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6 Letter from the Chairman

Letter from the Chairman

This Annual Report 2010 reaches you just a few weeks after 
we have completed ten years since Inditex was first quoted on 
the stock market.  At that moment, with a project whose origins 
went back to almost four decades earlier, we were facing with 
confidence the test of putting our capacity for profitable growth 
in the long term to the scrutiny of investors.  That confidence was 
based on the trust that arises from the shared effort in a project in 
which all those taking part believed and continue to believe with 
absolute sincerity.  We had the certainty of a philosophy and a 
business culture capable of facing up to the challenges which were 
arising.  Inditex was then an important fashion distribution group 
which operated internationally (its foreign turnover was already 
greater than the domestic turnover thanks to the commercial 
presence in over thirty countries) with five commercial formats 
which had achieved a total of a thousand stores.

Now, ten years later, our Group is a company with a global 
footprint, present in almost eighty countries and which has eight 
different chains.  The demands which the economic environment 
has made of us have made clear the strength of this business 
model, its capacity to adapt in a flexible manner to the demands 
of the market, and the solidity of its expectations of profitable 
growth in the future. 

In this regard, 2010 has been a significant year both from the point 
of view of the economic results and of commercial achievements.  
It is a year in which Inditex has achieved 100,000 employees and 
has continued to create stable employment, both in its stores and 
at its logistical centres and corporate headquarters.  Our team is 
growing and is growing in its levels of demand, with such ambitious 
commitments as the sale of our products online or the boost to 
our strategy on the five continents, from Asia to America, in the 
European markets or in the southern hemisphere.  

The economic results obtained in 2010 were without a doubt also 
satisfactory, with an increase in sales of 13%, and of 32% in terms 
of net profit.  But perhaps the most outstanding item is the fact 
that the company continues to be fully focussed on improvement 
and widening its horizons, with over 750 million euros devoted to 
investment and the opening of 437 new stores. 

I think therefore that our expectations have not been disappointed 
thanks, without any shadow of a doubt, to the work and the 
enthusiasm of the many teams working on this common task.  
In this way, the bases have been set down which will guarantee 
growth and profitability in the long term, provided always that we 
manage to maintain our levels of requirement of ourselves.  The 
customer must continue to be our main centre of attention, both 
in the  creation of our fashion collections and in the design of our 
shops, of our logistical system and of any other activity. 

With this enthusiasm, we have continued to advance in the 
application of two of the main axes of our strategy, rooted in the 
sensitivity both of the organization and of the environment:  the 
environment and social responsibility. 

In the first of them, 2010 left us with an especially relevant example:  
the opening of the new store in Palazzo Bocconi, Rome, which, 
apart from being a real commercial emblem as it is store number 
5,000 in the Group, it is the latest and most advanced example 
of the eco-efficient store project at Inditex.  All the experience 
accumulated in the projects carried out over the last few years, 
both in individual stores which have obtained the highest levels of 
external certification and in the totality of the new openings and 
refurbishments, has been applied in the store.  Palazzo Bocconi has 
thus become the best example of how to carry on commercial 
activity generating the minimum impact on the environment, and 
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serving also as a guideline with which to advance towards our objective 
that all of Inditex's commercial area should be eco-efficient by 2020. 

In the sphere of social responsibility, two aspects stand out as the 
most significant.  In the first place, the constant effort in the area 
of our own standards of certification, Clear to Wear and Safe to 
Wear, which are constantly renewed, incorporating more precise 
requirements and becoming more deeply involved with our suppliers. 
In the second place, the permanent demand for compliance of our 
Code of Conduct, with the result that 75% of suppliers have obtained 
the highest classifications in the ranking system. This ethical and 
environmental commitment must always go hand in hand with the 
company's desire for growth. 

This growth has made it possible to open, during the 2010 financial 
year, a total of 437 new stores from all our chains in forty-five different 
countries, including three new markets. Likewise, as a consequence 
of the growth in sales, seventy-six million more units have been 
manufactured than in 2009, up to a total value of 840 million. 

More than one third of the new stores are located in Asia, including 
the first four in India. China, Japan, Korea and India itself and other 
markets in this region will without a doubt continue to take a large 
part of the growth effort over the next few years given the good 
reception with which each one of our chains has been welcomed. 
Europe too has seen a large number of new openings in all the 
formats, both in the markets of Western Europe and in the East, 
where the expansion is also significant.  In all of them, there continue 
to be great opportunities for the multi-format growth of Inditex. 

To the opportunities for expansion existing in other areas of the 
world, Australia has been added in the first few months of 2011 
and South Africa will do the same before the end of the year.  Both 
markets are located in the southern hemisphere, thus increasing the 
area for which Inditex, due to seasonal differences, develops specific 
collections. 

In 2010, we also began the online sale of Zara products in sixteen 
European countries, after Zara Home opened up this route in 2007. 
The presence in this new marketing channel, which we hope to 
continue to extend to all the countries in which we have physical 
stores, is oriented towards providing a new service to our customers, 
with special care to provide them with a purchasing experience that 
is as close as possible to the physical store.  The complementarity 
between both is an essential factor, and we are sure that it generates 
significant synergies both for the customer and the Group.  We hope 
to strengthen this commitment in 2011, starting up online stores for 
the rest of the formats. 

I would like to bring this summary of the 2010 financial year to an 
end by referring to the decision that was made public on 10th January, 
when I announced my intention of proposing the appointment of 
Pablo Isla as the new Chairman of Inditex to the General Meeting of 
Shareholders.  As I made clear in the letter sent to the Group employees 
around the world, I am convinced that their collective effort has made 
this company a solid organization made up of excellent professionals 
and with a promising future.  This future will be marked by the result 
of combining the flow of accumulated experience with the youth 
of those who, day by day, join the Group, and these ingredients are 
going to make it possible for us to continue to move this great project 
forward with the confidence of the first day. 

Amancio Ortega Gaona
Chairman
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Inditex’s business model

The Inditex Group was formally incorporated in 1985.  But its 
origins as a fashion distribution group star ted ten years earlier 
when Zara opened its first store in A Coruña (Spain). Currently, it 
has eight retail formats that share the same vision of the fashion 
business, characterized by strong customer orientation. The group 
is involved in all the stages of the fashion process: from design, 
manufacturing and logistics, to sales in its own stores.

All of  its operations are carried out from the perspective of ethics 
and responsibility. The Internal Code of Conduct and the Inditex 
Code of Conduct for external manufacturers and suppliers, as well 
as the product health and safety protocols (Clear to Wear and 
Safe to Wear) form a strategic axis of social management, while 
in the environmental area the activity of the group is governed by 
the Environmental Strategic Plan.

Inditex has been listed on the stock market since 2001 and is 
part of international indexes like Ibex 35, FTSE Eurotop 100 and 
Eurostoxx 600 and sustainability indexes such as FTSE4Good and 
Dow Jones Sustainability.

Inditex commercial concepts
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FIVE KEYS

Inditex is a multicultural, multiracial company made up 
of 100,138 people with 150 different nationalities. All 
of them, regardless of how close they are to the store, 
are governed by the customer’s desire for fashion 
and the variables of corporate social responsibility. 
Their daily life is full of initiative, enthusiasm, and 
professionalism.

Continuous training plays a fundamental role, especially 
in the case of store personnel. In addition to having 
specific fundamentals of customer service, the training 
concentrates on specialized knowledge of fashion 
trends and the capacity to capture and formalize the 
information received from clients each day.

More than 100,000 employees 
thinking about the client

5.
Teams

Inditex's distribution process is designed to ensure that 
the store offering is constantly refreshed. All products, 
regardless of their origin, are distributed to the stores 
from each chain's logistics centre. All stores in the world 
receive merchandise twice a week and each shipment 
includes new styles.  This system enables a product to 
get from the distribution centres to the European stores 
in an average of 24 hours, 48 hours in America and 
Asia. Inditex's logistics centres are in Spain and located 

in Arteixo and Narón (A Coruña), Zaragoza, Meco 
(Madrid), Tordera, Palafolls and Sallent (Barcelona), 
Onzonilla (León) and Elche (Alicante). There are more 
than a million square metres of logistics installations.

Less than 48 hours from the 
distribution centre to the 
stores

4.
Logistics

An on-going and fluid relationship between store 
personnel, design teams, and manufacturing teams is 
essential for being able to react to changes in customer 
desires with new products in stores as quickly possible. 
The fact that an important part of the activity, including 
manufacturing in our own centres or by external 
suppliers, takes place in close proximity enables fast 
responses to the market.
All of the chains have their own design and 
commercial teams. Currently, Inditex has more than 

1,000 professionals dedicated to product design and 
development.
On 31 January 2011, Inditex had a network of 
1,337 active suppliers with whom it maintains stable 
relationships. Ethics and responsibility governed by the 
Inditex Code of Conduct for external manufacturers 
and suppliers must be accepted to maintain commercial 
relations with the Group.Model for rapid response 

to the market

3. Design/ 
Production

Meeting point of the 
customer and fashion 

2.
Store

The store is where Inditex's business model starts 
and ends, with the customer as its main asset. In its 
interior, customer desire for fashion meets the offering 
of each chain's design team. Store staff channel 
customer demands to the designer's table, starting a 
manufacturing process that, in as little time as possible, 
will be at the store in the form of a real fashion offering.
In addition, the stores are the main drivers of the 
chain's image. These are the main characteristics:

- Privileged locations in main cities 
- Meticulously planned show windows
- Uniquely conceived architecture inside and out
- Precise product coordination
- Excellent customer service

It is the star of the Inditex business model. Company 
operations start with the demands of the customer 
being channelled by the store. This is the place where 
the design process begins. Customer desire for 
fashion is not just viewed from the perspective of 
fashion, but  taken into overall  account, considering 
everything that complements the buying experience.  
This includes the placement of the stores in the 
principle commercial areas of cities, their interior 

design, conceived to make meeting with fashion 
comfortable. 
Inditex's total orientation to the customer is the origin 
of the development of the Group's eight commercial 
brands. Each one of them with a differentiated 
commercial offering specifically designed to satisfy 
each customer better.

Engine for all  
Group activity

1.
Customers
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100,138 
employees

During the financial year, 7,837 net 
jobs were created. 

77
countries with 
 commercial presence

In 2010, the first stores 
 were opened in Bulgaria,  
India and Kazakhstan

997  
Millions of euros in dividends  

1.60 euros per share

5,044   
stores 

at the end of the 
financial year 

437 
net openings 

of stores

EUROPE
(without 
Spain)

Spain

asia

america

Sales by geographical area

45%

28%

15%

12%
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all of them, improving services to customers and creating synergies 
between the physical and virtual stores.  In this field, 2011 will 
bring two very important new events: the launch of Zara online in 
the United States and Japan - the two most important markets at 

the world level for e-commerce - and the beginning of electronic 
commerce in the other six chains - Zara Home has already been 
operating in this channel since 2007. 

In 2011, the financial position of the Group made it possible to 
offer a very significant increase in remuneration to shareholders 
against the accounts for the 2010 financial year.  The Inditex Board 
of Directors will propose to the General Meeting of Shareholders 
the payment of a dividend of 1.60 euros per share, 33% more 
than the previous year.  Inditex maintains its attractive level of 

remuneration to the shareholder, while it favours the reinvestment 
in the business which ensures its capacity to continue growing in a 
profitable manner into the future, creating value for its shareholders 
and generating employment and wealth in its environment. 

With the achievements of 2010, Inditex begins the 2011 financial 
year with a platform of sales that is unique, very diversified and 
capable of taking advantage of growth opportunities around the 

world.  In the Annual Report next year, it will be noteworthy that 
Inditex has commercial operations on all five continents - in the first 
few months of 2011, Inditex opened up in Australia for the first time 
- and has a multi-channel presence in many markets.  

The results that Inditex achieved during 
the 2010 financial year show that 
the Group is continuing its strategy of 
multi-format global growth and, what 
is more important, this is a reflection 
of the strength of its business model

In the 2010 financial year alone, 
Inditex opened stores in up to 
forty-five different countries

Results
(millions of Euros)
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2010 2009 2008 2007 2006

Volume of business 
(in millions of euros)

Sales 12,527 11,048 10,407 9,435 8,196

Results and cash flow  
(in millions of euros)

Operating result (EBITDA) 2,966 2,374 2,187 2,149 1,790

Operating income (EBIT) 2,290 1,729 1,609 1,652 1,356

Net result 1,741 1,322 1,262 1,258 1,010

Net income attributable to the parent 
company 1,732 1,314 1,253 1,250 1,002

CASH FLOWS GENERATED 2,540 2,060 1,864 1,757 1,492

Financial structure  
 (in millions of euros)

Net Assets attributed to the parent company 6,386 5,329 4,722 4,193 3,448

Net financial position 3,427 2,380 1,219 1,052 714

Other relevant information

Number of stores 5,044 4,607 4,264 3,691 3,131

Net openings 437 343 573 560 439

Number of countries with commercial 
presence 77 74 73 68 64

Number of employees 100,138 92,301 89,112 79,517 69,240

Financial and management ratios

Net financial debt on  
net attributed assets -53% -45% -26% -25% -21%

ROE (Net attributable income on net 
attributable assets) 30% 26% 28% 33% 32%

ROCE (EBIT on average capital used) 39% 34% 36% 43% 43%

Evolution of main indicators
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Massimo Dutti increases its presence 
in China opening stores in cities like 
Guangzhou and Shenzhen.

14The founder and Chairman of Inditex, 
Amancio Ortega, informs the Group's 
employees that he will propose Pablo 
Isla as Chairman of the Group during 
the next Shareholders' meeting to take 
place in July 2011. 

10
January

Massimo Dutti opens its first stores in 
South Korea. This Inditex Group chain 
started its journey in the South Korean 
market with the opening of two stores 
situation in the areas of Garosu and 
Gangnam, two the leading commercial 
areas in the city Seoul. 

13Zara presented its most advanced 
eco-efficient store when it opened the 
Palazzo Bocconi store in Rome. The 
building has more than 120 years of 
history and is located at Via del Corso, 
189.  In addition, It's Inditex store 
number 5,000. 

09
December

04 Zara launches its online store in 
Austria, Belgium, Holland, Ireland and 
Luxembourg These additions mean that 
the Zara online store is operative in 
eleven countries.

09 Pull&Bear opens its most emblematic 
store with regards to the effort made 
for eco-efficiency on the Gran Via in 
Madrid. The chain opted for LEED 
sustainable architecture certification 
which recognizes the environmental 
commitment when projecting points 
of sale. 

November

Tempe inaugurates Inditex's fifth 
"for&from" store, stores attended by 
physically and mentally handicapped 
people. 

21
October
13 The Inditex Spanish Chair is presented 

at the University of Dhaka (Bangladesh) 
with the Bengali Minister of Education, 
the Genera  secretary of Inditex, and 
the vice chancellors of the Universities 
of Dhaka, A Coruña, and Santiago. 

Inditex confirms its presence on the 
Dow Jones Sustainability Index World 
for the ninth consecutive year, each 
year improving its qualification in all 
of the variables taken into account for 
inclusion on the index.

1909 Inditex chains participate in Vogue 
Fashion's Night Out in 10 European, 
American and Asian cities: New York, 
Tokyo, Seoul, Madrid, London, Berlin, 
Milan, Lisbon, Athens, and Istanbul.

Internet sales are launched in Spain, 
Germany, France, Italy, Portugal, and 
the United Kingdom. All products are 
available on a page accessible from 
computers and mobile devices at the 
same price as in the physical store.

01
September

09 Inditex acquires 100% of the capital of 
all of its German companies with the 
purchase of the rest of Group Otto's 
shares in Zara Deutschland. 

05 Bershka opens its largest store in 
Milan's Corso Vittorio Emanuele 
galleries. The 1,300 square metre store 
becomes one of the chain's flagships. 

August
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Sales by 

format (*)
No. of stores at 

2010 year end
Net openings 

2010
New markets 

2010
Countries with 

presence

Zara 8,088 1,723 (**) 131 3 77

Pull&Bear 857 682 56 2 46

Massimo Dutti 897 530 33 6 50

Bershka 1,247 720 69 6 50

Stradivarius 780 593 78 6 43

Oysho 304 432 40 2 25

Zara Home 294 284 23 2 27

Uterqüe 59 80 23 5 16

(*) In millions of euro.
(**) Includes 205 Zara Kids stores.

Sales contribution by format

ZARA 64.6%

PULL&BEAR 6.8%

MASSIMO DUTTI 7.2%

BERSHKA 10.0%

STRADIVARIUS 6.2%

OYSHO 2.4%
ZARA HOME 2.3%
UTERQÜE 0.5%
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For Zara 2010 meant the launch of its online store, a new environment 
united with the operations of the Inditex Group's most experienced 
chain in 77 countries. On September 2nd, Zara.com opened its doors 
simultaneously in six European markets (Germany, France, Spain, Italy, 
Portugal and the United Kingdom).  Two months later it extended its 
offering to Austria, Belgium, Holland, Ireland and Luxemburg. The online 
store offers the same products at the same prices as the physical stores. 
In order that the buying experience be comfortable and pleasant for 
the customer, the same philosophy as used in the stores is also used 
online. The launch of the online store has been a passionate challenge 
for Zara, as well as for the multi-disciplined teams from the entire Group 
that worked on the project. The three years of experience with the 
Zara Home online store served as a starting point. The start-up of 
Zara's online sales involved professionals from design, human resources, 
logistics, IT, customer service, and more.  They made sure that Zara.com 
started its journey with a satisfactory reception from the customers.

Another key moment for Zara was December 10th 2010 when it 
opened a store that is a global standard in terms of eco-efficiency.  It is 
located in the Palazzo Bocconi, a building with more than 120 years of 
history in the the centre of Rome - Via del Corso, 189.  This store is also 
Inditex store number 5,000 and the model for sustainable architecture 
for all new Inditex stores. 

Zara also inaugurated the Group's first stores in India, Kasakhstan, and 
Bulgaria during the year.

www.zara.com

Contribution to 
total sales

64.6%

net sales

8,088
EBIT

1,534
EBIT margin

19%

Number of stores  
at year end
(Includes 205 Zara 
Kids stores)

1,723
Net store openings  
during the year

131
countries

77
new countries 
in 2010

3

Launch date

1975
Main indicators 2010
(millions of euros)
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Pull&Bear, like its young customers, is alert to what happens around 
it, prepared to capture or assimilate the latest music, technology, art, 
or any other social or artistic vanguard. This restless spirit keeps on 
constantly changing. In 2010, these changes clearly reflected in the 
corporate image. The Pull&Bear logo has become more compact, 
simple and elegant. It is more direct and functional. The chain decided 
to present its new image at the opening of an iconic store: the eco-
efficient store on the Gran Via in Madrid, which opened its doors 
in October. This is an important store for Pull&Bear, both due to its 
exceptional location and the effort that was made in eco-efficiency. 

The chain opted for LEED sustainable architecture certification for 
this store, that recognizes the environmental commitment when 
projecting points of sale. The place becomes a stronghold of new 
Pull&Bear spaces where fashion isn't  just clothing but also the audio-
visual productions present in all new stores.
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century of life. All of its new stores are designed to achieve a 20% 
savings in electricity consumption. 

The warm contemporary atmosphere characteristic of Massimo 
Dutti plays an indisputable role in the iconic stores the chain opened 
during the year in the Kolonaki neighbourhood, the golden mile of 
Athens; the Avenue Louise in Brussels; or on Nanjing Avenue in 
Shanghai. Massimo Dutti emerged as a leading fashion brand in the 
main commercial areas in the world with these openings.

The chain celebrated its 25th anniversary remaining faithful to its 
principles of solidarity and respect for nature with the "Jute Dutti" 
project. The project supports economic reactivation of one the most 
underprivileged areas of the world, Bangladesh, through production 
of various articles made of jute, a natural fibre of which the Asian 
country is the world's principal provider. 
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For Bershka, 2010 was an exercise in energetic expansion in strategic 
Inditex Group markets, like China. The chain opened fourteen 
locations in some of the market's most important cities like Shanghai, 
Guangdong, and Sichuan, among others. Bershka opened stores in 
26 countries last year, six of which were new markets for the chain: 
Bulgaria, Israel, Thailand, Kazakhstan, and the Dominican Republic.

In harmony with its young public and as a response to their demands 
and musical interests, Bershka created a section dedicated exclusively 
to music on its web page.  It is updated monthly with the most listened 

to songs in their stores, with video clips and direct links to Facebook 
in order to share the chain's best tunes. At year end, Bershka had 
more than a million fans on Facebook, one of the most active of the 
Inditex Group.
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In Europe, Stradivarius also executed a significant expansion opening 
24 markets. The chain's  penetration into countries like Russia, where 
it opened 12 stores, and Poland with 11, is notable. In Europe as well, 
Stradivarius has placed its shiny sign at two flagship stores on two 
of the world's most important commercial arteries: Rue de Rivoli in 
Paris; and Paseo de Gracia in Barcelona. The chain has known how to 
conjure up the spirit of the surroundings on both of these streets with 
its new, fresh, and sophisticated brand image.

The updating of the image started last year, and reached the chain’s 
web site in 2010 (www.e-stradivarius.com). The new site, inspired by 
the freshness and femininity of its commercial offerings, enables user 
interaction with fashion in sections like the virtual "fitting room" where 
garments and accessories from the catalogue can be combined to 
achieve the perfect look.
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During 2010 Oysho implemented a new commercial concept and 
image that was started during 2009. The Inditex Group's lingerie 
chain turned the inside of its stores around and created very special 
atmospheres in them, atmospheres adjusted to the increased product 
range, with the introduction of its "Home wear" line: clothes for being at 
home or for informal use during the weekend. The new Oysho stores 
are predominately white combined with the natural wood tones of 
its fixtures. This makes for a cosy environment giving warmth to the 
fashion offering. 

The 40 stores opened by the chain in 2010 now carry the new image 
and, among them, the new Oysho that was opened in May on the Rue 
de Rivoli in Paris stands out as a leader. This store, besides being store 
number 400 of the brand, is the first Oysho store conceived as 100% 
ecoefficent following the criteria established by Inditex's environmental 
policy In fact, Oysho Rivoli has BREEAM certification.  It was obtained 
after passing one of the most efficient environmental evaluations of 
buildings.

Oysho opened stores in 14 countries in 2010.  The expansion in Russia 
resulted in opening 14 stores in cities like Moscow, Saint Petersburg and 
Lipetsk, among others.

www.oysho.com

Contribution to 
total sales

2.4%

net sales

304
EBIT

45
EBIT margin

14.9%

Number of stores  
at year end

432
Net store openings  
during the year

40
countries

25
new countries 
in 2010

2

Launch date

2001
Main indicators 2010
(millions of euros)




