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Letter from the Chairman

One of the major efforts of Inditex since its foundation
has been to be an absolutely transparent company in
the eyes of the world. Inditex has kept an open-doors
policy for everyone: customers, institutions, sharehol-
ders, investors, suppliers... that is for the core group
known as the “stakeholders”, a term which in its widest
sense covers the society in general. This will of trans-
parency is present year after year in the Annual Report
of the Group which shows the attempt of the company
to be a pioneer as regards compliance with all national
and international recommendations on good corporate
governance, financial accounts and the report on social
and environmental performance.

This is our Annual Report for Fiscal Year 2006, which
covers the activity of the company from February 2006
to January 2007. Our firm commitment towards trans-
parency has led us to introduce a digital version thereof,
underscoring the relevance internally assigned to the
preparation, review, contents and scope of the different
sections of the Report. As in previous years, Inditex s
Annual Report has been prepared pursuant to the most
exacting parameters of Global Reporting Initiative, and
its scope covers both the economic performance of our
corporate group, as well as the corporate, social and
environmental dimensions of our activity.

Therefore, it may be safely said that Inditex unders-
tands transparency not only as a formal obligation but,
primarily as the way to show the stance of the company
with regard to certain issues that both shareholders
and employees, customers and social actors in general
demand more insistently nowadays: to know the social,
labour and environmental consequences of our activity,
in addition to the mere economic ones.

The growing public interest in these areas is a conse-
quence of a better understanding of the connection bet-
ween the corporate experience and the social activity as
a whole. We are convinced that companies must be the
first ones to undertake this commitment, by implemen-
ting specific policies within the social and environmental
fields. That is exactly what Inditex has been doing, as is
shown in this Report, since we understand that our bu-
siness is not based exclusively on commercial factors.

The statement above derives from the obvious fact,
many times overlooked, that companies are comprised

_/ DEAR SHAREHOLDERS,

of human beings without the effort, professionalisms
and motivation of whom, no achievement could be
made. Considering that during 2006 upwards of 11,000
persons have joined the company, the Group presently
accounts for more than 70,000 employees worldwide
who make joint efforts day after day to improve them-
selves.

The work done by all these teams, of whom | am espe-
cially proud, has led us to achieve satisfactory results

in terms of financial targets and to cover in top shape a
new stage of the international expansion of the formats
of the Group both in the markets where they were alrea-
dy present and in the new ones which they have entered
in 2006. Our formats have opened 439 new stores during
the year in which the landmark number of 3,000 stores
has been exceeded; with this respect, it must be pointed
out that the opening of the store number 2,000 took pla-
ce merely two years ago and only six years have lapsed
since the opening of our store number 1,000.

Upwards of 80% of the new openings took place in
Europe, an area which we see as our domestic market.
Growth has been especially significant in such coun-
tries as France, Italy or Russia. Meanwhile, in both the
United Kingdom and in Germany, there are more than
fifty Zara stores. Both in these markets and in other
European countries, the presence of the youngest
concepts of the Group is relevant, which confirms our
belief that the multi-concept strategy implemented by
the Group for upwards of fifteen years has proved to be
right.

Another priority in the international expansion, the
extension of our presence in the Asia-Pacific area,
shows a good pace. Together with the expansion of our
commercial network in our main platform in the region
-Japan- two milestones were reached during 2006: the
launching of the first stores in Mainland China, and the
arrival of some of our concepts others than Zara to va-
rious markets in the area, such as Singapore, Thailand
or Indonesia.

Apart from these two specific areas, | would like to
stress the consolidation of the gradual growth strategy
in the Unites States and the increase in the number of
stores in such relevant countries as Mexico or Brazil.
Mention must also be made of the productive



relationship with our franchisees in the Middle East
and in the North of Africa where our concepts are in
progression. Both in these areas and in the South Asia
region, the potential of our model to extend beyond cul-
tural or social differences, based upon the attention to
people and the capacity to learn from our environment
is patent.

The satisfactory evolution of sales and results, and the
attention paid to return and to the search for higher
productive efficiencies has brought in an excellent
performance in the stock market, which mirrors the
interest shown in our model by international inves-
tors, and rewards the support of our shareholders. An
attractive remuneration policy is especially addressed
to them, together with our traditional policy of strong
investments in our own business.

During 2006, CAPEX was in excess of 1 billion euros, ai-

med at increasing the sales area, extending our logistics
capacity, acquiring franchise operations and raising our

stakes in joint ventures.

As regards logistics, our efforts in the past year have
allowed us to set in train a new logistic platform in Ledn
and to launch, in early 2007, the new platform in Meco
(Madrid). Investments have been made to improve and
strengthen the activity in logistics centres in Galicia, and
to enlarge the capacity of the centres in Zaragoza and
Catalonia.

As for the above referred acquisitions, in 2006 Inditex
has completed the acquisition of the 100% stake in the
companies through which it operates in Italy and Russia,
and has raised its stake to 78% in its German subsidiary,
all three high-potential markets for the Group.

Prior to providing the detailed information shown in this
2006 Annual Report,  would like to refer to the progress
we have made and to our future plans both as regards
the environmental policy and the management of our
supply chain. With regard to the latter, in addition to
continuing with the audit programs for suppliers, the
application of corrective plans and the social action
projects set in train since the approval of our Code of
Conduct in 2001, in 2006 progress has been made in
defining the action guidelines to ensure an adequate
response to our commitment towards social and labour

rights, and the improvement of life conditions in the
surroundings of the production centres of our products.

Two specific questions must be stressed. First, the
application of a standardised system for the prior
qualification of our potential suppliers, which not only
serves as a filter, but also helps us identify the areas

to which special attention must be paid. And secondly,
the hard work which has been done to set up clusters of
suppliers in those geographic areas where production is
concentrated. These groups of suppliers favour the im-
plantation of our social and labour standards and help
implement the social audits and potential corrective
plans. The permanent dialogue established at this level
has also helped us obtain a better definition of the needs
of the communities to which we may bring support.

As for the environmental area, we are currently at a very
important stage of our work, since we are starting to

set in train a new Strategic Plan which aims at optimi-
zing the results achieved in recent years. The essential
strategic lines of this Plan search to increase our capa-
city to produce and use cleaner energy. This strategy,
together with the projects to save energy, will allow us
to contribute to the general policies for the reduction of
greenhouse gas emissions and to fight climate change.

Finally, as regards working rights, Inditex has gone
ahead of the legal regulations in force by including
certain measures to reconcile work and family life and
to ensure non discrimination in any field.

Therefore, we have undertaken various commitments
for the future which must be brought to fruition within
our organization in the years to come. Retail business,
as we understand it in Inditex, requires our constant
attention in order to improve our model and give a quick
response to the market demands and to the expecta-
tions of our customers. Innovation and commitment
towards our customers define our corporate culture,
strongly assumed by the teams of the company. We
believe that this is the right approach to build the future
of the Group and we rely on it to gain the trust of our
shareholders, customers, suppliers and of the society
in general

Amancio Ortega Gaona
Chairman
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02/01/2006

Opening of the first Zara
store at Novi Sad in Serbia.
The expansion of Zara into

Serbia has taken place
through an agreement
with Delta Holding, a local
firm with experience in the
retailing sector and the

real estate market.

02/23/2006

Zara has opened up at
Nanjing Xi Lu, the main
commercial avenue in
Shanghai, the first Inditex
store in Mainland China.

At 2000 m? of commercial
space and with a thirty-metre
facade, the new establishment
required a complex adaptation
process to turn a number

of premises into one. The
building occupied by Zara
was, in the first quarter of

the 20th Century, the Spanish
consulate. In August, Zara will
be opening a second store in

Shanghai in Times Square.

02/27/2006

A Zara store has opened on Drottninggatan
Avenue in Stockholm, the largest of the

Group’s outlets in the nordic countries.
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02/28/2006

Zara lands at the new and
avant-garde T4 terminal in
Barajas (Madrid). The store
incorporates the latest novelties
of the women’s and men’s
collections. Its location, in a

site of great visibility within the
terminal, makes it one of the
most international shop-windows
of Zara fashion open to millions
of people who visit this airport

each year.

03/17/2006

Zara opens its first store in Tunisia in the
“Tunis City” shopping centre, the largest
and most modern in North Africa, the fruit
of an agreement with the local company,
Tuntex. Tunisia is the sixty-fourth market
in which Inditex is starting its commercial
activity and the second African country in
which the Group has opened stores, after
Morocco, where Zara and Stradivarius

have had stores since 2004.

03/20/2006

Fundacié Moli d’en Puigvert and Massimo Dutti are
extending the collaboration project that they have in
Palafolls, aiming at the insertion into society and the
workplace of persons with severe mental disabilities
from the district of Maresme. This foundation has
since 2002 been managing a Massimo Dutti store
located in the centre of Palafolls (Barcelona). The

aim of the project is to achieve a better integration of
this group in society through work and, therefore, to
contribute to a better level of health and quality of life.

03/22/2006

Inditex has made an agreement to buy 28% of the
capital of Zara Deutschland, Inditex’s subsidiary
which manages the whole German operations,

from the German group Otto. In this way, the Inditex
stockholding in this joint venture is raised from 50% to
78%, while the Otto Group retains the remaining 22%.
Zara, which opened its first store in this country in
1999, had 53 stores at the year end.
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05/11/2006

04/22/2006

The first Zara Home
store in France. The
new store is located
in the Les Passages
de L'Hotel de Ville
shopping centre, in
the town of Boulogne,
near Paris. Zara
Home opened two
new stores in France
during 2006.

The expansion of Zara into Japan goes
on at a high rate. The chain has opened
a new store in Osaka, the second most
heavily-populated city in the country, an
important cultural centre and a source
of worldwide trends. It has opened on
Shinsaibashi-suji Street, the longest
commercial street in the city. The store
is located in an area covered by an
impressive 580-metre-long arcade,
under which the Zara architecture team
has designed a facade built totally in
glass, which takes advantage of all

the available height and integrates

the image of the outlet with that of its

architectural surroundings.

05/13/2006

Stradivarius has begun its expansion into Italy with a first opening
in Milan, which was followed by another three during 2006. The
shop premises were the first opportunity to see the chain’s new
store image, which will be consolidated through the year.
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06/07/2006

— .

Zara Home opens up its first independent store in
the United Kingdom at 129-131 Regent Street, the

important London shopping thoroughfare, where 06/15/2006
another two chains were already present: Zara and
Massimo Dutti Spanish language courses begin for Inditex

employees in fourteen countries. As part of a
campaign promoted by Inditex and the Cervantes
Institute, two thousand Group employees have the

possibility of learning Spanish with this programme

of free multimedia training.

07/10/2006

Inditex opens its first Skhuaban
store, in Karditsa, Greece. Skhuaban
is the commercial name for the
international expansion of the
children’s fashion chain which is

operating in Spain and Portugal as
Kiddy's Class.

07/11/2006

Inditex, together with the other fifteen companies which make up the
Foundation Pro CNIC has received the first FUINSA Prize for Clinical
Research for contributing to the creation of the Centro Nacional de
Investigaciones Cardiovasculares (National Centre for Cardiovascular
Research, CNIC). This organisation provides a contribution of

166 million euros from public funds and almost 100 million euros from

private initiative, thus ensuring reliable funding for CNIC.

07/13/2006 07/17/2006
Inditex and the French company Omnium Inditex implants a number of measures to make the reconciliation
have reached an initital agreement under of working and personal life easier for its Spanish employees. The
which Inditex will include the premises company was thus ahead of the measures contemplated in the
occupied by ten Bouchara and five Eurodif Equality Bill which was going through the Spanish Parliament at
establishments in different French cities in its that time. Inditex considers that the improvement in the working
commercial network. These will become new conditions of the workers is an essential aspect of the social
shops for Group chains present in France. responsibility of companies, which must be capable of adapting
The operation forms part of the expansion their internal regulations to the social reality around them.

plans of Inditex in France, where at the close
of 2006 there were a total of one hundred and

forty-seven stores.
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07/18/2006

The General Meeting of Shareholders of Inditex approved the
distribution of a dividend of 67 euro cents per share, 40% more
than the preceding year. This amount is the result of the addition
of an ordinary dividend of 52 cents to an extraordinary dividend of
15 cents. The approved dividend amounted to 417,631,000 euros.

08/04/2006-08/11/2006

With one week’s difference, Bershka and Pull and Bear arrived

in Lithuania with their first stores at the Akropolis commercial

centre in Vilnius. The arrival in this new market was achieved in
collaboration with the retailer Apranga, which is also the Zara
franchisee for the country.

08/24/2006

The first Zara store in
Norway. The store is
located on Bogstadveien,
in Oslo. Inditex had up to
that moment two Massimo
Dutti stores in Norway,
one of which was located
in this street, which has
been reopened completely
refurbished.

08/31/2006 [

Reopening of the first Zara store in Italy, at the emblematic
location on Corso Vittorio Emanuele Il in Milan. The
outstanding Zara store in the Italian fashion capital has
enjoyed great sales success since it opened in April 2002. It
was refurbished in 2006 in a record time so as to incorporate
all the elements and materials of the new store image. The
Men’s section has been transferred to adjoining premises with

independent access so as to enjoy greater space.




Economic and Financial Performance | Inditex 2006 | 21
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09/14/2006

Massimo Dutti has begun its commercial activity

in Morocco with the opening of its first store on the
Al Massira Boulevard in Casablanca, the largest
city and the financial capital of Morocco. This store,
located in a newly-constructed building, has an area
of 1,300 square metres, which makes it one of the
largest shops in this chain anywhere in the world.

09/28/2006

10/06/2006 Inditex has increased its presence in Poland with the
— arrival in the Krakowska shopping centre of the first
In Singapore, Pull and Bear has opened its first Oysho, Stradivarius and Pull and Bear stores. They
two stores in the Asia-Pacific region, joining Zara join Zara and Bershka, which were already present
and Massimo Dutti in their expansion into this in this country, where Inditex closed the year 2006
region. The first of these openings took place in with 18 stores.

the Ngee Ann Shopping Centre in Orchard Road
and the second one at the Vivo City Shopping
Centre. On the same day, in Jakarta, Massimo

Dutti opened its first store in Indonesia.
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I 10/17/2006

Inditex opens its store number 3000, a
Zara Home in Calle Colén in Valencia.
This significant opening takes place
just two years after the opening in May
2004 of Group store number 2000, a
Zara store at the International Finance
Centre in Hong Kong. Four years earlier,
in October 2000, the Group had opened
another of its most emblematic stores
in London, a Zara in Oxford Street, with
which the company achieved the first
1000.

10/30/2006

Inditex inaugurates its new logistical platform
in Ledn. This logistical centre complements

the activity of the large distribution platforms
of Arteixo (A Corufia) and Zaragoza. For the
start up of this centre, Inditex has evaluated the
geographical location and the availability of a
suitable network of transport infrastructures.
The Group currently has nine distribution

platforms in Spain, which add up to over
1,000,000 m? and over 4,200 staff. This year,

a total of 700 new jobs have been created on
permanent contracts at the logistical centres in
Ledn, Arteixo and Zaragoza.

11/08/2006

Pull and Bear will manage directly all the stores in Ireland,
integrating the stores that were operated by the franchisee,
Roaches Stores, in its commercial network.

11/09/2006

Massimo Dutti and Bershka have opened their first stores

in Russia in the Europeiski shopping centre, in the centre

of Moscow. In this same location, Zara, Pull and Bear and
Stradivarius have also opened stores. Russia is one of the
European markets in which Inditex contemplates the greatest
growth potential, both due to the evolution of consumption and
the excellent welcome that its fashion proposals are receiving.
Russia had twenty-nine stores of the Inditex Group, with five

commercial formats, at year end.

11/15/2006

The opening of the first Skhuaban stores in Italy (Cremona) and

France (Evry). This children’s fashion firm is present in five countries.
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11/23/2006

Pull and Bear has opened its first store in

San Salvador and thus becomes the third chain
in the Group operating in the country. The store
is located in the Galerias shopping centre, next to
Zara and Bershka.

12/01/2006

Inditex has joined the campaign of the World

Aids Day. For the first time, all Inditex stores are
participating in the international solidarity campaign.
Ared ribbon is shown in shop-windows all over the
world and the employees voluntarily add this symbol
to their uniform during World Aids Day.

12/05/2006

The Board of the Ethical Trading Initiative (ETI) has appointed Inditex to the main
governing board of the organisation. ETl is a UK based organisation which brings
together international distribution companies, large suppliers, trade unions

and NGOs, and which aims to improve the living conditions of the workers in the

supplying companies. Inditex has been part of ETI since October 2005.

12/21/2006

Inditex controls 100% of the companies with which it is
present in ltaly, after the agreement reached with Gruppo
Percassi to purchase the 20% of capital which it did not
already have. At year end, Inditex had a total of 120 stores in

Italy of its eight commercial concepts.

01/01/2007

01/30/2007
Inditex is advancing with its commitment to reduce CO,
under the Kyoto protocol. Zara trucks have included Inditex relaunches its Affinity Card in Spain, with a new image and new
biodiesel in their fuel since 1st January. The use of services. In 2007, this means of payment is being introduced into two
biodiesel in the largest distribution fleet in Inditex will markets, Greece and Mexico, in collaboration with two local banks.

prevent the emission of up to 500 tonnes of CO, into the

atmosphere each year.
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The customer is the centre
of all Inditex’s activity,

not only as a result of our
Service vocation but

also because customers are
the point of reference for

our business model and
the production chain. All

the processes are aimed at
providing the best possible

service to the StOre

and to the customer.




The customer,
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an essential reference for the Inditex model

Inditex locates the customer at the centre of its
activity, in such a manner that all the processes
of the business model -manufacture, design,
distribution and sales in our own managed
stores- are organised so as to offer the customer
the best possible experience in his or her visit
to our stores. As a result, the Inditex business
model has a vertical organisation, in which the
decisions making process is subordinated to
information on the tastes of our customers. This
is especially significant in the area of design, as
the models put onto the market are

the fruit of

creative work which has been enriched by the
analysis of the reaction of customers to the
options present in the stores of the Group and
their comments on what they would like to find
there. The stores, as the meeting point of the
commercial proposals and the customers, are
therefore the axis of the activity of Inditex, to
which the company devotes a significant effort
to location, image and customer attention. The
objective is to offer a pleasant environment
for the meeting of customers and fashion

and, consequently, to guarantee a pleasant

shopping experience.

corporate GOVerna,.,Ce

Productiop

Stlore

Customer

/o,,

Design . WindoW
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2.1  The customer, at the heart of Inditex

All the areas of activity of Inditex are strongly
oriented towards satisfying the effective and
potential demands of the Group’s customers.

In this section, we shall point out the concrete
actions carried out during the year 2006 in which
this strategic approach is illustrated.
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2.1.1 Making of commercial decisions

During 2006, a specific plan has been developed
aimed at renewing the image of the Affinity
Card, communicating in a more efficient way
the advantages to the customers and extending
its range of activity in 2007 -limited until now to
Spain- to two new markets: Mexico and Greece.

The Affinity Card is a valid means of payment
for the eight commercial formats of the Group,
which offers a number of advantages of a
financial nature to the holders. At the end of
2006, there were over 690,000 accounts
with a number of
operative cards of over
820,000. Apart from
a new design, the
plan developed in
2006 -which is being
started up during
2007- will improve
communication
with the customer,
simplifying information and making it
accessible through its own website.

2.1.2 Design of the products

The feed-back of the store staff to the
commercial team is fundamental to the process
of creation and design of the collections which
each of the concepts in the Group launches. This
contribution is simply the interpretation of the
desires, comments and individual opinions of
our customers by fashion specialists who are in
direct contact with the market.

For this reason, the training of the store staff

has two of its fundamental axes in giving them a
specialised knowledge of the evolution of trends
in fashion and, on the other hand, in the capacity
to take in and to formalise the information which

is supplied to them every day by the customers
all over the world.

2.1.3 Location of points of sale

The selection of the locations of the Group
stores is based on criteria of proximity to the
customer. The ideal location, in high-street
stores, is always on prime locations, in which
visibility and accessibility are guaranteed. There
are good examples of this among the openings
carried out during the year 2006.

Thus, the new Zara stores in Shanghai, Oslo

or Naples stand out; Skhuaban in Karditsa
(Grecial; Massimo Dutti in Casablanca; Bershka
in Foggia (Italia); Stradivarius in Badajoz (Spain);
Oysho in Madrid and Zara Home in Valencia
(Spain), London or Brussels. A paradigmatic
case is the opening of Pull and Bear’s first store
at the most significant commercial avenue in
Singapore: Orchard Road.

2.1.4 Supply and production

During 2006, the strategic lines of supply have
been maintained which make it possible for
Inditex to manage its model of rapid response
to the market. Despite a great increase in

the volume of product marketed (over 500
million units), the proportion of supply from
Europe has remained stable. The strategy of
proximiy sourcing, which is based both on the
factories owned by the Group located in Spain
and on external suppliers with whom a stable
commercial relationship is maintained, makes
it possible for Inditex to offer its clients a new
model in less than two weeks.

In this sphere, and from the area of social
responsibility, advances have been made with
the design of the so-called “supplier clusters”,



which group suppliers, trade unions, employers’
organisations and Inditex purchasing teams
backed up by technical staff from the Corporate
Social Responsibility department of the Group
and local external consultants. The aim is to
generate a sustainable productive environment
which will make it possible to have long-lasting
production relationships. More information can
be found in the corresponding chapter of the
book of Social Performance in this Report.

2.1.5 Logistical management

In contrast to the traditional criterion of
logistical effectiveness, which is generally
understood as the transfer of flows of goods

to the distribution points following on the
decision of a commercial department, at Inditex,
logistical efficiency is measured in terms of
service to these points. In other words, it is

the customers who modulate the rhythms and
volumes of those flows.

In the logistical scheme of Inditex, air transport
has an important role to play both as a result
of the increase in the number of distant

points of sale and the need to reduce delivery
times. About twenty top-order airlines have
agreements with the Group to give a regular
service to the shipments from our logistical
centres. In 2006, the start up of a
specific agreement with the Air
France-KLM Cargo group stood out,
according to which cargo planes
from this company provide services
from Zaragoza airport on the days
and times specified by the Group.
This measure makes it possible to
ensure delivery in less than 72 hours
to destinations all over the world.
Land transport continues to be key
to Inditex, making it possible for the
Group to efficiently reach, both in
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terms of time and cost, the sales points around
Europe, which amount to 80% of the total.

2.1.6 Store’s design

Among the aspects of a technical nature
contemplated both in the new projects and

in the refurbishment of existing stores, the
attention paid to the elimination of architectural
barriers for people with mobility problems
stands out.

The adaptation of the stores to this premise is
put into effect with the introduction of adapted
spaces (mainly changing rooms and toilets), of
communal elements without barriers (lifts and
ramps) and specific modules (such as the wings
for the handicapped on the cash desks or the
stairlifts).

Almost all the new stores and refurbishments
in the Group during 2006 have included toilets
and changing rooms for the disabled. Likewise
the numbers of lifts have been increased

and payment modules have been adapted

to wheelchairs in most stores (and in their
different sections).

-

| 'P t’."

*

Zara_Paseo del Born_Palma de Mallorca_Spain
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2.2 The Customer Service Model

The satisfaction of those coming to the stores,
interested by our fashion options, is the main
objective of the personal attention at the point of
sale. The store employees receive full training
with particular emphasis on customer service.
Store managers are in charge of leading their
sales team as representatives of the company’s
values, reputation and image.

The customer service model used in Inditex
stores is based on establishing an open and
direct relationship. For this reason, comfort
and freedom of choice for the customer are the
fundamental principles of our activity.

Careful consideration goes into the placement
of the shop fittings and fixtures in order to

avoid interference in the shopping experience

if it is not asked for, ensuring that the meeting
between the potential customer and fashion can
take place in a barrier-free environment.

In turn, the store managers, backed by their
team, have the responsibility of quickly and
efficiently meeting customer needs.

Claims, complaints or suggestions are initially
dealt with by store managers and their teams.
The main objective is to offer a correct solution
at maximum speed. In any case, if the customer
deems it necessary, he or she always has the
option of contacting the Customer Service
Department.
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2.2.1 Number of customers

Inditex does not monitor the number of
customers who visit its stores. However, other
indicators may help provide an idea of their
number:

e In 2006, a total of 528.6 million items were
sold in the group’s stores.

e Inditex has its own payment method in Spain:
the Affinity card. As at 31st January 2007,
690,110 customers had an Affinity card.

2.2.2 Degree of Customer Satisfaction

The ease with which products can be exchanged
and returned is one of the services our

L
y W

customers value most highly. The volume

of such transactions should therefore be
interpreted not as a customer satisfaction
problem but as an indicator of the success of
this policy.

As far as complaints about the service and

the products are concerned, a total of 3,476
complaint forms were submitted to the Spanish
(Spain accounts for 40% of the Inditex Group’s
turnover] Consumer Protection authorities in
2006. This figure represents 0.0014 per cent

of the number of units of product marketed

in Spain, that is to say 14 complaints for each
million units of product marketed.

The pages of the Group on the internet, which
received a total of 27,033,951 visits in 2006,
make customer service systems available to the

The firsffday of opening of the shop on Bogstadveien, i OLlo (Norway)




public. To be exact, we received a total of 72,729
customer communications using the forms
available on the websites, which were given

an individual response. Out of this total, 5,689
related to various service or product-related
problems, which represents 7.9% of the total.
All other communications received in this way
were requests for information regarding our
various concepts’ commercial activities, such
as store location, new openings or requests for
catalogues, or relating to corporate aspects
concerning the Inditex Group.

The Inditex Customer Service Department for
Spain, for its part, received a total of 6,310
phone calls in 2006, all of which were attended
to individually. For this service, the Group has
a special freephone Customer Service number
(900 400 323), as well as a general number for
each concept’s head office.

2.2.3 Website hits (27,033,951)

LTIV 2,312,658

Zara NNBSARYA)

Pull and Bear

Massimo Dutti JRAZREN
Bershka PHWANAL)

Stradivarius KMCENZ
Oysho PAYNYAY
Zara Home EIYWZA

Rest of the world
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2.2.4 Customer queries
received by e-mail.

a. Percentage per chain

Inditex ENAWAL

Zara YARAYS

Pull and Bear
Massimo Dutti PARAE
Bershka NEKNAZ
Stradivarius KRR

Zara Home ERERA

b. Percentage per country of origin

Spain PRI
Mexico ERI¥A
UK
[O72 5.38%
Italy RRYAA
France ERSI¥)

Portugal YAYAS

India |(RAZI

Germany [RA&L

Australia

China (K&

21.25%



Autumn-winter campaign_Stradivarius
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Inditex sales rose by 22%
to 8,196 million euros and
the N€t income increased
by 25% up 1,002 mittion
euros. The net margin
continued to grow for

another year to reach

12.2% of sales.



