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year in review | this year’s highlights

This year's h

ghlights

February

For the second year in a row,
Inditex obtains the gold medal in
the Sustainability Yearbook 2018,
the highest accolade awarded

by the sustainability investing
specialist, RobecoSAM, which
identifies the world's standard—
setting sustainable companies.
The stock index FTSE4Good,
which tracks companies on their
sustainability performance and
has included Inditex since 2002,
awarded the Group a score of
4.3 out of 5.

March

The Group extends its online
presence in Asia and Oceania
with www.zara.com in Australia
and New Zealand; in parallel,
Zara Home's online store in
South Korea goes live.

April

The Group pays out 42 million
to some 88,000 employees
under its extraordinary employee
profit—sharing plan.

Uterque inaugurates its first
for&from store, managed by
people with disabilities, in San
Sebastian de los Reyes (Madrid,
Spain), in collaboration with the
Prodis Foundation.

August

Uterqiie arrives in China with the
launch of its platform on T-Mall.
Entry into this new market is
accompanied by a new store on
West Nanjing Road, in Shanghai,
in December.

Fortune ranks Inditex in the

top 10 of its Change the World
ranking, citing its positive impact
on society, particularly social
justice and human rights.

September

Inditex's chairman and CEO,
Pablo Isla, announces that

all of Inditex's brands would

be available online anywhere

in the world by 2020 during

the inauguration of Zara's
flagship store on Corso Vittorio
Emanuele in Milan (Italy).

Inditex is named the most
sustainable company in the
retail industry by the Dow Jones
Sustainability Index for the third
year in a row.

October

Inditex signs the New

Plastics Global Economy
Commitment, championed

by the Ellen MacArthur
Foundation in collaboration
with UN Environment, framed
by its commitment to continuing
to make every aspect of

its activities increasingly
sustainable.
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Zara opens a pioneering store
concept in Stratford (London,
UK) designed to transform
the shopping experience by
integrating store and online
purchases, specifically by
introducing the Group's first
dedicated online shopping
section in the store.

Zara also inaugurates a flagship
store in an historical building in
the heart of Bilbao's Gran Via
(Spain).

June

Inditex unveils the expansion of
its head offices in Arteixo (La
Coruna, Spain). The three new
buildings span around 80,000
square metres and feature

the latest energy efficiency
measures, which reduces
consumption of potable water by
30% and of electricity by 45%.

July

Inditex joins the group of
companies from all around

the world that support the
Standards of Conduct for
Business issued by the Office
of the United Nations High
Commissioner for Human Rights
for helping corporations to
tackle discrimination against
LGBT+ people.

November

Inditex joins the Embrace
Difference, initiative backed by
the European Round Table of
Industrialists to promote diversity
and inclusion as key sources of
business value generation.

Zara inaugurates its new global
online store www.zara.com/ww,

thus bringing its fashions to 106

new markets.

December

Inditex renews its collaboration
with Médecins Sans Frontieres
(MSF), earmarking a total of 2.4
million to fund its emergency,

medical and refugee relief work.

Bershka unveils a novel shopping
experience in the Italian city of
Cremona, offering shoppers the
chance to purchase in—store with
the help of a new mobile app,
Bershka Experience.

January 19

Oysho launches Oysho Sport,
a new product section where
customers can find all of the
brand's sports collections
organised by discipline: boxing,
tennis, water sports, fitness,
yoga, trekking, skiing, running
and new additions such as
cross—fitness and cycling.
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RETALL
FORMATS

The digital transformation of our business model is
evident in the ways in which our customers engage
with our collections; those experiences are being
continually adapted to their tastes and preferences,
Sframed by our promise to provide them with quality,
safety and sustainability. The fine-tuning and expansion
of our retail space in prime locations on the world's
leading shopping streets is enabling us to introduce
the latest technology and our eco-efficiency principles.
In 2018, Zara launched its global online store,
marking a milestone in its commitment to having all

of its brands available online worldwide by 2020.

FEach brand's vitality is transmitted by means of innovative
and creative commercial initiatives, collaborations with
icons from the worlds of fashion, culture, sport and art,
and through never-ending dialogue with our customers,

which enriches our relationship, nurtures our fashion

propositions and obliges us to constantly reinvent ourselves.

Photo: Employees at Zara Home's head offices (Arteixo, Spain).






























year in review | Inditex in figures, main indicators

Share price performance during the last five years (Inditex vs Indexes)
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Dividend growth (€ per share)

In May and November of 2018, a dividend of €0.75 per share corresponding to FY 2017 was distributed to shareholders,
amounting to a 10.3% increase from previous fiscal year. Inditex's Board of Directors has proposed a new dividend
policy at the Annual General Meeting. The proposed policy will see an increase of the ordinary dividend payout to
60% from 50%. The Board will further propose a total bonus dividend of €1 per share to be paid in relation to FY2018,
FY2019 and FY2020.

The total dividend will be €0.88, which represents an increase of 17.3%.

2018 (*) 2017 2016 2015 2014
Dividend 0.88 0.75 0.68 0.60 0.52

(*) Dividend proposal approved by the Board of Directors for submission at the Annual General Meeting.

Tax contribution in 2018 (€ million)

DIRECT TAXES TAXES COLLECTED TOTAL
Spain 928 764 1,692
Europe (excl. Spain) 1,002 2,182 3,184
Americas 489 271 760
Asia & RoW 345 185 530
TOTAL 2,764 3,402 6,166
Diversity and sustainability indicators
2018 2017 2016 2015 2014
No. of employees 174,386 171,839 162,450 152,854 137,054
Female-to-male employee ratio 75%125% 75%125% 76% 1 24% 76%124% 78%122%
No. of nationalities (*) 154 153 147 90 83
Total energy consumption (GJ) 7,088,858 6,845,665 6,674,201 6,542,018 6,357,960
Corporate Community Investment (€ million) 46 43 40 35 25
Suppliers with purchase in 2018 1,866 1,824 1,805 1,725 1,625
No. of supplier audits 12,064 11,247 10,833 10,997 10,274
Headquarter effect: No. of suppliers in Spain / Amount
invoiced (€ million) 7,220/5,248 718515177 7,240/4,629 7,092/4,129 7,032/4,021
Eco-efficient stores 5,494 5,068 4,519 3,778 3,408

(*) Includes employees with more than one nationality.
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business model

Business model

Inditex is one of the world's largest fashion retailers. It
has eight retail formats (Zara & Zara Home, Pull&Bear,
Massimo Dutti, Bershka, Stradivarius, Oysho and Uterqgue)
which sell their collections in 202 markets over an
integrated offline-online store network. As of year-end
2018, it had a network of 7,490 stores in 96 markets and
was selling its fashions online in 156.

The ability to anticipate and react to our customers'
demands and offer them responsible fashion framed by
a unique experience and relationship forms the basis
of Inditex's business model. Inditex is working towards
becoming a company that is fully digital, fully integrated
and fully sustainable, all underpinned by its Right to
Wear philosophy.

24

To this end, our business model is articulated around a
solid corporate culture of sustainability which permeates
every phase of our value chain: from how our garments are
designed to how we engage with our customers, including
vital areas such as logistics, supply chain management
and our stores.

To meet our objectives, we boast a highly diverse team
made up of over 174,000 people from 154 nationalities
who speak 73 different languages. Constant dialogue
with our stakeholders, transparency, respect and the
safeguarding of human rights, in addition to making a
positive contribution to our communities, are the key
values of our sustainable business model.
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Our stores and online platforms are
seamlessly integrated for direct interaction
with our brands. Both points of sale generate
dialogue that creates a unique bond with the
customer which in turn provides feedback for
our design teams

- Collections constantly updated

- Sales footprint expanded and upgraded
steadily since 2012

- Integrated shopping experience thanks to
new technology: from RFID to integrated
stock management

- Click&Collect service
- Self-service checkouts
- Automated online order pick-up points

- Net sales of €26.15 billion in 2018
- Sales growth of 7% in constant currencies

- Growth of 27% in online sales to account for
14% of the total in the markets with online
platforms

- €3.44 billion of profitin 2018

- Presence in 202 markets

- 7,490 stores

- Online platforms in 156 markets

- Same-day / Next-day delivery
- Eco-efficient stores

- 85% of all stores eco-efficient (100% in China)

We engage with our customers from our integrated offline
and online platform. At our points of sale we establish a
unique relation which provides feedback for our design
teams so that customer preferences are tangible in the
brands' collections, which are refreshed twice a week,
and in the shopping experience.

As part of this strategy, the year was once again marked by
the ongoing effort to enhance the sales footprint: larger
stores and new technology to offer an integrated shopping
experience in which the store and online offerings virtually
coincide. The result is that customers move between
channels, benefitting from those channels” strengths while
mitigating the weaknesses of each one individually.

In fact, the new stores opened in 2018 are on average
39% larger than those opened in 2012. The shift is most
evident at Zara, whose average store size has increased
by 50% over the same time frame: from 1,452m2 in 2012
to 2,184m2 today. That growth has been driven by new
store openings - larger flagship stores - as well as the
fact that many of the new openings have entailed the
absorption of one or more older, smaller units in the
same catchment area.

To enrich the shopping experience we have been adding
valuable services, such as: Click&Collect (order online and
pick-up in-store); self-service checkouts; automated online
order pick-up points in several Zara stores; Same-Day
Delivery for online orders in 12 cities around the world
at year-end 2018 and Next-Day Delivery in eight markets.

This upgrading of our stores, premium establishments
located on the world's most important shopping streets,
is also being driven by the introduction of eco-efficiency
measures that deliver energy and water savings of 20% and
up to 40% compared to conventional stores, respectively.
Those measures are framed by the Group's environmental
pledge to having all of its stores be eco-efficient by 2020.
By year-end 2018, over 85% already met these criteria
(100% in China).

The expansion and upgrading of our store network has
been accompanied by the growth in our online sales
platform, which accelerated during the year across all of
the Group's retail formats, in line with the commitment,
announced by Chairman Pablo Isla, to having “all Inditex
brands available for purchase online all around the world
by 2020".

We are working towards becoming a company that is fully
digital, fully integrated and fully sustainable by 2020,
framed by our Right to Wear philosophy.
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The customer, at the heart of the process.

We adapt supply to demand, with over 700
designers, alongside the Purchasing, Sales
and Pattern-Design teams, work to create and
constantly update our collections

(Japan)

- Project VIEW.S: collaboration with design
schools such as Bunka Gauen University

- Collaborations with well-known figures from
the worlds of art, culture, sports and music

- The Join Life environmental excellence seal
adopted by all of our brands

| - Over75,000 SKU
I - 373 stories between all the brands

: - 85% growth in Join Life garments

I - Zara SRPLS, Pull&Bear by Rosalia, Bershka

I Converse x Miley Cyrus, Stradivarius

: Essentials, Oysho Endless Waves, Zara Home
I

I

Signature Collection, Utergiie 10 Women,
10 Cities, 10 Years

Our fashion design, aligned with the tastes and needs
of our customers and prevailing trends, is another
cornerstone of the Inditex business model.

To create the responsible and quality fashions our
customers demand, over 700 designers, and each
brand's Purchasing, Sales and Pattern-Design teams,
work to design and develop our collections. The process
is dynamic and benefits from our involvement in every
phase of the value chain and the inclusion of sustainability
criteria from the design stage. As a result, Inditex has
the ability to adapt to changes emerging throughout
the season and react with new products, which arrive in
its stores - offline and online - twice a week.

In 2018, this effort translated into over 75,000 SKU and
growth of 85% in the number of garments featuring
the Join Life seal of environmental excellence. As in
prior years, it also materialised in new lines and capsule
collections such as Zara SRPLS, Oysho Sport, STR
Essentials, among many others, marketed through our
stores and via the 373 fashion 'stories’ put together by
our universe of brands.

These stories respond to the need to give our customers an
audiovisual glimpse of a selection of iconic pieces by means
of a carefully staged presentation, with different scenarios
and multiple narrative threads, in order to transmit the
inspiration for and meaning of the new designs.
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Q@ Logistics

(>) PROJECTS

- RFID
- Multishuttle areas

- Centralised distribution model

- Merchandise dispatched to stores around
the world from central platforms twice a
week

- Integration of store and online stocks

- Online order distribution reach: 156
markets

- Process digitalisation

- Same-Day (12 metropolitan areas) and Next-
Day Delivery (8 markets) of online orders

- RFID fully deployed at Zara, Massimo Dutti,
Pull&Bear and Uterqie

I
I
I
I
I
I
I - Integrated stock management in 49 of
: Zara's markets with online sales

I

I

I

I

- Growth in online sales of 27%

Thanks to our centralised distribution model, all of our
products, regardless of where they are made, come to our
chains' central logistics platforms in Spain. From there,
they are distributed to all of our stores and to the Group's
online distribution centres around the world.

Our stores receive new merchandise, including new
designs, twice a week. The duration of this entire process,
thanks to the systems and technology developed in great
measure by Inditex, ensures that the average length of
time elapsing from receipt of the merchandise in our
distribution centres and delivery of the merchandise in
our stores is 36 hours in Europe and a maximum of 48
hours in the Americas and Asia.

Inditex has invested over €2 billion in technology in the
last six years. That effort has prioritised the logistics

platform, which is a crucial enabler in the online-offline
integration thrust and a cornerstone of the business
model as a whole. The rollout of RFID technology
at all of our brands (already fully deployed at Zara,
Massimo Dutti, Pull&Bear and Uterqle) is one of the
most important landmarks, as it allows us to track every
one of our garments at all times, from when they arrive
at our central platforms until they are sold. Indeed,
RFID technology has enabled the online-offline stock
management system, thanks to which customers have
better access to the products they are looking for,
irrespective of where they are located.

The new multishuttle areas in several logistics centres,
coupled with process digitalisation and its perfect
synchronization across all logistical activities of those
centres, render store and customer service more efficient.
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Performance in 2018
and outlook for 2020

Towards a fully integrated, fully digital

and fully sustainable platform

Every link in Inditex's value chain pivots around
the customer. The ability to adapt our fashions for
their tastes and preferences, while ensuring the
highest standards of health and safety, framed by our
commitment to quality and sustainability, are hallmarks
of Inditex’s identity.

The technological revolution and digitalisation of
our customers' purchasing habits are shaping new
expectations for products and the shopping experience.
Having anticipated this shift in paradigm, Inditex

embarked on a process of digital transformation and
sustainability-driven innovation with the objective of
becoming a fully integrated, fully sustainable and fully
digital platform by 2020.

Over these last six years we have invested more than
€9.4 billion in the Company's growth and transformation;
€2 billion of that sum has been earmarked to introducing
ground-breaking technology into our model. In 2018,
we raised our capital expenditure to €1.6 billion, further
accelerating this process.
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RFID POP-UP STORES INTERACTIVE ASSISTANCE

Inditex's strategy of integrating its physical and online
stores is articulated around the shift in customer
preferences. In a world in which consumers have fully
embraced new technology and digital interactions into
their everyday lives, their engagement with our brands
needs to be able to take place in the same manner, in
order to preserve our unique relation with our customers.

To make this happen, we are working on several initiatives.
The most visible is our effort to introduce new technology
and upgrade existing technology in our stores, which is
taking place in parallel with the growth in our overall sales
footprint, which increased by 5% in 2018. While continuing
to open new flagship stores on the world's most popular
shopping streets, we have refurbished nearly 90% of our
stores in the last six years, in most instances increasing
their sales floors to be able to offer a similar collection on
the store floor as our customers can find online.

Among the flagship store openings and expansions
completed in 2018, which have been equipped with the
latest technology to enable integration with the online
platforms, the Zara stores in Stratford in London, on
Bilbao's Gran Via and on the Corso Vittorio Emanuele
in Milan, stand out. The average size of the new store
openings by the Group in 2018 was 39% larger than in
2012, and 50% bigger in the case of Zara.

In parallel, we have developed an innovative and unique
management system based on radio frequency identification
(RFID) technology, which identifies, locates and assigns a
code to each garment which then accompanies it from the
distribution centre until it is sold. That effort has required the
introduction of technology in every link in the value chain.

The system, already fully deployed at Zara and rolled
out at Pull&Bear, Massimo Dutti and Uterque in 2018,
coupled with the nearly 250,000 next-generation devices
that have been fitted in our stores, is the foundational

technology which has enriched the customer-brand
interaction, irrespective of the channel our customers
choose to use at any given point in time. Customers can
decide whether to perform the various steps comprising
the purchase process in a store or online, depending on
their preferences and the occasion.

In addition, the RFID system has laid the groundwork
for introduction of our integrated stock management
system, which is giving our customers better chances of
finding the products they are looking for by bringing up
stock availability in-store and online when placing orders.

Integrated stock management in the markets in which we
have stores as well as an online presence is enhancing our
ability to give customers what they want by maximising
the availability of our collections. It is also enabling us to
deliver online orders on the same day they are placed -
available in 12 metropolitan areas - or the next day - in
another eight markets.

In addition, we can offer our customers the choice of
collecting their online orders in one of our physical stores
thanks to the Click&Collect service. Or vice-versa, they can
place orders online from our stores and have them delivered
to a pick-up location of their choosing, or if they prefer,
to the store of their choice. Other enabling technology
includes the automated online order pick-up points already
introduced in 11 Zara stores in five different markets. This
technology is also enables customers to return or exchange
items bought online in the Group's stores.

By year-end, the integrated stock management system
was operational in 49 markets in which Zara has an online
and physical store presence. Our goal is to have the
system fully deployed in all of our brands by 2020, along
with our RFID technology, which is currently in the process
of being implemented at Bershka, Stradivarius, Oysho
and Zara Home.

The RFID system is the foundational technology which has
enriched the customer—brand interaction, irrespective of the
channel our customers choose to use at any given point in time.
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The introduction of technology into our customer
relationship model has mirrored the strict principles
articulating our business model. Our teams remain alert to
the technology our customers want to use. In this manner,
the customer becomes familiar with our technology
instinctively and the technological evolution of our model
is similarly natural.

In 2007, Zara Home was the first of our brands to begin to
sell its products online, leading the charge for Zara's foray
into the world of e-commerce in 2010, followed by the rest
of the brands thereafter. From the outset, the online sales
model has been built taking an integrated approach: its
raison d'etre was always to address the need to maintain
a unique relationship with our customers, regardless of
the channel chosen to reach out to us.

This integrated model is the source of the Company's digital
expansion, spearheaded by our online platforms, which
are integrated with our stores. The digital transformation
challenge has been technological and logistical, marked by
multiple initiatives in the logistics and operations fields and
the ultimate aim is to guarantee the correct, nimble and
integrated functioning of all of the elements comprising
our value chain.

Thanks to the progress made in 2018, the products
of all of the Group's brands would be available to
purchase online anywhere in the world by 2020. Framed
by that strategy, it is worth highlighting the launch
last year of the global Zara store (www.zara.com/ww)
in 106 markets in which the brand does not have actual

stores, as well as the inauguration of the online platform
in Australia and New Zealand.

The Zara app was also upgraded during the year, adding
tools that make it easier to browse and improving the
search function. The new app also brings up a selection
of trends, new collections and the latest stories thanks
to the 'corner store' system available at the top of the
application that improves navigation.

Pull&Bear, for its part, inaugurated its online store in the
US. Bershka's online platform went live in South Korea
in the SSG platform. And Uterqgle launched online sales
in Mexico, one of this brand's most important markets,
and in China, with an online store on the T-Mall platform.
In parallel, Uterqlie opened its first flagship store in the
country, on one of Shanghai's top shopping streets, West
Nanjing Road.

Zara Home also launched its online store in China and
plans to gradually add its products to the Zara websites in
some markets, starting with the autumn/winter collections.

To better understand the scale of the Group's sales
activity, the brand's respective websites registered 2.95
billion visits in 2018, growth of 500 million from the year
before, and handled as many as 9,500 orders per minute.
Online sales increased by 27% year-on-year to account
for 14% of the total in the markets with integrated offline-
online platforms. The brands' profiles on the most popular
social media added 22 million new followers to lift the
total to 143 million.
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Inditex has its own eco-efficient store standards, which
it constantly updates. They are set down in the Eco-
efficient Store Design, Construction, Management and
Assessment Manual. The eco-efficiency criteria translate
into energy savings of 20% and water savings of 40%
compared to conventional stores. Delivery of those
savings depends crucially on centralised, real-time
control of the electric and air-conditioning installations
through the EcoTool platform. By year-end, a total of
3,191 stores were connected up to this programme.

We are making good progress on our pledge to make
all Inditex stores eco-efficient by 2020. At year-end
2018, 86% of the Group's stores, 5,494 stores, were
eco-efficient, including all 600 of the Group's stores in
China, the first market in which this commitment has
fully materialised.

Over the course of 2018, Inditex certified eight new
establishments under the most stringent green building
standards, which now cover 38 of its stores: 27 Gold LEED;
10 Platinum LEED; and 1 BREEAM. The Group has also
certified 10 distribution centres and corporate head offices:
1 Platinum LEED; 8 Gold LEED; and 1 BREEAM.

The progress made positions us to reiterate our goal
of having a fully sustainable platform by 2020, a year
for which we have set additional objectives. One is
related with our circular economy programme, Closing
the Loop, created under the scope of the Environmental
Sustainability Plan 2016-2020. Its purpose is to foster
textile recycling at every step, from garment recovery
and reuse to promotion of best recycling practices and
reintroduction of recycled fabric into the textile cycle.

Our used-clothing containers are currently present in
1,382 stores in 24 markets. We plan to lift that figure to
2,000 by 2020, matching the number of containers placed
on streets all over Spain in collaboration with Caritas.
The programme is rounded out with the home pick-up
service in Spain, which was also set up in Beijing and
Shanghai (China) in 2018.

Since embarking on the programme in 2016, we have
recovered over 34,000 tonnes of clothing. In keeping with
the 'reunite, reuse and recycle' principle underpinning
the Closing the Loop Programme, we collaborate with 12
non-profit entities, a mix of recycling firms and technology
specialists, which guarantee that the clothing collected
does not end up in landfills and gets a new lease of life.

Elsewhere, the Join Life label, which distinguishes
environmental excellence in the selection of raw materials
and sustainable processes for making our clothes, has
been introduced by all our retail brands. Last year the
number of Join Life garments put on sale increased by
85% to 136 million units.

In 2018, we also implemented new measures for enhancing
our logistics and transport operations, which enabled us
to reduce, among other things, the number of vehicles
leaving our distribution centres for European destinations
and to circumvent 1,480 routes. Improvements made
to inbound flows similarly prevented 5,163 truck trips.

In parallel, under our Green to Pack initiative, we
continued to improve the cardboard boxes that transport
our garments, prioritizing the use of recycled materials,
thus extending its usability.

All of these environmental sustainability initiatives
are carried out in tandem with the development of
programmes designed to oversee the social sustainability
of our activities, with an emphasis on safeguarding
human rights all along our supply chain, by means of
the traceability and monitoring system and formulation
and execution of the Workers at the Centre strategy,
the axis of the social sustainability plan for the supply
chain for 2019-2022.

The milestones attained in this area in 2018 included
the execution of the Transition Accord in Bangladesh,
with which we are striving to extend an initiative of
critical importance to the safety of garment factories
in this supply market. Our social sustainability efforts
similarly extended to ongoing collaboration with
suppliers, unions, governments, NGOs and international
organisations.

Our social and environmental efforts enabled us to
once again win the gold medal in the Sustainability
Yearbook, awarded by RobecoSAM, which identifies
standard-setting sustainable companies. Also, the Dow
Jones Sustainability Index (DJSI) named Inditex the
most sustainable company in the retailing industry
for the third straight year, awarding it top scores in
Management Systems and Environmental Policy.
Lastly, the Global 100 Most Sustainable Corporations
ranking compiled by Corporate Knights and the
Carbon Disclosure Project, CDP, also singled out our
environmental performance.
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