jointly agreed by
the parties and were not the subject of a contested penalty hearing. In addition, the Australian Federal Court in
each case did not allocate the total penalty imposed between the old and new penalty regime. When assessing
penalties, the Court does not apply any mathematical formula, but rather considers and weighs “all relevant
matters”. Certain statutory maximum penalties serve, when balanced with all other relevant factors, as a
yardstick for the court to assess penalties. In order to determine such maximum penalties under the new penalty
regime, the court will need to consider whether the “value of the benefit received” by us can be determined and,
if so, multiply it by three. Should the court determine that such benefit is not ascertainable, we would be subject
to a maximum penalty per contravention equaling 10% of the turnover of the “body corporate”, and any related
body corporate, for the preceding 12 months. It is unclear how a court might interpret these statutory provisions
or how the court might otherwise exercise its considerable discretion in respect of these matters. Any penalty
amount could substantially exceed the level of provision that we established for this litigation. The ultimate
penalties assessed in this case could have a material adverse effect on our business, results of operations,
financial condition and prospects.

Regulators' continued focus on the consumer-facing business practices of online travel companies may
adversely affect our business, financial performance, results of operations or business growth.

A number of regulatory authorities in Europe (including the UK Competition and Markets Authority, or “CMA”),
Australia, and elsewhere have initiated litigation and/or market studies, inquiries or investigations relating to
online marketplaces and how information is presented to consumers using those marketplaces, including
practices such as search results rankings and algorithms, discount claims, disclosure of charges, and availability
and similar messaging. For example, in 2018, the CMA, opened an investigation into certain of our display
practices in the United Kingdom that the CMA questioned under U.K. consumer law. On January 31, 2019, we
submitted voluntary undertakings to the CMA to make changes to certain disclosure and other display practices
in the United Kingdom. The undertakings resolved the CMA's investigation into our practices in the United
Kingdom without any admission or finding that our practices violated U.K. law. On January 20, 2020, the
Australian Federal Court issued a judgment in the Australian Competition and Consumer Commission (ACCC)’s
case against us regarding our advertising and website display practices in Australia. Parts of the court’s opinion
included views that differed significantly from those of other national regulators and raised concerns about the
function of our marketplace and the adequacy of disclosures to consumers regarding how advertisers that pay



higher CPCs generally receive better advertising placement on our website. Since then, two purported class
actions have been filed in Israel and Ontario, Canada, making allegations about our advertising and/or display
practices broadly similar to aspects of the case presented by the ACCC. These cases are still in their early
stages. Should other national courts or regulators take a similar view of our business model to that of the
Australian Federal Court and the ACCC, or should changes in our business practices or those prevalent in our
sector brought about by the attention brought on by this litigation or other regulatory matters reduce the
attractiveness, competitiveness or functionality of our platform and the services we offer, or should our reputation
or that of our sector continue to suffer, or should we have to pay substantial amounts in respect or as a result of
any such regulatory action or proceeding, our business, results of operations, financial condition and prospects
could be adversely affected.

In addition, many governmental authorities in the markets in which we operate are also considering additional
and potentially diverging legislative and regulatory proposals that would increase the level and complexity of
regulation on Internet display, disclosure and advertising activities. For example, in the European Union a new
Directive as regards the better enforcement and modernization of Union consumer protection rules (the “New
Deal for Consumers”) recently came into force, and a regulation of the European Parliament and of the Council
for business users of online intermediary services (the P2B Regulation) has been recently adopted. In parallel,
the national competent authorities of the EU and EEA countries have coordinated their actions, through the
Consumer Protection Cooperation (CPC) network, in order to address potential infringements of consumer
protection legislation. EU regulators have also been cooperating with international counterparts on consumer
protection issues internationally, such as within the International Consumer Protection and Enforcement Network
(“ICPEN”), e.g., the CMA has been co-leading an ICPEN project on digital platforms in the travel and tourism
sector, which may lead to further coordinated enforcement activities in the sector. There also are, and will likely
continue to be, an increasing number of laws and regulations pertaining to the Internet and online commerce that
may relate to liability for information retrieved from, transmitted over or displayed on the Internet, display of
certain taxes, charges and fees, online editorial, user-generated or other third-party content, user or other third-
party privacy, data security, behavioral targeting and online advertising, taxation, liability for third-party activities
and the quality of services. Furthermore, the growth and development of online commerce may prompt calls for
additional or more complex consumer protection laws and higher levels of regulatory review and enforcement
activities, which may impose additional burdens, costs or limitations on online businesses generally. In this
context, we note that in a study into paid ranking which was published on February 2, 2021 the Netherlands
Authority for Consumers and Markets (ACM) has found that paid ranking (or sponsored ranking) comes with
risks for competition and consumers. This and possible future related studies and inquiries may adversely affect
the way trivago monetizes its offers on its sites.

Moreover, our business and financial performance could be adversely affected by unfavorable changes in or
interpretations of existing laws, rules and regulations or the promulgation of new laws, rules and regulations
applicable to us and our businesses, including those relating to those discussed above as well as anti-corruption,
anti-trust and competition, economic and trade sanctions, tax, banking, data security and privacy. In addition,
following the expiry of the EU-UK Withdrawal Agreement on December 31, 2020, there is uncertainty regarding
the extent to which future regulations and policies in the United Kingdom may diverge from those of the
European Union giving rise to greater regulatory complexity and additional compliance costs. Regulatory
authorities or courts could prevent or temporarily suspend us from carrying on some or all of our activities or
otherwise penalize us (including imposing financial penalties and restricting our conduct going forward) if our
practices were found not to comply with applicable legal, regulatory or licensing requirements or any binding
interpretation of such requirements. Changes we might be required to make to our practices as a result of
regulatory or judicial action, could decrease demand for our services, limit marketing methods and capabilities
available to us, affect our margins and increase our costs, which could decrease demand for services, reduce
revenue, increase costs or subject the company to additional liabilities.

Increasing enforcement of international trade and anti-corruption regulations could affect our ability to
remain in compliance with such regulations and could have a materially adverse effect on our business,
results of operations, financial condition and prospects.

The SEC, U.S. Department of Justice and U.S. Office of Foreign Assets Control, or OFAC, as well as other
foreign regulatory authorities, have continued to increase the enforcement of economic and trade regulations
and anti-corruption laws, across industries. U.S. trade sanctions restrict transactions involving designated foreign
countries and territories, including the Crimea region of the Ukraine, Cuba, Iran, North Korea and Syria, as well
as certain specifically targeted individuals and entities. We believe that our activities comply with applicable
OFAC trade regulations and anti-corruption regulations, including the U.S. Foreign Corrupt Practices Act and the
U.K. Bribery Act. As regulations are amended and the interpretation of those regulations evolves, we cannot
guarantee that our programs and policies will be deemed compliant by all applicable regulatory authorities. In the
event that our controls should fail or are found to be not in compliance for other reasons, including as a result of
changes to our products and services or the behavior of our advertisers, we could be subject to monetary
damages, civil and criminal penalties, litigation and damage to our reputation and the value of our brand.
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The U.S. Government announced that, effective May 2, 2019, it will no longer suspend the right of private parties
to bring litigation under Title 1l of the Cuban Liberty and Solidarity (Libertad) Act of 1996, popularly known as the
Helms-Burton Act, allowing certain individuals whose property was confiscated by the Cuban government
beginning in 1959 to sue in U.S. courts anyone who "traffics" in the property in question. Five purported class
actions were filed against us (and other defendants) in 2019. Since then, the plaintiffs in all five cases have
dropped trivago as a defendant (while the cases continue against other defendants). These actions seek
remedies including the value of the expropriated property (on which the applicable hotel is located), plus interest,
treble damages, attorneys' fees and costs. If trivago were to be named again as a defendant in these cases, or
in other similar cases, we believe that we have meritorious defenses to such potential claims and that the results
of any related litigation would not be material to our business, financial condition or results of operations.
However, litigation is uncertain and there is little judicial history or interpretation of the relevant claims and
defenses, in particular as applied to businesses like ours. As a result, there can be no assurance that there will
not be an adverse outcome to any such litigation or that such an outcome would not result in an adverse impact
on our business, results of operations, financial condition and prospects.

We process, store and use personal data which exposes us to risks of internal and external security
breaches and could give rise to liabilities, including as a result of governmental regulation and differing
legal obligations applicable to data protection and privacy rights.

We may acquire personally identifiable information, personal data or confidential information from users of our
websites and apps and from advertisers and share this with third parties. Breaches or intrusions to our systems
or the systems of external service providers, including cloud-based systems, upon which we have been
increasingly relying, whether resulting from internal or external sources, could significantly harm our business. It
is possible that advances in computer circumvention capabilities, new discoveries or other developments,
including our own acts or omissions, could result in a compromise or breach of personally identifiable
information, personal data and/or confidential user information.

We cannot guarantee that our existing security measures or the security measures of external service providers
will prevent all security breaches, intrusions or attacks. A party, whether internal or external, that is able to
circumvent our security systems or the systems of an external service provider could improperly obtain user
information or proprietary information or cause significant disruptions to our operations. In the past, we have
experienced “denial-of-service” type of attacks on our system, which have made portions of our website
unavailable for periods of time. In early 2020, we were the victim of cyber-related fraud that involved electronic
communications impersonating one of our vendors, resulting in our paying several outstanding invoices together
totaling less than €1 million to foreign accounts controlled by the impersonator. We may need to expend
significant resources to protect against security breaches, intrusions, attacks or other threats or to address
problems caused by breaches. Any actions that impact the availability of our website or apps could cause a loss
of substantial business volume during the occurrence of any such incident and could result in reputational harm
and impact negatively our ability to attract new customers and/or retain existing ones. The risk of security
breaches, intrusions and other attacks is likely to increase as the tools and techniques used in these types of
attacks become more advanced. The European data protection laws (described in detail below), have introduced
mandatory breach reporting to regulators and individuals across Europe. Security breaches could result in
negative publicity, damage to our reputation, expose us to risk of loss or litigation and possible liability and
subject us to regulatory penalties and sanctions as well as civil litigation. Security breaches could also cause
users and potential users to lose confidence in our security, which would have a negative effect on the value of
our brand.

We also face risks associated with security breaches affecting third parties conducting business over the
Internet. Users generally are increasingly concerned with security and privacy on the Internet, and any publicized
security problems impacting other companies could inhibit the growth of our business. Additionally, security
breaches at third parties upon which we rely, such as hotels, could result in negative publicity, damage to our
reputation, expose us to risk of loss or litigation and possible liability and subject us to regulatory or criminal
penalties and sanctions as well as civil litigation. We currently provide users with the functionality to book directly
with certain hotels, by completing a form on our website which enables users’ details to be transferred directly to
the hotel's booking forms. In connection with facilitating these transactions, we and contracted third party
processors receive and store certain personally identifiable information and/or personal data, including credit
card information. We currently receive and store certain personally identifiable information and/or personal data
in the form of booking and reservation data from advertisers. This information is increasingly subject to
legislation and regulations in numerous jurisdictions around the world, including throughout the member states of
the European Union as a result of the EU’s General Data Protection Regulation 2016/679, or GDPR, which has
been in effect since May 25, 2018, and of national GDPR implementation acts on an EU member state level. In
particular, EU laws regulate transfers of EU personal data to third countries, such as the United States, that have
not been found to provide adequate protection to such personal data. A considerable number of our service
providers and hotels operate in such jurisdictions. The laws, rules, and regulations regarding cross-border
transfers of personal data, including laws relating to transfer of personal data outside the EU are rapidly evolving
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and likely to remain uncertain for the foreseeable future. Recent legal developments in the EU have created
complexity and uncertainty regarding transfers of personal data from the EU to the United States and other
jurisdictions. For example, on July 16, 2020, the European Court of Justice, or CJEU, invalidated the EU-U.S.
Privacy Shield framework, or Privacy Shield, which provided companies with a mechanism to comply with data
protection requirements when transferring personal data from the EU to the United States. The same decision
also cast doubt on the ability to use one of the primary alternatives to the EU-U.S. Privacy Shield framework,
namely, the European Commission’s Standard Contractual Clauses, to lawfully transfer personal data from
Europe to the United States and most other countries. At present, there are few if any viable alternatives to the
Privacy Shield Frameworks and the Standard Contractual Clauses for the foregoing purposes.

Government regulation of privacy and data security is typically intended to protect the privacy of personally
identifiable information and/or personal data that is collected, processed and transmitted in or from the governing
jurisdiction. Since we collect, process and transmit personally identifiable information and/or personal data in and
from numerous jurisdictions around the world, we are subject to privacy, data protection and data security
legislation and regulations in a number of countries around the world. We are in particular affected by the GDPR.
The GDPR applies to any company established in the European Union as well as to those outside 