i i AR
S

"'L" -@ngu VES i&m

T
W.U "3(( "-L- L _=.

-ﬂ"% e
Miami — Miami, USA




Melia Hotels Internation
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Financial snapsho
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Net Profit Revenues EBITDA (ex capital gains) EBITDAR
€22.1M €401.1M €65.I1M €99.6M
(+18.9%) (-2.0% | +4.2% ex FX effect) (-1.1% | +13.8% ex FX effect) (+2.7%)
Net Debt .+ "Occupancy Average Room Rate ~RevPAR
9.8M. 4 .= i 6783 . €116.0 A TR 6
(+1.8%). _‘t ' (ﬁ , “ C o U (ﬂ?&ffw 4% ex FX effect)
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Net Profit’ Revenues EBITDA (ex capltal galns) .. RevPAR
€128.7M €1,885.2M €310.3M e84
(+27.8%) (+4.6%) (+11.0%) - : )
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Why Melia Hotels Interna
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* Strong long-term track \
record

* Highly recognized by \
the hospitality industry |

* Supported by a highly
recognized and

-
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* Over 60 years of \
experience

/ \
. rted as a resorts \ H / =
[ - Started t World leader in the resorts and ' M E L I A \
\

specialist company \ 5
{ ¢ Market leader in the bleisure segments

Caribbean resorts

|
HOTELS I

\ segment and leading / \ INTERNATIONAL / independent Board /
\ presence in the V4 \ / \° Fully committed with /
\, bleisure segment » \ESG issues 7
-—— P — ~
- ~ ’, N
z Targeting high-end & . .
. « /° Focusing on high value\
resorts and bleisure
/ segments \ ‘5 / management contracts '\
. . ' 1 ] * Low capital
' F:_cu5|ngdodn Tler' : 3 | requirements thanks to
ciies and dynamic | o 1 an asset-light model
\ destinations - . .
/ \ * Increasing efficiency 4

* Entering into new

d optimizati h
high growth potential and optimization o /

r r
\COSt structure 7

N\

areas U
S =" ~ S__~-
- Lower volatility and -
- o~ ~ / exposure to the - ~ N
7 ] market compared to P 7/
/ ° Repositioning of assets /7 ‘ peers \ 2 Low leverase (Net N /" Increasing middle class\
/ - Collaboration with ¢ ° Robustoperating l « High liquidity (Ibex 35 /7 p bt/EBITIgA ¢ ] ° Lifestyle changes as a \
public authorities to \ performance, with 6 I € ) an dri f touri
. member) / itment t intain it\ river of tourism
l transform destinations / consecutive years \ ; commitment to maintain 1 I . fitabili
| \ * Hybrid between a / between 2.0-2.5x Higher profitability due
s Strategic non-core I RevPar growth \ REIT and l 1 | to technological I
\ i | ] \ « Significant ' pure anda / * Auvailability of financing to
assets disposals . 'gnificant margins I S hospitality company » pursue further growth \ developments /
\ « Capitalizing on the / \ Improvement / ~ SN =" opDportunities / \* Sustainability /
~, successful |Vs model / ¢ Attractive dividend '~ L L Ll e e e e e e = = \ pPort ) wareness
~ - \ payout (>30%) - . . 1 * Disciplined capital / N ~ 7’
~—- N ’, I Financial strength I N llocation strategy -~=-
~ — - -~ = -
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Strong performance at operating level.

.................................... | 2010 I
8,6% 8,9% 9,0% 7.9% 8,4% 88% T~ °-° -
2,3%
] IIIIIII = — ]
2010 2011 2012 2013 2014 2016 2017

Compset: IHG, Accor, Millennium, Marriott, Hyatt, Hilton and NH
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s
1 6 consecutive years with RevPar growth in every quarter - 30 consecutive quarters increasing our RevPar well above peers, with more than 60%
I of the increase explained by prices I

\
EBIT ex capital gains margins
2009 - 2017
. CAGR +18.3% ‘, ( +550 bPS \\\\, .
Sl ’ f_,x’ 169,6 185,9 \\\ mprovement __.-’
/ 67 s - 9% 9,5% 9,9%
7so 863 62£ o 6,9%
48,5 41,7 4 4% 3 6%
Hm e
2009 2010 2011 2012 2013 2014 2015 2016 2017 2009 2010 2011 2012 2013 2014 2015 2016 2017
& N o ,,
A 5 AR AT SIS A TRYP g _MELIA
MELIA 8mons. | SRANMELIA  ME  parapisus  MELIA  INNSIDE Sot S circte  RESPARDS



...enjoying a solid financial situ

Healthy financial position allowing us to strategically explore and pursue new opportunities, as
well as strong commitment to maintain a leverage ratio at 2.0x
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4.9x
4.1x 4.3x
2.6x
1.9x% 1.9x 2,0x

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2018 2019 2020 2021 2022 >2022
I) Excludes credit facilities

4.3x 4.1x

( ° ( N
l Average Cost of Debt : l Debt Split !
| |
| 3.2% (vs. 4.4% in 2015) ! l 50% Fixed & 50% Variable !
N e e e e e e e e e e e e e e e e e e e e e e e e e - N e e e e e e e e e e e e e e e e e e e e e o e e e
N . s _ . S o e
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...generating significant returns with

[ Leveraging our competitive advantages, customer attraction capabilities and brand strength \:
: to boost value creation for our shareholders with a minimal investment in high value !
\ management contracts acquisition )
A strong and highly
internationally diversified pipeline - ’@—,—13_' PN ,
;7 I X \ ,/
of 16,000 rooms {  [lllustrative \\ ,/
1
\ EBITDA : /
* < Multiple .7 -
‘/ \‘ R ~. //
. €343.9M of value created | [ K /
1 N Yy ./ /’
. for our shareholders for only | I -
| ’
. €20M of capital invested — I
S e e e e e e e e e e e e e e e = = 2! Capital invested in pipeline Annual Run-Rate EBITDA(I)  Value created for shareholders (2)

1) Assumes current pipeline of 15,919 rooms and average expected fee per room; 2) The EV/IEBITDA multiple used is an average of our peer group EV/IEBITDA multiples and might not reflect the actual nor proper valuation attributed by the market
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...with a multi-purpose system-

Well defined objectives focusing on boosting shareholders value creation and system-wide |
° ° |
optimization implemented through key strategic pillars !

Achieving
leadership in Consolidating

resort and our cultural
bleisure transformation

Promoting a
more solvent
and profitable

Strengthening
our Corporate
Government

company Model

segments

Promoting a deep cultural

transformation at all reputation and
Implementing a flexible and dynamic levels recognition

1
1
I [] (]
' \_________patrimonial strategy ___ __ LN . N . ,

Attaining international

o e e o e o e o -

o Developing and executing an ambitious digitalization plan aimed at improving system-wide profitability |
|
| and optimizing business processes )

/
N 0 e e e e o e e e e e Em e e Em e o Em e Em e e Em e e mm e e e mm e e R mm e e mm e e mm e e M e Em mm m mm e e mm e Em mm e mm e e mm e mm Em e mm e e e e
S e e o b b b b b Vb b Vb Vb b 8" b b ' 8”8”8 8 V" 8 8 Vb 8 ", 2 s
~ . s - e ( ) MELIA
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M E L I A INTERNATIONAL .01 5 & RESORTS P1_£' By w o ’Y‘:r.;uE*l:aLm IN?{?,I;DE §3'g‘ C I\RQ.LE RESARDS




...and optimally positioned in

o -J

Increaslng penetr)pn lgg,hg_LeJlsure?egrmé e

—--

More than 60 years of history in the

\ /
..and the only hospitality company 1 : Focused onTier | cities with an important MICE component, as well as cultural |
resorts arena... : I I

started focusing only in resorts attractions attracting a significant number of visitors

A
[ |
g \ E-commerce Direct
. Diversified and resilient | client
| . |
| business model | 1o v MICE
\ /

Business travel

I) Data as of March 2018
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Our current footprint...

America

1
1 27 hotels
: 8,894 rooms
| 11.0% of total rooms
1

i Rooms distribution

Leased Management

44.0%
Owned%
Franchised
MELIA N85 cmp | SRAMN MELIA

74 hotels
12,702 rooms
total rooms

74 hotels

! 1
! 1
: 13,804 rooms 1
! 1
1

h .
1 81 hotels %
: 24,793 rooms 'x

1 30.6% of total rooms |
1

14 hotels
3,150 rooms
3.9% of total rooms

17.0% of total rooms ’
"""""" ! , ‘ :
y
v 1
. 2 hotels
T~ 3 ! .
; « P 12,869 rooms ! Mediterranean
0, 1 -

. 1 15.9% of total rooms |

~

ME PARADISUS
S w0R BY MELIA

1 ~
" I MELIA (255 monn
. Data as of March 2018

MELIA

FIOTELS & RESORTS

1
i 20 hotels .
: 4,808 rooms 1
! 1
1

5.9% of total rooms !

( 1
! I
| our owned portfolio 1
\  €3.125bn )

321 hotels / 81k rooms / 30 million+ stays

~ T O LIA
INNSIDE i} sots circte  REWARDS
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...and a solid pipeline...

16 hotels
3,045 rooms

19-4%of pipeline

0 hotels

| .
0 rooms : >
0.0% of pipeline '
_____ rooms_ ___| -

y

! 7 hotels

. 1
T~ | 2,715 rooms ! -

g P7.1% of pipeline ! Med|trranean L | ’

! 'rooms 1 9 hotels = A \. '

! i 3,075 rooms a.,‘r'
1 : 19.3% of pipeline A
1 1,682 rooms . | = ’
| 106% of pipeline | . , g £
D '

Q"‘ . e ]

7 hotels

1
1 24 hotels :
: 5,402 rooms 1
1 33.9% of total rooms :
1

0 hotels
0 rooms

a
i Rooms distribution ! 0.0% of pipeline ’,‘f ’ )
Leased e @ oo i &

Owned

25% Gl o s m e T T T e 1 e T T T T 1 ,
1 . | Spain Germany France Italy 1
. i Current footprint !
Francised et foobrnt | =l _JN1NE ~
| | - New countries 1 | Ihotel I hotel I hotel Ihotel 1
‘s /,”,(\\ ~ | 1 . 164 rooms 430rooms 267 rooms 145 rooms |
Management ' Lo P_at_a_a_s_o_f_M_gr_ch _Z_O_I_8_ - .: : Portugal UAE Qatar  Netherlands |
. | :
|
! 1
2 hotel I hotel I hotel I hotel
63 hotels / 16k rooms i e |
* — \-‘”l O -
A HOTELS GRAN MELIA saraDisus  MELIA  INNSIDE Sol & - J
MELIA &T&Rariona HOTELS & RESGRTS e HICOTELY 3. RESORTS »r saELA - CIRCLE REWARDS




...that combine into a robust

Brazil Asia America America Asia America
Asia o Brazil T
Cuba
EMEA Cuba EMEA
30.6%

Spain :
Cuba Spain

. Mediterranean
. Mediterranean
Mediterranean

Increasing presence in both the Asian and EMEA regions in order to take advantage of new
opportunities in the bleisure and resorts segments

I) Data as of March 2018; 2) Assumes all pipeline rooms

s oA i -
MELIA (o5 GRAN MELIA ME  caraDisUS MELIA  INNSIDE Sol & o BEGIARD S
HOTELS & RESORTS s w0k BY MELLA HIOTELS & RESORTS BY MELLA B I A s U LN S

INTERNATIONAL



...to fully take advantage of global lon

4 , 1
o = B ﬁ
Technology Sustainability

/

| Increasing importance of sustainable
I tourism development and climate
|
\

People now more interested in

/
|
I travelling to explore new cultures, thus
|
\

4

1 Development of internet and mobile
1 based technologies opened new

|

/ 1
: Global middle class doubled since 1
. 1990 to over 3.0 billion people :

fueling demand opportunities change issues
N e e e e e e e e e e = = N e e e e e = —— - 2 N e e e e e e e e e e o = N e e e e e e e e e —m——— s
(T N ( _G_Io;al_toz”:t ;rrTvaTs ;wc:ea_sm_g ;t; N - Ec?ea_sin_g ;n;o;a;ce_ fo_r ;u;sts_ oF 1 e _ i _. _____ . o
I Mid class market growing faster than | hioh d at both national and ! 1 hish-tech and friend! I I Opportunity to increase efficiency by |
! global GDP I | Nigh pace and at both nationafand ! igh-tech and user-riendly | ' introducing eco-friendly practices I
1 ) \ international level ) \ platforms/applications ) 1 J
0 st of new middle class entrants T 0 Crowin ravel sbend on @ worldwide | (T T T T T T T T T T T (T T T
! Ossl)' I‘ofr?evl\‘/\ m he class entrants ! ;omni trave hSP(?f;' on da WI(I)rb wige I Technology expected to improve I : Raise of sustainable destinations and |
: wiltlive in Asia, thus increasing I : asis due to health and well being : guests' travel experience significantly ! I demand for responsible tourism !
! opportunities 1 | concerns 1 | | 1
N e e e e e e e e e e e = ” N e e e e e e e e e e e e o - N e e e e e e e e e e e - ” N e e e e e e e == - s
[ -TTTsTsT T s s sss7=7 '~\ { - _Ir;r;a;n _in: ;rt;n:e; :ou_risjn_ N\ 1 - 5 _or:u;it_to_ Ie_ve;J _e E)T_ I;te_rn;t N\ [ Guests and Investors closel !
1 Middle class spending is over 35 1 1 reasing p f I I PP . Y age 1o ( I 1 oo . Y I
- . within the global economy, and of Things) technologies to improve on | Monitoring environmental, social and
I trillion, accounting for more thana 1 1 . . . I ! . . . 1 int wh Ki !
| third of the global econom I I expectations of strong increase in | | an operational basis and provide more | |  governance footprint when making |
\ g y ] \ annual trips J \ tailored services J \ decisions ]
r ————————————————————————————————————————————————————————————————————————————————— —

Source: World Bank, International Monetary Fund, OECD

s N o v
X A CRATISLIS A TRY§ >~ = ) _MELIA
MELIA RTe&RRariona .G<R ‘:\N & QAE rL.I rA Ptﬁ RS ,:AH_E a.!:all‘:i\ N ’:'ELDE " CIRCLE REWARDS
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...and where sustainable growth anc

Extensively considered as a top

° ° Y ‘ I
Approaching ESG issues with along 1 | . ree s
1, employer in the hospitality industry
|
|

f . . .

1 Leading company in Environmental,
|

: term value creation perspective

|
Social and Governance policies and |
|

initiatives by young talent
N e e e e e e e e e e DD / Nm e e e e e e e = = = /o ______" y _y_ _ _g ___________ /
.-_;;w i Leading Company in sustainability - S o j‘- Most attractive Companies to work (#20)
Lol European Global ESG Awards, 2017 / “ S \ randstad Randstad Awards
/ _ A
Gabriel Escarrer (CEO) \ . . .
ESG Leader of the Year I M E L I A \ Adecco Ad:j.ead’mg C(/)wmpany " :Ii;_(: |n<flust;|;y
European Global ESG Leaders Awards, 2017 | l ecco s Best a:w:%(:/r: rI(<m appiest Flaces
Best development initiative l\ HOTELS I (11
‘ "mrzm\ Sustainable and CSR Worldwide INTERNATIONAL / me‘rco Best Companies attracting talent (#16)
e Hospitality Awards, 2016 \ / o Merco Talent Spain
o N hN 2 " Devoted to fighting climate change |
| Helping to secure a prosper and | Seo_--" > entms . & :
. . from different sides and in a
I bright future for our new generations ! . :
I I . . collaborative way l
S a * A trusty, solid an reliable partner for “*----------------------- g
o 0 ' o' ° - \P‘AL(
unicef & Pinardi our stakeholders strongly committed (=) ceeenenoees @ @\2 w.:
L]
Agreement with Uniced Helping socially vulnerably H H Y \! !‘4 ~
aimed at child protection young people w,th SUSta,nab’e deve’opment G‘CDP EARTHCHECK  WESwpoRT  TOURSM COUMGIL
~ ? re M O MELIA
MELIA 108 one. | SRANMELIA  ME  earacisus  MELIA - INNSIDE [l sois circte  REWARDS



Well defined and sustainable de

e . TS
Prioritize high value management contracts ! Tar getmg \

double digit
IRRs and

system-wide
margins

Identify potential tired assets for repositioning and/or
rebranding

Convert into benchmark hotels post rebranding

Focus on resorts and bleisure cities in the high-end
segment

Continue developing the Vs model and exploring
opportunities with sponsors

o o o o o o o o

Collaborate with public authorities to promote and
transform destinations

Calvia Beach Project (10 hotels) ME Ibiza Gran Melia Palacio de los Duques

e - ~ A O .
MELIA HOTELS GRAN MELIA P,lﬁ— PARAL l!,L S MELIA INNSIDE Sol\"; CIRCLE H[.;:&?:;E;"E?

INTERNATIONAL HOTELS & RESORTS g By wEL) A HOTELS & RESORTS Y MERLA

14



...supporting a unique se

IS b

£ GRAN MELIA

HOTELS & RESORTS

PARADISUS

Inspired by the

" contemporary

Where you 'want to,. & nar e i
phs mm%ad: E A ! exPenences |

\*

= Tﬁopeanﬂmge
#"T'E?eyouwan tob BT mPeo ple #D:scoveryl(walts

Premium
(12% of total rooms)

10 hotels 5,066 rooms 6% of rooms 8 hotels 1,446 rooms 2% of rooms 12 hotels 3,150 rooms 4% of rooms
Benchmark: Sandals | Secrets | Westin | Palace Resorts Benchmark: W Hotels | Andaz | Morgans Hotel Group Benchmark: St. Regis | Park Hyatt | /W Marriott | Hyatt
Intercontinental | Royal Hideaway | Dreams | Couples Resorts | Intercontinental | Westin
T o L,
MELIA INNSIDE oL
ELI _ Sol ¢
HOTELS & RESORTS B ME-LA hotels Brosorts

Urban lifestyle

»
hotels for the Work Powere d by the

"* Tripper
H#Hworktripping

112 hotels 33,172 rooms  41% of rooms 20 hotels 3,666 rooms 5% of rooms 72 hotels 21,217 rooms  26% of rooms 87 hotels 13,303 rooms 16% of rooms
Benchmark: Hilton | Marriott | Hyatt | Le Meridien | Benchmark: Aloft | AC | Radisson Blu | Indigo Benchmark: Iberostar | Riu | HIO | Barcel6 | Fiesta Benchmarlk: Novotel | Paradores | AC | Room Mate |
Sheraton Rafael Hoteles | NH | Silken | Abba | Lindner

Upper Scale
(88% of total rooms)

INTERNATIONAL fCITELS & RESORTS ok By wet A oy Melis

'él% -~ ’/ io -
= 3 = PARADISUS A TR) S :; a3 ey ft'Ei_ ; A~ ~,
MELIA Hotets GRAN MELIA ME RADISUS MELIA INNSIDE Sol « RESARDS
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BRAND QUANTITY FACTORS

Each brand is measured on 10 factors against their competitors and given a score of 1-10 on each factor, with half of

the factors relating to the quantity of the brand and the other to its quality

BRAND QUALITY FACTORS

TIME IN MARKET
Number of years the brand has been in the market
Source: Corporate Websites

DISTRIBUTION

Number of branded hotel properties globally
Source: Company Annual Reports 2014, Corporate
Websites

N

PIPELINE GROWTH

Number of hotel properties in the pipeline

Source: Annual Reports, Corporate Websites, Havas
Analysis

@ ||

BRAND AWARENESS (PROMPTED)
% of respondents who are aware of the brand
Source: Melia Brand Tracker 2015

©

ADVERTISING AWARENESS

% of respondents who are aware of having seen
advertisement for the brand

Source: Melia Brand Tracker 2015

GRAN MELIA

HOTFLS & RESQETE
[

#

PARADISLE

O

|
1
|
1
|
1
|
1
|
1
|
I ,
: CIRCLE
|
1
|
1
|
1
|
1
|
1
|
1

PUPI
alf
-
"l‘ -

Sol &

halnle & meoris

MELIA
INNSIDE

1Y RAELIA

»

®

PRICE PREMIUM

Willingness to pay more per night due to brand
association

Source: Melia Brand Tracker 2015

\
|
|
]

'©

ONLINE REPUTATION

Percent of total reviews that were rated Very Good and
Excellent

Source: TripAdvisor, Havas Analysis

BRAND DIFFERENTIATION

Of those aware of the brand, % of those who associate
with brand with being unique, trusted and a brand for
me. All 3 factors are equally weighted

Source: Melia Brand Tracker 2015

BRAND PREFERENCE

Of those aware of the brands, % of those who claim its
their preferred brand

Source: Melia Brand Tracker 2015

BRAND ADVOCACY

% of respondents who are aware of the brand who are
willingness to recommend the brand to others

Source: Melia Brand Tracker 2015
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Leveraging value creation from ne

——————————————————————————————————————————————————————————————————————————————

> SOCIO-DEMOGRAPHIC > SOCIO-DEMOGRAPHIC > SOCIO-DEMOGRAPHIC

> BOOKINGS > BOOKINGS > BOOKINGS

I I /
\\ 2 YEARS AGO NOW FUTURE /
7/

N

¢ s ¢

| Implementing a revenue management strategy : |

1 ° ° . . |

\ based on Big Data and Artificial Intelligence | \

————————————————————————————————— ~a
- \

, > 20 BILLION \

[ RECORDS 1 L
I

1
I

: > GEO - LOCALIZATION :

: 750 > CUSTOMER HOTEL PREF. :

: Rl\é”(slc_)lggs > WIFI HOTELS I

| % } CALL CENTER :

1

1 MILLION > ONLINE CHANNELS > ONLINE CHANNELS |

| RECORDS !

| > WEB & MOBILE NAVIGATION > WEB & MOBILE NAVIGATION :

1

! :

! I

! I

\

N—e el Y L L L L Lo PR
|{ Increasing customer data volumes is a big opportunity for us to enhance !
\_ _ - - — —  Customer centricity_ and system-wide profitability _ _ _ _ _ _ _ y
E0]
MELIA [mon. | GRANMELA  FAE earapisus MELIA

Developing and leveraging new analytic capabilities based on data
obtained throughout the Company

INNSIDE
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...unleashing a wide range of new

{ +270% expected growth | K
L 2012 -2018e )

1
|
|
: 520
|
I 428
|
1
|
|
|
|
|
e -
Transformation I
STRONG I
BIG DATA I
& ANALYTICS |
CAPABILITIES
2013 2014 2015 2016 2017 2018e

N
Total Loyalty Sales

{ Ed

| MELIA %wards White: €310M
1

I

|
|
Silver: €8IM 1
|
1

»' MELIA.COM

I I' I

Iy I

Direct sales 2017: €520M (+21.1%) : I B2B becoming digital through :
|

1\ !

future customer attraction
2018e: €725M MeliaPro: €35M

Loyalty Program: 9.4M members Gold: €37M

(
: Digital channels leading
I
1 Platinum: €19M

INTERNATIONAL fCITELS & RE w0k By MmELIA HIITELS & RESORTS

‘\|I,' i x
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...and always achieving a high degre

25 1
: Net Promoter Score (Online Satisfaction Surveys') )
_____________ _ - - ST TTTTTTTT T T T T T T TTTTAS
: I A 59.8% 9 9 ! k
! A HOTELS : oTeLe & Risora . f l

HOTEL RESORT .
I M E L I A INTERNATIONAL - : Exceed’ng Customer :
I I R TR 54.0% BEXKA I I
| | . satisfaction goals in
I 48.3% 42.6% I I g :
' l M B 56.8% @TXY 57.9% | !
| | ME . all of our brands !
| I ! !
. I INNSIDE 55.6% @IXA 55.4% — N e e e e e e e e e e e e -7
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More than 60 years of suc

2000
Acquisition of the hotel chain TRYP

1994
— 2004
E CLUBMELIA
Launch of the loyalty programme Launch of the Holiday Club Global alliance with Wyndham, creating TRYP by Wyndham
(currently Melia Rewards)
1984 2006 2011
Acquisition of the hotel 1995 “F MELTA
chain HOTASA. It = 4 Launch of ME by Meli4, the most The Company becomes Melia Hotels International
becomes the largest hotel it ground-breaking brand in the
vgrsouP Birth of Paradisus Resorts, portfolio 20 12
in Spain specialising in the luxury sector 2007 calvia
INNSIDE Launch of the Calvia Beach Resort project for the
1987 1996 Acquisition of theGerman brand regeneration of mature tourist destinations (Magaluf, Majorca)
Acquisition of the hotel First European hotel group to be INNSIDE 2014
chain Melia listed on the stock exchange Launch of the SAVE project to fight 2
Sol s

‘ climate change
1965 & Sol Melid 1997 233

Fachbe "
Relaunch of the new Sol brand
Partnerships with the main international investment funds to

| Escarrer established Hoteles MELIA COM el transform the sector
Foundi 1?'16 Mallorquines to consolidate The Company changes its ) Approval of a Global Sustainability Policy Melia Digital Project to transform client relations
ounding of the company his different assets name to Sol Melia Launch of the bookings website and inclusion in the FTSE4Good Ibex Strengthening our management model value proposal

- Entry into the US market: New York, Miami and other
q:) Entry into the English-speaking Caribbean: Bahamas,
E Development in the main Jamaica
o First hotel Expansion to other Spanish cities Development in Latin America Presence in the European gateway Consolidation of presence in the Spanish-speaking
o (Palma de Mallorca Development important Spanish tourist First international hotel and the Spanish Caribbean cities (London, Milan, Paris) Caribbean: Cuba, Mexico, Dominican Republic
g Spain) ’ in the Balearic Islands destinations (Bali) Entry into the Middle East region: Dubai and Doha
) First hotel in Africa (Egypt) Tripling our portfolio in the Asia-Pacific region
(&) For the first time Melia is present
in 41 countries on 4 continents
~ - - “" ’/_ io
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Dynamic, flexible and sustainabl

[ 1
! Key |
! objectives !
R | - W |-
, and action | caIwaQ@%m
| —
'\ areas I} Differentiate ownership and management role
_________ -,
________ Project that includes 10 hotels / more than Hotel business performance indicator of
_m I \ 3,573 rooms, repositioned during the last years Calvia Beach project (2015 vs2011)
| Over |
| |
Hotels in Spanish Resorts 623 | €800M in |
Hotels in Spanish Cities 696 1 | Total esti mated
Hotels in Spain 1,319 1 asset Sa’es | o
Lo e o . investment of €200M
P ' d €300M
Hotels in LatAm 1,257 | an : Renovated assets:
_ ! i
L A2 - | capltal I * Royal Beach SolWave House Mallorca
LatAm and Caribbean : ga ins : * Mallorca Beach ME Mallorca
OTHER ASSETS 7" I I« Sol Barbados Sol Barbados
Spain | generatEd | .
LatAm and Caribbean 52 I . i * Sol Mirlos Tordos Sol Palmanova Mallorca
TOTAL ASSETS IN FULL CONSOLIDATION ‘ 3,125 \ in L5 Y )]  Sol Guadalupe Sol Guadalupe
ASSETS IN EQUITY METHOD | 430 N L __ _7
e - * Sol Magaluf Park Sol Katmandu
| 3 * Sol Cala Blanca Beach House Mallorca
- Gross Value of MHI Assets: €3.125Bn! -
I . . 1 « SolTrinidad Sol House Mallorca
: (+430M in Equity Method) : Mixed By IbizaRocks
* SolAntillas Barbados Melia Calvia Beach l
'\ NAV: €12.5 per share ) LAy
- - P * Sol Jamaica Sol Jamaica a -
1) An independent appraiser will carry out a new valuation of our owned portfolio in Q2 2018
s N o -
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(
I Strong long-term track record of
| success
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Adaptive, opportunistic and with a
long-term strategic approach

— o o o o e o e e e e e e e e e e e e o e e e

Inspiring and empowering the whole
organization
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(
I Internationally recognized by the
: hospitality industry

|l And fully supported by a family of more
: than 44.000 members where diversity and
!

Reinforced by an independent Board of :
|
collaboration matters "

d I
' I
I Directors with long-term experienceina |
: vast range of disciplines '

/

| Collaborative, open and

. performance driven culture,
i where young talent

' development remains key
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Because our guests will never P
love us until our employees T
love us first 2
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Highly diversified and

Europe &
Middle East

UK Germany France Brazil
Si== .

= il 1l k=2
e | S

14% 1% 10% 4% 4% 4%

Argentina

I) The data shown corresponds to our hotel business (ownership, leasings and management) as of December 2017; 2) % of room nights (2017)
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This report is a communication made, or approved for communication by Melia Hotels International. It is directed exclusively to eligible counterparties and professional clients. No persons other than an eligible
counterparty or a professional client should read or rely on any information in this report. This research report is being distributed by Melia Hotels International, purely as a resource and for general information
purposes and only contains general information; therefore, this report does not take account of the specific circumstances, investment objectives, financial position or risk profile of any recipient and should not
be relied upon as authoritative or taken in substitution for the exercise of judgement by recipient. Each recipient should consider the appropriateness of any investment decision having regard to their own
circumstances, the full range of information available and appropriate professional advice. Each recipient should make their own investment decision regardless of the circumstances mentioned in this report and
by obtaining specific specialist advice that may be necessary.

The information and opinions, estimates, projections and recommendations in this report have been drafted by Melia Hotels International and are based on publicly — available information and on sources
believed to be reliable and in good faith, but that information has not been verified independently and no representation or warranty, either express or implied, is made as to their accuracy, completeness or
correctness. Melia Hotels International may amend, supplement or update the contents of this report in such form and in such timescales as Melia Hotels International deems appropriate. Melia Hotels
International reserves the right to express different or contrary recommendations and opinions.

This report does not constitute or from part of, and should not be construed as, any other for sale or subscription of, or any invitation to offer to buy or subscribe for, any securities, nor should it or any part of
it form the basis of, or be relied on in any connection with, any contract or commitment whatsoever. Melia Hotels International accepts no liability whatsoever for any loss or damage arising from any use of this
report or its contents. Investors should bear in mind that past performance or results are no guarantee of future performance or results. Price of securities or instruments or the results of investments may
fluctuate against the investor’s interest and may even lead to the loss of the initial investment. This report is for the use of the addressees only, is supplied to you solely in your capacity as an investment
professional or knowledgeable and experienced investor for your information and no part of this document may be (I) copied, reproduced or duplicated by any form or means, (ll) redistributed or (lll) quoted or
published, for any purpose, without the prior written consent of Melia Hotels International. Breach of these restrictions may constitute breach of law in the relevant jurisdictions. Melia Hotels International may
distribute reports such as this in hard copy or electronically.

This communication contains forward-looking information and statements about Melia Hotels International, including statements regarding plans, objectives and expectations with respect to future performance.
Forward-looking statements are statements that are not historical facts and are generally identified by the words “expects,” “anticipates,” “believes,” “intends,” “estimates” and similar expressions. Although
Melia Hotels International believes that the expectations reflected in such forward-looking statements are reasonable, investors and holders of Melia Hotels International shares are cautioned that forward-
looking information and statements are subject to various risks and uncertainties, many of which are difficult to predict and generally beyond the control of Melia Hotels International that could cause actual
results and developments to differ materially from those expressed in, or implied or projected by, the forward-looking information and statements. These risks and uncertainties include those discussed or
identified in the documents sent by Melia Hotels International to the Comisién Nacional del Mercado de Valores (CNMYV), which are accessible to the public. Forward-looking statements are not guarantees of
future performance. They have not been reviewed by the auditors of Melia Hotels International. You are cautioned not to place undue reliance on the forward-looking statements, which speak only as of the
date they were made. All subsequent oral or written forward-looking statements attributable to Melia Hotels International or any of its members, directors, officers, employees or any persons acting on its behalf
are expressly qualified in their entirety by the cautionary statement above. All forward-looking statements included herein are based on information available to Melia Hotels International on the date hereof.
Except as required by applicable law, Melia Hotels International does not undertake any obligation to publicly update or revise any forward-looking statements, whether as a result of new information, future
events or otherwise.
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