De conformidad con lo establecido en el articulo 228 del Real Decreto Legislativo 4/2015,
de 23 de octubre, por el que se aprueba el texto refundido de la Ley del Mercado de
Valores y normativa complementaria, NH Hotel Group, S.A. (en adelante, “la Sociedad”
0 “NH”) comunica el siguiente

HECHO RELEVANTE

La compaiia comunica que hoy, 28 de septiembre de 2017, celebrara un “Investor Day”
con la comunidad financiera . Durante el acto se expondran las presentaciones que se
acompanan al presente Hecho Relevante, copia de las cuales se pondra a disposicion a
través de la pagina web de la Sociedad (www.nhinvestorday.com).

Madrid, 28 de Septiembre 2017

Carlos Ulecia
Secretario General


http://www.nhinvestorday.com/
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Pricing and Commercial Strategy

Focus on RevPAR Focus on NET TRevPAR / NET

Segmentation Shift and Pricing L ADR L
2013 - 2016 Distribution Optimization
2017 - 2019

Focus on TRevPAR
Advanced Pricing Strategy
2016 - 2017
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Creating a Competitive Advantage
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Creating a Competitive Advantage: 2013-2016
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Creating a Competitive Advantage: 2013-2016

. » Pricing 1.0 Implementation

_____________________________________________________________________
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Pricing 1.0 Implementation: Global impact

_‘ ’_ ,"I Strategic \‘\

[ pricing .

\ framework ,,’

P Over

g A 2 Million Changes

: oom ‘.

L Type to our Database

. Structure c

. in less than
7 months

,"I New Rate \\\

l‘ Code i

'\ Structure /
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Creating a Competitive Advantage: 2013-2016

NH_Schiphol Airport

. » Pricing 1.0 Implementation
.+ Segmentation shift

_____________________________________________________________________

Strategy
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Potential to leverage REVPAR through

an structural change on segmentation




11

66

NH Hotel Group has released almost 1.000.000 room

nights since 2014 on less profitable business

NH Castellon Turcosa, Spain



Our opportunity: Segmentation Shift

mB2C mM&E ™ Corporate Crew Touroperators

NH ADR 100% Index - -

| B M&E Corporate | Crew Touroperators
ADR driver segments Volume driver segments
High ADR Low ADR
High/Mid volatility Low volatility
Interesting during high Interesting during low
demand periods demand periods

Source: NH Revenue Management
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Our opportunity: Segmentation Shift

Segmentation shift results

12.0B@a0® Nights RGI 98
97 97
10.000.000
96
83%
8.000.000 81% 95
79%
9
6.000.000
93 93
4.000.000 92 92
91
2.000.000
0 89
2014 2015 2016

M Volume driven ADR driven RGI

Source: NH Revenue Management
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Creating a Competitive Advantage: 2013-2016

:' * Pricing 1.0 Implementation
i+ Segmentation shift

Strategy '+ City Indexation

. * New Rate Management Strategy

_____________________________

NH | HOTEL GROUP
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Creating a Competitive Advantage: 2013-2016

_____________________________

* Pricing 1.0 Implementation

'« Segmentation shift
i« City Indexation
. » New Rate Management Strategy

NH | HOTEL GROUP



New Revenue Management Organization

x2 Increase
Revenue Team

_____________________________________________

Retention and Remuneration
Program

_____________________________________________

S~

' On-line Revenue Management
i Academy

_____________________________________________

16
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' New RM Centralized and
i Homogeneus Structure

_____________________________________________

So -

S~

_____________________________________________

Over 1,000 employees
pricing training

S
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Creating a Competitive Advantage: 2013-2016

» Pricing 1.0 Implementation

* Segmentation shift

+ City Indexation

+ New Rate Management Strategy

o2
—
R
Q)
—
D
Q
<<

Resou rces i * New Revenue Management Organization
' * Front & Back Implementation: Transformation Plan

E Na b l_e IS i+ New Revenue Management System: NHGAMECHANGER

' Phasel :

17 NH | HOTEL GROUP



Phase |
S

Definition of NH's !

Unique Needs ;
Adopti Development White !
opHen Label Solution i
Training Implementation
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Real time data feed.
Taking advantage of

our unique Interface

19

HOTEL GROUP



NH Collection Kéln Mediapark, Germany

Inventory
Q0O ¢
ll Pricing

¢ Channel "\

{Integration; Efficient, High performance, safe, fast & reliable
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Creating a Competitive Advantage: 2013-2016

NH Nacional, Madrid

( . {+ Pricing 1.0 Implementation \‘:
! |+ Segmentation shift
Strategy i |« City Indexation
| i i+ New Segmentation !
N ..+ New Rate Management Strategy g

___________________________________________________________________________________________________________

[ | ', |
R@SOU I’C@S * New Revenue Management Organization
' * Front & Back Implementation: Transformation Plan
Enablers - NewRwMS: phase
.+ Leverage Big Data

________________________________________________________________________________
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NH_Bussum Jan Tabak

Web Shopping
Regrets & Denials

STR Global
Macroeconomic
Data

Review &
Social Media

(QPI)

Competitor

Pricing Data

:{ Traditional Revenue
! Management

“““““““““ " Booking &
Reservation Data

[ Traditional Revenue'
] Management i

Integrating Multiple Data Sets

o Demand360
\\\

6 Bl Applications
0 : Weather

Air Traffic

Source: NH Revenue Management

NH | HOTEL GROUP



Integrating Multiple Data Sets

Leverage Machine
BIG Data i . Learning
Advantage Forecasting | Homogeneus
Algorithms ! Decision Making
Artificial | § Predictive
Intelligence | Analytics

__________________________________________________________________________________________
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Creating a
competitive
advantage:

Our results

24




The result: 29 consecutive months growing above our Compset

(Multiple Items) = ARI Chg% MPI Chg%  =—RGI Chg%

15%

10%

0%
-5%

o 20150 20150 20150 20150 20150 20150 20150 20150 20150 20151 20151 20151 20160 20160 20160 20160 20160 20160 20160 20160 20160 20161 20161 20161 20170 20170 20170 20170 20170 20170 20170 20170
1 2 3 4 5 6 7 8 9 0 1 2 1 2 3 4 5 6 7 8 9 0 1 2 1 2 3 4 5 6 7 8
MPIChg% -8% -7% -6% -1% -1% 0% 4% -2% 0% -3% 0% 3% 10% 7% 3% -1% 0% 1% 0% 7% 2% 4% 3% 1% 1% 2% 4% 1% 2% 0% 3% 2%
ARIChg% 3% 5% 3% 4% 3% 4% 3% 0% 3% 5% 1% 1% 2% 0% 2% 3% 3% 1% 3% 3% 1% 0% 3% 3% 2% 0% 0% 1% 2% 2% 0% 0%
RGIChg% -6% -3% -3% 3% 1% 4% 6% 1% 3% 2% 0% 4% 11% 7% 5% 2% 3% 2% 3% 10% 4% 4% 6% 4% 2% 2% 4% 1% 4% 2% 3% 2%

Source: NH Revenue Management
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What's Next?:

Enhancing our
potential
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Strategy

Enhancing our potential: 2017 - 2019

Nhow-Berlin

Next Generation Advance Pricing
\ Strategy, Pricing 2.0 and 3.0

______________________________________________________
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Development of State of the Art Technology and
Pricing Strategy

Phase I



/ Limited %
Price !
Points

29

Enhancing our potential: 2017 - 2019

Curve

Infinite
Price
Points

=
o
=
0
o
-
Q
=
N
Q
=
o
-
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Open Pricing

Optimizing the full demand curve

Rate (EUR)
Rate Code
Executive | Superior | Standard
559 524 464
509 474 414
484 449 404
460 425 365
389 374 314 289 Pl
T 107 399 364 304 > 279/7
= 120 339 304 264
@) 109 319 284 244
ad 119 289 254 214
35 110 269 234 194
115 249 214 174
113 239 204 164
116 209 174 154
118 199 164 144
111 189 154 134
117 179 144 124
112 169 134 114
114 159 124 104
122 149 114 94

Source: NH Revenue Management
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NH Collection Jousten, Argentina

Transient Non
Contracted Business

@ Full Pricing ST
Optimization i |

i Corporate Rates i

< Inventory
Management e g

g M&E §
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Promotions & Package Rate

Traditional Pricing Open Pricing

Keeps channels open, maximizes Billboard Effect
and drives incremental revenue

Source: NH Revenue Management
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Optimizing Contracted Business

Opiimizing valley perlods anc
maximizing RevPAR

Minimum Rate 215 o

We can setup Minimum Length of Stay or Affected Rate Codes 85.57% 0%

Maximum Length of Stay restrictions as 2 Night Min Stay Thru 35.5% 0%

well as closed out restriction on the below 3 Night Min Stay Thru 3.9% 0%

level: 4 Night Min Stay Thru 0.0% 0%

5 Night Min Stay Thru 0,0% 0%

* RoomType 6 Night Min Stay Thru 13% 0%
* Rate Code (Fixed Rates) . .

7 Night Min Stay Thru 44,7% 0%

«  Segment (Dynamic Rates)

Source: NH Revenue Management
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Enhancing our potential: 2017 - 2019

_________________________________________________________________________

( '
' » Next Generation Advance Pricing Strategy, Pricing 2.0 and 3.0 |
Strategy : :
i + Price Automation and Improved time to market
c )
i Resources g
Enablers * Phaselll

_________________________________________________________________________
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Enhancing our potential: 2017 - 2019

] > [ Opportunities ]
\ )

Source: NH Revenue Management
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Enhancing our potential: 2017 - 2019

i « Next Generation Advance Pricing Strategy, Pricing 2.0 and 3.0 E
Strategy '+ Price Automation and Improved time to market i
: + Implementation of Pricing Rules ,i
{ 1
; Resources |
!// \\:
Enablers |+ Phasell |

_______________________________________________________________
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Pricing Rules

Strategic Pricing Guidelines

Source: NH Revenue Management
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Enhancing our potential: 2017 - 2019

"« Next Generation Advance Pricing Strategy, Pricing 2.0 and 3.0
* Price Automation and Improved time to market

* Implementation of Pricing Rules

Strategy

.+ Personalized offers

* Phasell

Enablers

_____________________________________________________________
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Enhancing our potential: 2017 - 2019

NH Collection Grand Hotel Convent

Client Segmentation, Customer
| Lifetime Value, Needs & Preferences

Direct Channels
Personalized Offers

39 TNH | HOTEL GROUP



Enhancing our potential: 2017 - 2019

* Next Generation Advance Pricing Strategy, Pricing 2.0 and 3.0
» Price Automation and Improved time to market
* Implementation of Pricing Rules

Strategy

Personalized offers
M&E Value Proposition:

Enablers .+ Phasel |

______________________________________________________________________________
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NH Meetings

NH Collection Madrid Paseo del Prado, Spain
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Success Stories

NH Collection Taormina, Italy

51 NH | HOTEL GROUP
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Enhancing our potential: 2017 - 2019

\

!+ Next Generation Advance Pricing Strategy, Pricing 2.0 and 3.0
* Price Automation and Improved time to market

* Implementation of Pricing Rules

» Personalized offers

*  M&E Value Proposition:

* Total Revenue Management

* Improved Connectivity and Open Pricing Deployment

Strategy

, . . Net ADR Focus & Channel Optimization
| Resources |
Enablers |+ Phasell §

____________________________________________________________
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Commercial Strategy of the Company

Source: NHHG Business Intelligence
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Sales Force Deployment

Source: NHHG Business Intelligence



Channel Mix

NH Collection Jousten, Argentina

Digitalization of the Industry

Migration to ON-LINE channels in
both direct and indirect sales

Direct Sales o Indirect Sales o
o0 50% 49% 48% 6% 60% 54%
o o o 0
50% - 45% 50% 51% 52% °
50% 9
E3 0% e S 1% 0% 10%
0
e . . . .
30%
20% 1% % 0 .
0% 4 40% 38% 35% 20%
10% . .
’ 10% 18% 21% 23% 25%
0%
2014 2015 2016 2017 0%
2014 2015 2016 2017
Rest Sales ®Web sales OTAs mAgencies ®TO

(1) Total Revenue Source: NHHG Business Intelligence
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Channel Mix

NI Maond~oo_Cardilloro

European Hotel Gross Bookings (€B) by Channel NH Online

Digitalization of the and Online penetration (%), 2014-2020 Penetration
I n d u St ry Supplier Direct Online OTA Other Total pe:;lgﬁon NHOnline  %Web %OTA

2o BN 205 506 883 33% 27% 17.7%

205 [z 60.8 930 35% 30% 21.0%

In line with the trends of = s
the Market o7 [NEEE 612 983 8% 37% 255%

Source: Phocuswright
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Industry-leading online sales growth

The share of online
business is growing 2
times faster than the

European industry
average.

S7

Online Sales over Total Revenues, %

418 43.9

36.4 377 o
32,5 ' Y 41,8
30,2
26,2
2014 2015 2016 2017 2018 2019 2020

==@==Eropean Hotel Chains Average (1) ==@==\H Hotel Group (2)

(1) Source: Phocuswright
(2) Source: NHHG Business Intelligence

NH | HOTEL GROUP



Channel Mix - Net ADR

roSS e

11
>
Q
>
Q.
Q
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Channel Mix - Net ADR

NH_Bussum Jan Tabak
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Channel Mix - OTAS Strategy

NH_Schiphol Airport

Net ADR by Channel (2017 YTD) w

Direct Web OTAs TO Travel Agency

(1) Source: NHHG Business Intelligence
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The new Paradigm — Commercial Strategy Maximizing Net TrevPAR

. » Visibility Optimisation Performance Marketing
Forecasting & Pricing Third Parties / Total RM & Investment

Segment

SUPER REVENUE MANAGEMENT APPROACH

61 NH | HOTEL GROUP



Channel Mix - Intermediary Strategy

_________________________________________

[ \
i Net ADR ;
Co e | co \
i B2B : I_nventory / :
: -nH : Displacement
HOTEL GROUP
ST e \ S N
: Diversification & | | . |
Feeder Markets Test &Trial

__________________________________________________________________________________
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Enhancing our potential: 2017 - 2019

{ * Next Generation Advance Pricing Strategy, Pricing 20 and 3.0 \

i+ Price Automation and Improved time to market

i+ Implementation of Pricing Rules

i * Personalized offers

i+ M&E Value Proposition:

Strategy i * Total Revenue Management
!+ Improved Connectivity and Open Pricing Deployment
i * Net ADR Focus & Channel Optimization

- B2B Digital Sales

.+ Upper Upscale Focus K

C k

Resources '+ New Commercial Model: Digitalization, Niche accounts & Markets !
S LT T N

i * Phasell |

Enablers | _ . |
' «  M&E On Line Store: Instant Bookings !

_____________________________________________________________________
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Proposal for Execution

64 NH | HOTEL GROUP



Niche Distributors for High End Sales — Supporting Upper Upscale

High End Travel Agencies

Intermediate i Luxury OTAS

______________________________________________

Direct Brand Website & i
CRO i

NH Collection

Partnership

65
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Enhancing our potential: 2017 - 2019

NH Collection Kéln Mediapark, Germany

"« New Generation Advance Pricing Strategy, Pricing 2.0 and 3.0 )
* Price Automation and Improved time to market
* Implementation of Pricing Rules
* Personalized offers
*  MR&E Value Preposition
» Total Revenue Management
* Imrpoved Connectivity and Open Pricing Develoyment
* Net ADR Focus & Channel Optimization
+ B2B Digital Sales
. Upper upscale focus /

*  New Commercial Model: Digitalization, Niche accounts & Markets
* Full adoption NHGameChanger
* Training & Development: Total Revenue Management as part of our culture & DNA

____________________________________________________________________________________________

_____________________________________________________________________________________________

il * Phase ll
!+ M&E On Line Store: Instant Bookings
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NH Hotel Group Revenue Market Share Growth Expectations

Market Penetration KPIs NH vs compset o

102 102
\/ 100 101 101
99 99
92/
[e]0]

(1) Source: NHHG Business Intelligence
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NH Hotel Group Revenue Growth Expectations

RGI Evolution w ARI Evolution «

106
BU Spain

100
94

100
BU Central

95
Europe

90

85

BU Benelux 105

=
N4

7
-

105

BU Italy o

95 (1) Source: NHHG Business Intelligence

201 7 NH | HOTEL GROUP

68



Thank you
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Our history

Global player through organic growth and strategic acquisitions

2000 2002 2009
Acquisition Krasnapolsky: Acquisition Astron: 53 NH and Hesperia signing, 51
65 Hotels (€728m) hotels (€130m) new managed hotels
— |
2001
2007 2015

Acquisition Chartwell

5 i 5 Acquisition Hoteles
hotel chain: 14 hotels Capital increase of €250m

Acquisition Jolly : 45 hotels Royal: 20 hotels (€66m
€e7om) | I net of NH Bogota P93) g

3 TNH | HOTEL GROUP



NH Portfolio at a glance

NH Collection Amsterdam Grand Hotel Krasnapolsky, The Netherlands

I S 75 N e .
Owned hotels e
S c. €19 bn S

-
-

83 \ g 222

.

NH | HOTEL GROUP



Hotels per contact type

January 2013

=Owned =Leased =Managed

=

N° OF ROOMS
58.853

[

=

2013 EBITDA
€111m

Portfolio evolution

August 2017

Exits
- 7505 rooms
Managed
-2.517 Leased
-2.141 Owned
Entries

+7.553 Rooms

Managed 3.616

=Owned =leased = Managed

!3- 58 goi ROOMS
Leased 3.451
€ 2017E EBITDA
= €230m

Owned

NH | HOTEL GROUP



Our vision

To create value through a balanced and continuously improved portfolio

7/ Long Term \/ NS N ‘

{ sustainable / Createvalue 2 Active Asset A ‘
leaseand i  through % Management | | Growth

. management i/ [feposiioning i girategy ,
\. contracts "\ "
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Our vision

To create value through a balanced and continuously improved portfolio

Long Term
sustainable

lease and
management
contracts

- =<

Create value
through
repositioning

~

~

-

Pl _
- —_———

Active Asset
Management
Strategy

- =~

NH | HOTEL GROUP



Leased hotels

What have we done to maximize the value of NH leased hotels?

27 lease contracts have been canceled

Ir' Contract
\ Cancelation
\

' - 22 of them generated a negative Ebitda of €6m

1

. B 109 renegotiations have been successfully signed
' ontract . . . . . . -
e eplR [ixed rentreduction and inclusion of variable components (in some cases co-investment and

extension of the contracts)

~

i New '
\ contracts |
1

27 new lease agreements have been signed and opened since 2014

8 TNH | HOTEL GROUP



Leased hotels

Which are the results of the actions carried out since 2013?

Evolution of n° of hotels with negative EBITDA Rent coverage ratio evolution

B ) .
133 144 ‘
1,75
132 142 1,49 1,64
0
2013 2014 2015 2016 2017E 2013 014 ro1c - -
Total negative EBITDA generated ‘ - Fixed Rent Coverage Ratio (GOP/Fixed Rent)

= Total Rent Coverage Ratio (GOP/Total Rent)

9 TNH | HOTEL GROUP



Leased hotels

What are the results of the actions carried out since 2013?

Contracts with Total Rent Coverage Ratio > 1,5X

Fixed rent contracts

143 144 Ne hotels Fixed Rent

Rent Coverage Ratio > 1,5x 128 150.552.484 58%
103
77 Rent Coverage Ratio 1x a 1,5x 57 91674.814 35%
64

Rent Coverage Ratio < 1x 17 18.579.206 7%
TOTAL 202 260.776.504

2013 2014 2015 2016 2017F (1) Excluding allocation of centralized costs & HQ

e N° of contracts

10
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Managed hotels

What have we done to maximize the value of NH managed hotels?

2013 . 2017
———— Evolution of fees generated by Management contracts o ———

GELIY > 2" e23m

- - -

~
J

28 Management contracts have been canceled or not renovated

28 Hesperia were negotiated with a new fee structure and 9 year duration, rebranding and
repositioning the portfolio have been agreed

e 20 management contracts have been incorporated (10 in America and 10 in southern Europe )

11 TNH | HOTEL GROUP



Managed hotels

Management contract with Hesperia Hotels signed

e Performance H1 2017:

H1 2016 H1 2017 % Increase
£2.2m £4.2m +22%

* Former Hesperia Murcia after refurbishment and rebranding

12 TNH | HOTEL GROUP



Leased and managed hotels

NH Collection Amsterdam Grand Hotel Krasnapolsky, The Netherlands

What actions will be carried out for the coming 3 years?

/’— S
N
d N
’ \
' \

\

Contract
Cancelation |
1

[ 13 leased contracts will not be renovated

\ ’

v S 25-30 contracts are expected to be renegotiated, including negotiations:

TR - to renew those contracts that are EBITDA contributors expiring in the coming 3 years (2018-2020)
' restructuring : S

\ ) - capex contribution by the owners

,/' \\ 27 signed contracts will come into operation

[ New ‘: - 8 management contracts

1+ contracts |

‘\\ /! - 19 lease agreements

13 TNH | HOTEL GROUP



Our vision

To create value through a balanced and continuously improved portfolio

- =<

/" Long Term N
/' sustainable Create value Active Asset
lease and through Management | : Growth ‘;
. management repositioning Strategy

" contracts

14
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Repositioning

What have We done tO Create Value through repOSItlonlngr) ¢.€200M Repositioning Capex cash outflow in 2014-2016

Execution H2 14 H1 ‘15 H2 ‘15 H116 H2 ‘16 %

Execution Phase 2014- 2016

* Since the start of the plan through June 2017 refurbishment
has taken place at 61 hotels

» Capex execution risk left behind with upside remaining till Benelux _ 28%

Spain 42%

Italy 7%

2018-2019

* On top of NH Repositioning, we have obtained capex
contribution by owners (leased hotels) of around €60m

* Brilliant basics and IT
.. . e e . . | T ts 2014-2016
» On top of our repositioning initiative, we have invested an

Germany 17%

6%

Latin America

additional approximately €40 million in basics (TVs, mattresses, cooom
ShowerS) Repositioning Capex (50% owned hotels, 50% leased)
*  We invested approximately €30 million in 2014 and 2015 to b e
. . asICs m
overhaul our IT management systems across our entire business,
developing a new website and implementing the revenue (T Capex €30m

management tool

NH | HOTEL GROUP
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Repositioning

What have we done to create a value through repositioning?

* Leased Hotels: Execution Phase 2014- 2016

= 43 |eased hotels have been refurbished with a total Capex of €140m
Out of this €140m, €40m have been obtained from contribution by owners

In those projects with co investment (17) owners have contributed with 60% of the total investment

* Leased Hotels: Execution Phase 2017

= 10 leased hotels have been refurbished with a total Capex of €24m
Out of this €24m, €20m have been obtained from contribution by owners

In those projects with co investment (6) owners have contributed with 94% of the total investment

In those projects with co-investment (23) owners have contributed with 67% of the total investment (€60m)

16 TNH | HOTEL GROUP



Repositioning

What have we done to create a value through reposition?

» Since the start of the plan through June 2017 refurbishment has taken place at 61 hotels

+ Compound annual RevPar growth rate for hotels repositioned in 2015 and 2016, with more than 6 months of post-refurbishment
operation, during the first semester of 2017 compared with the same period prior to the refurbishment is +13.2%

+ Additionally taking into account 2015 refurbishments (Spain) and considering 2 years of operations after refurbishment;
- Incremental EBITDA Forecast 17 - EBITDA 2014 +1.5% CPI 3 years: +£€18m
- Investment. €62m

- Incremental EBITDA / Investment: 29%

17 TNH | HOTEL GROUP



Repositioning

Examp|es Before —After

18 TNH | HOTEL GROUP



Examples

NH Collection
Paseo del Prado
(Madrid, Spain)

NH Collection

Abascal (Madrid,

Spain)

19

Repositioning

Before ma——) /\f{tcr
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Repositioning

Examples Before m—————) After

20 TNH | HOTEL GROUP



Repositioning

Owned Hotels:
The company's strategy tends to continue to invest and improve the owned assets that have potential to improve its RevPar/EBITDA
In the short term, we expect to invest €20m

In addition, we are studying other 5 owned assets that may have a high return on investment

Leased Hotels:
C. 35 additional hotels opportunities for repositioning linked to renegotiation and extension of contracts
Committed agreements:
11 contracts

€£69m of Capex investments: €59m of co-investment from hotel owners and €10m from NH
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Spaces initiative: our vision

Inefficient use of spaces at numerous hotels generates a potential for profitability

Outsourcing of wellness centers / car parks that may.
continue providing their service to customers :

be obtained by a third party at the same location

{
1
' Certain hotel spaces generate less revenue than would
1
1

N
Spaces suitable for an alternative use which allows the | .
increase of sales (e.g. terraces, bars, meeting rooms in .
ground floor). .

Strategic choice

__________________________________________________

To increase the profitability of certain spaces during Hotel’s
repositioning

__________________________________________________

During refurbishment, distribution of spaces can be
changed and works budget can be optimized.

v

__________________________________________________

! You need to change the function of spaces as consumer
. behavior changes and turn underutilized space into
' revenue
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Spaces initiative: KPI’s

Impact of hotel spaces optimization

INCREMENTAL EBITDA

34

1,7

2014 2015 2016 2017E

24

EBITDA (2016)

11%

4%
4%
2%

79%

= Other spaces

= Car parks

Spa/Gym

Commercial/retail

= Restaurants
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Spaces initiative: Success stories

NH Collection Amsterdam Grand Hotel Krasnapolsky, The Netherlands

Nihowe-Berlin

BEFORE » AFTER

EDIMBURGO
MEETING
ROOM

Y& Y AMICHELIN STARS

WOGABOO
RESTAURANT

ZURICH
BUDAPEST
MEETING
ROOMS

POLITAN
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A la bonne heure jewelry

Arthus-Bertrand jewelry

Success stories

Passion Chocolat. chocolaterie

Gastronomic restaurant integrated
in the lobby of Hotel.

NLL AMandoza fatda HIT=Y2

Breakfast, RoomService and Mice
outsourced under the NH
Collection Standards.

Brasserie with independent
Access.

NH | HOTEL GROUP



Our vision

To create value through a balanced and continuously improved portfolio

~~~~~~

7/ Long Term \/

{ sustainable / Createvalue Active Asset
leaseand i through Management
. management i/ repositioning Strategy

. contracts

26

- =~

Growth

NH | HOTEL GROUP



Overview owned assets

77m€

Non-hotel
asset

NH_Collection-Eurobuilding - Madrod
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Net cash from previous transactions

Debt and capex

. . Activ t management strate
financing CHVE asse g 9y

251

Krasnapolsky, Ambasciatori,

Sotogrande, etc Malaga, etc.

142
114

36 30

2013 2014 2015 2016  YTD Aug 2017
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Transactions 2013 — YTD Aug2017

Net cash distributed by country

/2

= Colombia = Germany = |taly
= Rep. Dom. = South Africa = Spain
Switzerland = The Netherlands = UK

29

Value added:

v" Reduction of the concentration of the capital
employed

v" Reduction of the risk exposure (S&MB)

v" Repositioning of the hotel

v" Additional value generation

v

To monetize the participations/options on leased
assets

Examples: NH Malaga in Spain and Ambasciatori in Italy

Non strategic hotel sales:

v' Poor asset

v" Non-strategic location/city

Example: vacancy sale of Fribourg in Switzerland

Other transactions:

v’ S&LB of Amsterdam Center

v' Sale of minority stake in Harrington Hall London
v’ Sotogrande

-
=

SN

=
2
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Drivers

Maximized
Company Exit of non- return on
financial targets strategic hotels capital
employed

Management of

non-hotel
assets

30 NH | HOTEL GROUP



Asset management plan (1/4)

! mitofnon « Commitment to do smart asset disposal in

‘\‘ estrategic order to achieve the financial targets 2017/18:

' v" NY transaction and/or other transactions
that could lead to equal or higher

cash/capital gain impacts in 2017-18

. . A
/) Maximized \
return on !

* Always smart asset disposal:

' capital Company financial _

\, employed targets v' Market momentum (through different
S methodologies)
LT v' Consolidated properties

7 Manage- v Peak performance

[ mentof v' Professional investors

\ non-hotel ) . . e

N oassets v' Market liquidity
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Asset management plan (2/4)

K Company \

1 financial !

\ targets i
\

* c52 m€ (8 hotels) estimated market value of non-
strategic hotel assets

 Exit markets in a mid-term timeframe linked to:

! Maximized \‘\ .
return oln :. Exit of non- v Exit market .
oored strategic hotels v" Suburb locations

v Hotels with limited upside despite of a

\\ employed
potential refurbishment plan

~< -

4 AY
/) Manage- \
' ment of |
\ non-hotel i
\ assets K

\\\ ,,

~o N . R4
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Asset management plan (3/4)

NH Collection Amsterdam Grand Hotel Krasnapolsky, The Netherlands

—————

{ Company \". * Non-recurrent plan: to maximize the value of the

\  targets s shareholders through higher return on the Real Estate
i . A capital employed

Maximized return « Over 1bn€ (35 hotels) estimated market value of core
C T on capital hotel assets

{\\ suategic employed v' Market momentum (through different

methodologies)

v' Consolidated properties
VN v Peak performance
[ Semet b v Professional investors
L Meses v Market liquidity
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Asset management plan (4/4)

! C_om pany \
! financial ,
\ targets N

Management of

! Exitofnon-
! strategic ! non-hotel assets

\ hotels h

/ Maximized \
return on
capital

\\ employed

77 m€ of non-hotel assets (book value)

Disposal strategy for those assets that we would not
develop for hotel use fulfilling certain level of
profitability ratios

To keep and to develop the remaining assets in the
mid/long term

NH | HOTEL GROUP



Our vision

To create value through a balanced and continuously improved portfolio

7/ Long Term \/

{ sustainable / Createvalue 2 Active Asset
lease and | through || Management
\ management i/ repositioning Strategy

. contracts
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Signed hotels overview

62 signings from 2014 to YTD Aug 2017
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Organic growth: exponential increase in the signings

18 # of contracts

15

14
12
10 negﬂhatlnn
B
&
4 3
. |
o

2012 2017 YTD
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Development: Portfolio evolution by brands

NHOW 1% Hesperia 12%

NH 88%

Based on # rooms

NH Collection Bogola lalepori Roval (olompbia

Hesperia 4%
+3.812 rooms

NH Collection
21%

+3.526 rooms

CEr

+1.505 rooms NH 71%

1
I
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

N Based on # rooms .
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Development: Portfolio evolution by geography

N d N
Y 4 \
\ ’ \
\ ’ \
\ 1 \

Including 62 signed hotels

R

Spain: +435 rooms
America: +4.233 rooms
Benelux +1.691 rooms

Germany and EE: +1.554 rooms

“ &

[taly: +930 rooms

d 4
S Based on # rooms Pid ~ Based on # rooms Pt

_________
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Portfolio by type of contract

Development

# rooms signed contract
I 2837
I 2109
I 1614

Fixed
Variable

Var. w/ MGR

Based on # rooms

Based on # rooms

NH | HOTEL GROUP
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M&E hotels

NH MEETINGS

INnspire. create. enjoy.
m M&E hotels mOther hotels

2014 2017 INCL. SIGNED HOTELS
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Development: Nhow hotels in the pipeline
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Example of NH Collection hotels recently signed

NH Collection Amsterdam Grand Hotel Krasnapolsky, The Netherlands
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Example of NH hotels recently signed

NH Palazzo NH Toulouse
Moscova Airport
NH Leipzig NH Puebla Finsa
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Alignment across departmental level

Business Plan

45

Development,

Operations ‘ ExpanS|On ‘ HOte|
Committee budget

Revenue
Management

Commercial

Finance
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-+

preference

Growth Strategy : Type of contract

Ma

~ Pure v v v
(.Management

w/ low NOI
-/ Guarantee for a
limited #years

|
'w/ NOI guar. &
{basket 7 7

Mexico &

Leases

Variable with MG
for a limited
1#years

Variable with MG v v v v v v
& basket

Fixed
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Growth Strategy: Future overview

2017-2018+: Growth in current markets

47 NH | HOTELGROUP 47



Thank you
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1. Hospitality’s dominant I'T approach
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Hospitality’s dominant IT approach

On Property Above Property Cloud

Best-of-breed Solutions Best-of-breed Service Hub

NH | HOTEL GROUP



€€~
’ Legacy
,, models imply
! inability to
' extract all
business
potential

Hospitality’s dominant IT approach

» High Cost and Low Quality Information
» High Maintenance & Operation Costs
» Lack of end-to-end process support = Manual/Errors

» Lack of flexibility / Ability to respond to business = Low time
to market

» Inverse economies of scale

ik | HOTEL GROUP



2. A different approach
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Open

Comprehensive

Open Cloud
Open Extension
Open Solution

Open Partners

All Businesses
Front & Back
Any Country

Integrated

A different approach: Digital Core,
an unique integrated system across all our properties and functions

Localization

Operations

Loyalty

Back-office

Back
Office

Guest
Profile

Master Data

Sharing

clivitie

Platform

Integration

Non-Core / Niche
Solutions
Functions

’

-

Enabling
implementation
of new policies,
processes and
procedures >
Leaving Legacy
behind

N
N

\
\
\
\
\
\

\

U
’
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3. Increasing efficiency through a
New operating model

NH Hotel Group Transformation Plan
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Bringing together a new IT platform and a new organization

Fostering adoption of the new technologies and processes:

; Leadership

: Governance
‘. Training 5
| Support /

. Communication  /

NH | HOTEL GROUP



NH Hotel Group Transformation Plan: a huge, differential effort that is paying off

(19

Increasing operational excellence while adding efficiency and

supporting growth through digital transformation.

Nk | HOTEL GROUP

NH Collection L&;Q Mediapark, Germany



NH Hotel Group Transformation Plan: a huge, differential effort that is paying off

Operational Excellence: fostering business control & performance

Pillars

%)
=
-]
n
D
P
[<B)
S
o
)

11

>

YV V V V V V

Enhancing customers' experience.
Implementing new, incremental revenue strategies, with two main focus: e-commerce and Revenue Management.
Reducing costs through process reengineering.
Gaining visibility on daily operations.
Improving working capital
Fast check-in (valuation +0.2) by capturing customer data and simplifying new data collection.
Real-time management: business intelligence & big data; such as:
= Constant update of forecasted demand maximizing room rates.
= Single customer database: history, consumptions and preferences improving experience and value propositions.
=  Unique cost of sales attribution model, considering not only commissions but any indirect cost related.
Unique granularity on daily operations visibility, such as:
= % Old guest ledger balances to be invoiced: 80% improvement.
= % Open billing issues: 81% reduction.
= % Monthly procurement issues: 69% reduction.

DSR: >20 days reduction.
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NH Hotel Group Transformation Plan: a huge, differential effort that is paying off

Adding efficiency: resources release

n > IT Opex & Capex reduction vs previous situation and market standards ,/’/ \\\\

= > Support functions consolidation ,,", And supporting .

= > Back Office outsourcing /," growth, through a \\\

o > Business processes automation J ‘plug and p[ay' suite \\\
> IT Opex reduction 4.8M€ (2013 vs 2017) ’,’I of systems and \
» Support functions consolidation (such as Regionals structure with +24% hotels/region) ;' processes l:

(2 > Back Office outsourcing (25% cost reduction) l‘, that we can easily ’.:

é > Business processes automation: ‘\‘ and quickly replicate I,"

8 = Digitalization of 30% of suppliers' invoices ‘\\ as many times as s

@ = Commissions' validation. Automatic approvals above 85% of total commissionable needed, with a low ,,'/

g reservations — imp[y-ing also a highly accurate control of commissions costs \\\ use of resources /,’

%) = 55% central collections RN Pt

12
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NH Hotel Group Transformation Plan: a huge, differential effort that is paying off
-

» And there is more to come!
* One to one pricing.
* New M&E pricing strategies - embedded in the Group Sales Offices processes.
* Seamless transactions.
* Advanced CRM.

» Atrtificial intelligence applied to concrete work streams.

13 TNH | HOTEL GROUP



A huge, differential effort that is paying off

- ~
. N .
’ ~ ’ ’ ~
’ N ’ ’
’ \ ’ N . \
’ N ’ 7 N
’ \ ’ \ ’ O
4 \ 4 \ 4 \
4 \ 4 \ 4 \
/ \ / \ / \
/ \ / \ / \
/ \ / \ / \
! \ ! \ ! Ei \

Operational [ Resources F Growth ;

excellence release support

Enabling a ‘new operating model’,
which implies less structural resources

NH | HOTEL GROUP
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4. The efficiency Plan. Phases | and 11
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Increasing efficiency through a New operating model

NH Collection Jousten, Arﬁemma

L s NH is implementing a new operating model ready to face the current and future hospitality industry challenges, in order to:
/ N > Generate a competitive edge as hotel operators. » Increase our efficiency continuously.
:' Scope \ » Ensure our value added proposition for the final > Improve operative margins.
\ J customer & hotel owners. » Have the necessary leadership & talent.
S ,/ > Remain sustainable in the long term.

“In-house” project methodology to ensure full accountability and delivery focused in the full redesign of functional areas by

:' '(\'.i/leltho_ ‘: assessing their strategic component, level of ce/decentralization, localization and fee scheme.
‘\ ology /’ Implementation through the execution of a two phases plan.

/ . \‘. > Phase | (2017): focus on HQ-driven initiatives.

. Phasing |

/> Phase Il (2018): including Business Units in the scope while generating further initiatives at HQ level.
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5.NH Hotel Group’s new Operating Model
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Growth without forgetting the improvement in efficiency: Phase |

NF_Nhow-2erlin

Target cost savings of €7-8m in 2017 in the following areas:

> Administration: efficiency levers in the Shared Service Center. LT

> IT migration completed with Back & Front-office integrated in a single
system.

» Commercial: optimization in Sales teams (Corporate and global sales force, " Sil\jmgs I:
GSO and organizers redefinition).

> Projects & Construction: rationalization after execution of .
investment/asset repositioning phase.

» Other projects: operations, subscriptions and advisories rationalization.

18
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2018: Phase |1 of the Efficiency Plan (1/2)

NH_Nhow-Berlin
NE T aStellon TUCosa Shaln

Targeting additional savings of € 7-10M in 2018 a + °

B.U. Northern
Central Services optimization: geographic reorganization of the ! Europe \
different t levels of the Business Units and at ' 13 Countries !
ifferent management levels of the Business Units and a 124 Hotels
Corporate level. N 21,963 Rooms
:II B.U. America \\\ I/II B.U. Southern \‘\
11 Countries ; Europe “.
" 61 Hotels " ! 6 Countries ;
\ 10,724 Rooms [ 192 Hotels
) / . 25633 Rooms

4
4
< >
N -
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2018: Phase I1 of the Efficiency Plan (2/2)

e Further efficiencies coming from:

20

>

Administration: keep increasing efficiency

levers.

Commercial: efficiencies linked to automation.

Procurement: support functions consolidation.

Central Reservation Office (CRO): processes
optimization (customer care center, e-mail
channel...)

IT (Pay per print, etc.).

HR (payroll management).

Hotels Operations.

TiH | HOTEL GRCUE



Efficiency in the DNA of the Strategic Plan

» \We have a consistent, homogeneous and efficient operating model.
» e are already leveraging its capabilities through cutting edge solutions that support the business.
T
/,/ ( I I ) \\
,l A \\\ ,l \\\ ,’ v o \\\
ol e
' Vo Vo i \
: . b Resources P |
' Operational i release P Growth support |
\\ X " n ” \\ A /’ ‘\ ¢ /’
| Busin((;aisecocrirol PN Outsourcing & PN throug(]jh T plug /!
2 perf Business v and play |
per ormance/,/ *._ Automation -’ ore to come! -

Enabling a ‘new operating model’, which implies less structural resources
. Phase | (2017): focus on HQ-driven initiatives. Achieved €8,2m

Phase Il (2018): including Business Units in the scope while generating further initiatives at HQ level. Target: €7-10m

21
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5. Our people: Key to success
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Management Committee’s continuity
provided through a Succession Plan

» All the top 100 executives in the Company
positioned in a Talent Calibration Matrix

» 12% of the scope calibrated as Top Talent,
completely in line with the market reference

» Potential internal successors identified for
C-Suite positions
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Our people are KEY TO SUCCESS

NH_Jan-tabak

Hotel Manager’s performance and growth ensured through a Development Program

+ 288 Hotel Manager's assessed
through a 360° degrees feedback

* Individual Action Plans in place for
all of them

» Talent Calibration Process to be
launched in Q4 2017

24 TNH | HOTEL GROUP



Our people are KEY TO SUCCESS

- ~

Employees \
;’ engaged with ",
i the NHHG i
project /

~< _ -

+ Engagement surveys conducted every two years

* 2016's Edition: 87%, of response rate (+7p.p. above the average of high performing companies)

Leve[ of sustainable engagement of | 80% 1 (+3 p.p. above 2014)

\~_—’

25

NH | HOTEL GROUP



Our people are KEY TO SUCCESS

Compensation Policy correlates executive remuneration and pay for performance, aligned
to shareholders' interest.

Reward the creation of sustained value over time, engaging and motivating our top management to achieve
the 3YP. The new NH LTIP allows to capture the performance:

LTIP objectives (25% each):

+ Of the Company in relation to the business » Profitability (on a yearly basis and compared to
target of each year)
v" Recurring EBITDA

» Of the beneficiaries in relation to the Company - v NetR a Profit
et Recurring Profi

+ Of the Company regarding its market value - Market performance

v Share Price
v Relative sectorial TSR
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Our people are KEY TO SUCCESS

NH_Nhow-EBarin

Compensation Policy correlates executive remuneration and pay for performance, aligned
to shareholders' interest.

The new NH LTIP: Performance Shares 2017-2021

2017 2018 2019 2020 2021

_ _ incentive in shares
/' at the end of each
plan

Allocation of notional shares / Promise of future delivery of shares
Delivery of shares
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