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Spanish fashion has been instilled a strong 
international character that has never been 
hindered by borders. As a result this and thanks 
to the commitment of companies, the footprint 
of this sector in the world is widespread, 
profound, and diverse. From its origins to the 
present, the business of fashion has always 
received from abroad: significant support, 
opportunity, and alliance, in both its hardest 
and most fruitful times. At the same time, the 
long-term development of this business to 
even the most remote corners on earth as well 
as the confidence they have fostered over so 
many years have resulted in the recognition of 
Spanish trademarks all over the world and have 
created a vital tie between Spain and abroad. 
For all of these reasons, the Forum 
of Renowned Spanish Trademarks in 
collaboration with the Spanish Institute for 
Foreign Trade (ICEX) and Modaes.es are 
launching, in 2018, the first edition of The Atlas 
of Fashion. A report that has come to being 
with the vocation to recognize the importance 
and magnitude of the international presence of 
Spanish fashion. 
This initiative takes as a point of reference the 
Atlas of Leading Spanish Trademarks; a project 
in development by the Forum of Renowned 
Spanish Trademarks for the last few years, 
showcasing the international presence of 
leading Spanish companies. 
Specifically, the Atlas of Fashion is focused 
on the business of fashion, a sector which is 
characterized by its strong presence in foreign 
markets standing out from other sectors by the 
strength of its trademarks. Thus, the Atlas of 
Fashion describes the international footprint of 
the top eighty Spanish fashion companies that 
have developed their activity beyond the limits 
of their localities with the aim of analyzing the 
most important markets in this sector and the 
strategies employed in their expansion. 
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The process of internationalization 
led by Spanish companies in the last 
years is without doubt the most im-
portant structural transformation in 
the Spanish economy in decades and 
has converted its external sector into 
one of the main motors of growth in 
its economy. Fortunately, companies 
have increasingly come to understand 
the world as their market and interna-
tional expansion as a strategic focus 
and no longer a conjectural solution. 
Internationalization represents opening, 
learning and opportunities as well as 
it presumes sacrifice, effort and con-
sistency. The process, for the economy 
of the country and the leading compa-
nies epitomize competitiveness and 
modernity. Today Spain boasts an ever 
growing nucleus of companies, which 
have not only consolidated their inter-
national presence, but are in fact global 
leaders in their respective sectors or 
categories, a fact difficult to imagine 
only a few years ago. One of the pen-
ding challenges, however, consists in 
going from a country which exports 
products and services to one that 
internationalizes its trademarks. In this 
way the Spanish economy will take a 
leap forward when Spanish companies 
as a whole are capable of competing 
internationally in terms of quality and 
differentiation and thus can develop 
competitive advantages beyond price, 
and more so in regards to quality inno-

going down the same path. Fashion is 
possibly one of the best sectors that 
characterize the desirable evolution 
towards internationalization of a trade-
mark. Spanish fashion companies went 
from being manufactures of quality and 
yet unoriginal products, which were in 
many cases produced for other foreign 
trademarks, to an internationally recog-
nized powerhouse in this sector. It has 
been a trail clearly pioneered by a group 
of benchmark companies, which to-
day have attracted followers who have 
been able to take advantage of the path 
forged by these leading trademarks. For 
this reason it made complete sense to 
promote, from the Forum of Trademar-
ks in collaboration with Modaes.es and 
the ICEX, an Atlas focused on Spanish 
fashion trademarks. An Atlas which 
reflects the international dimension of 
the eighty leading Spanish companies 
in this sector. Such an endeavor would 
not have been possible without the 
collaboration with the Spanish Office 
of Patents and Trademarks and without 
the support of Facebook. There are also 
two fundamental aspects to consider 
when consolidating and encouraging 
the internationalization of the Spanish 
economy, in which fashion stands as a 
point of reference.   
1. The first of which has to do with 
the trademark of the country, with the 
image of Spanish products and servi-
ces. If we consider that the image and 
international reputation of Spain is 
generally positive, some of the attribu-
tes that have been most poorly rated 
in benchmarking studies such as those 
from Reputation Institute have to do 
precisely with the quality of the pro-
ducts and services from Spain or the 
fact that there are only a small number 
of recognized Spanish companies and 
trademarks. This blanket criticism of 
general character, is not true for, or at 
least to a much lesser extent in the 
fashion sector. In fact it is quite the 
contrary. The Spanish fashion sec-
tor boasts considerable prestige and 
international recognition; built up from 
a core group of trademark leaders they 
have helped elevate the entire sector. 
The effect of the country of origin, 
in the case of fashion, without doubt 
adds value to Spanish trademarks, 
exemplified in the bidirectional relation 

vation or the trademark. In other words, 
a model which permits competing with 
greater margins and added value gene-
rating preference and loyalty. A model, 
which ultimately, is more sustainable. 
Certainly there are already many Spa-
nish companies which typify this model 
and thus constitute the spearhead of its 
economy, having been able to construct 
and manage recognized and relevant 
trademarks on an international scale. 
In addition to being ambassadors of 
the image of Spain and, in particular, of 
their products and services these com-
panies and trademarks are in some way 
a mirror which the business community 
as a whole must reflect on. For this re-
ason in 2013 the Forum of Trademarks, 
with the support of ICEX, created the 
Atlas of Leading Spanish Trademarks, 
as a publication and a tool, which not 
only looks to serve as the cover letter 
of vanguard Spanish businesses, but 
also as a stimulus for other companies 

or virtuous cycle that exist between 
trademarks and country image. Which 
is to say the competiveness and inter-
national excellence of leading Spanish 
fashion trademarks have contributed 
to the general prestige and positioning 
of Spain as a global point of reference, 
and as a result are favoring the interna-
tionalization of many other companies 
and trademarks.  
2. On the other hand, one of the main 
concerns of those in the relevant po-
sitions of the public administration, 
reflected in Strategy of Internationali-
zation and the Spanish Economy 2017-
2027, has to do with the participation of 
Spain in global value chains. The inte-
gration of Spanish companies in such 
chains is without doubt of importance, 
but as was highlighted earlier, when 
referring to a model which increases 
the level of sophistication and diffe-
rentiation of Spanish market offering 
such participation is especially relevant 
when it is occurs in the initial and final 
phases of the chains of value at a time 
in which intangible capital plays a 
central role. In fact, what is noteworthy 
is that, Spanish companies not only 
participate in these chains, but there 
are now Spanish companies that do-
minate and control their own chains of 
global value, participating at the initial 
levels (R+D, trademarking, design) as 
well as the final levels (sales logistics, 
marketing, customer service, and again 
the trademark). And so again, Spanish 
fashion, represented in the trademarks 
which make up this Atlas, represent 
a good example of this model in the 
sense that these Spanish companies 
not only participate in the global chains 
of value, but are actually controlling 
and leading these chains with grea-
ter differentiation and contribution of 
added value.
The current state of Spanish fashion can-
not be taken for granted and is not exempt 
from the challenges that the export sector 
as a whole face, however in the context of 
this success story, which is without doubt 
the process of internationalization of the 
Spanish economy as a whole, the aim is, 
specifically, to stress that Spanish compa-
nies and fashion trademarks have become 
a relevant part of this story, ambassadors of 
an improved image of Spain and a stimulus 
for the Spanish business community. 

Fashion as a 
benchmark

Antonio Abril 
Abadín
Vice-President of the 
Forum of Renowned 
Spanish Trademarks 
and secretary 
general and board 
member of Inditex
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The fashion sector in Spain can be con-
sidered, without doubt, a strategic sec-
tor, not only for its considerable impact 
on the nation economy (2,9% of the 
GDP), but especially for its incredible 
dynamism terms of export growth and 
employment generation. It is a sector 
with constantly changing challenges, 
with a long road ahead, but is currently 
a thriving sector of our economy and an 
international pacesetter.   
The ICEX is proud of this sector and 
all of its vitality. Made up of companies 
producing clothing, footwear, cos-
metics, perfumery, jewelry, costume 
jewelry, ancillary industries, as well as 
providing services related to fashion. It 
is undoubtedly constitutes a complex 
structure which range from large retai-
lers to marketers passing through an 
infinite number of freelance and mi-
cro-businesses, and working at distinct 
strata of the market, ranging from 
luxury to low cost.
For many years, larger Spanish fashion 
companies have held a highly praised 
position in the international scene 
on account of possessing innovative 
models, being pioneers in fast fashion, 
for their expertise in retail, and posses-
sing a range of product offerings, which 
is ever changing and adapting to the 
demands of consumers
Nevertheless, the business sector of 
Spanish fashion is largely made up 
of SMEs and micro-SMEs. Their size 
limits their path towards internationa-
lization and for this reason the challen-
ges they face are greater. During the 
economic crisis in Spain, worsened by 
globalization and the mammoth arrival 
of competition, with an unbeatable 
competitive advantage in terms of 
costs, Spanish SMEs found themselves 

They rely on a team of designer who 
develop, six months in advanced, a 
product that is commercialized through 
a number of channels of distribution. 
They do not have any means of commu-
nication, and if they do, end up doing so 
in a global manner without interacting 
with their clients.  
The companies that will survive within 
and outside of Spain are those that 
have been able to evolve and focus on 
customer care. Stores are able to deve-
lop and manage relationships with their 
customers, identifying their needs and 
creating and designing products or ser-
vices which cater to them, developing 
interactive communication with their 
clients through social media networks.   
Moreover, to achieve this level of suc-
cess, companies need qualified execu-
tives, with talent and ambition, who are 
whenever possible multicultural, and 
can contribute a richness in perspec-
tives, who have a clear entrepreneurial 
vocation and possess the ability to 
create an adequate business culture 
for the present day.  It is essential that 
they also encourage the development 
of people in key areas such as design, 
management of physical channels, ope-
rations, and entrepreneurship (techno-
logical profiles who are able to develop 
these channels). 
From a win win perspective in regards to 
different providers, it is of upmost impor-
tance that businesses look after procure-
ment to improve operations in the links 
in the chain of value making it possible 
for sustainable growth, increasing pro-
fitability while improving productivity, 
while maintaining or increasing margins. 
Innovation and the development of new 
technologies does not only affect the 
product, but also the model of a business 
and the channels of commercialization. 
The incorporation of mobile devices in 
retail, the constant evolution of new 
solutions for online commerce and the 
so-called omni-channel pose the most 
important technological challenge in this 
sector, and will undoubtedly bring new 
innovations to help make the interaction 
with the trademark more attractive and 
unique for clients in any market. Finally, 
in this market which is absolutely satu-
rated with trademarks, it is necessary to 
be creative and create innovated tra-
demarks, that are different, constantly 

forces to look abroad. Selling in foreign 
markets outside of Spain was no longer 
optional, but rather a means of survival 
and growth. Growth abroad means 
strengthening the presence in traditio-
nal markets and / or diversifying mar-
kets; the later implies reaching some 
markets that are, at this moment, key 
for fashion, and beyond the EU among 
which are Asia (above all China, Japan, 
and South Korea), the Middle East 
(essentially Dubai) as well as Eastern 
Europe (primarily Poland). 
In this moment, the preferred destina-
tion for fashion retailers is concentrated 
in major cities such as Paris, London, 
Milan, and New York. The risk in rea-
ching new markets always exists, but 
diversification minimizes this risk. 
In a global market, in which mul-
ti-brand commerce is disappearing in 
many markets, at a time where we are 
experiencing a clear focus on distribu-
tion, and where large retails receive an 
ever increasing piece of the pie in the 
consumption of fashion, Spanish fas-
hion SMEs clearly need to focus on 3 
key element: customer care, productivi-
ty, and innovation.
There are still many companies which 
lack this necessary dimension and 
continue to be focused on the product. 

reinventing themselves, with collections 
of products or concepts of business 
that are truly attractive. Businesses 
will have to identify the potential their 
brands have so that in foreign markets 
they will be recognized as different, 
making this differentiation as meaning-
ful as possible, and thus insuring wi-
despread distribution. They will have to 
make sure that promotion and publicity 
acts to refresh and renews the memo-
ries associated with their brands. 
The objective of the ICEX for the fas-
hion sector is the meet all of the needs 
of business at every stage of their deve-
lopment from their most early stages in 
their internationalization to their most 
mature. 
The ICEX, as an institution, provides 
services for businesses, organizing 
promotional activities (Spain Spaces 
and Official Pavilions) which offer busi-
nesses a shared activity with a common 
image which strengthening their own 
individual image. In the same vein, the 
ICEX organizes public relation activities 
(image exhibitions and fashion shows 
at textile fairs). In all of these events 
there are spaces for networking and 
bilateral interview, as well as, previous 
to participation in these activities, the 
ICEX works to strengthen business 
training.  
Special mention is in order for crea-
tion by the ICEX and Adigital in 2016 
of the Spanish Association of Digital 
Economy from the Digital Fashion 
Plan. Directed to business which have 
a significant international presence and 
whose aim is to bolster digitalization 
and the incorporation of technology in 
fashion businesses through a number 
of different activities and the creation 
of a network of these business thus 
allowing them to share knowledge and 
experiences. One noteworthy activity, 
among many, was London FashTech 
in 2016 and the New York FashTech in 
2017. 
From the ICEX our intention is that 
the support services we offer are in-
creasingly integral in the experience 
of internationalization, encouraging 
transformation in the way businesses 
work on a national and international 
level. Because there is no doubt that 
internationalization makes companies 
more competitive and solid.   

Challenges facing 
Spanish fashion 

María  
Peña Mateos
General Director 
of Institutional 
Cooperation and 
Coordination of 
ICEX Spain Exports 
and Investments
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Currently, in our even more globalized 
economy, of vital importance is the 
ability to distinguish origin, quality, 
and characteristics etc. of the pro-
ducts and services we want to have. 
We are able to buy objects which are 
made thousands of kilometers away, 
having never seen them physically. 
However it is vital we know if they 
are really what we want. It is in this 
context that your trademark gains 
importance, in that its essential func-
tion is precisely this: to differentiate 
the products or services offered by 
one businessperson or another. Put 
simply, it has to do with differentia-
ting one product or service from the 
others.  
In 2016 the Spanish Patents and 
Trademark Office (SPTO) received a 
total of 52,103 requests for trademar-
ks, which represents a slight increase 
with respect to previous years. Of all 
of these trademarks, the majority of 
the requests were for services related 
to advertising and management of 
companies (corresponding class 35 of 
the International Nice Classification) 
followed by services related to edu-
cation, sports, and culture (class 41), 
which was followed by services rela-
ted to restoration and lodging (class 
43). Clothing and footwear (class 25), 
occupied the forth position in terms 
of number of trademark requests. 
Still, it is significant that these tra-
demark requests hold the first posi-
tion in terms of product requests. In 
other words, the greatest number of 
product trademarks are requests for 
clothing and footwear: for the fas-
hion sector. We should also keep in 
mind the close relationship between 
the fashion sector advertising, and 

businesspeople in the fashion sector: 
highlighting the importance of ha-
ving their trademarks registered. It is 
the registration of their trademarks 
which will allow them to use it in the 
market exclusively and grants them 
the right to prevent third parties from 
using the same symbol or another 
similar aspect for the same product 
or for products which are related. 
The objective is the ability to sell 
your products without having anyone 
appropriating your trademark, and as 
a result the consumer clearly knows 
what products they are purchasing. 
Furthermore, the registration of a 
trademark grants the titleholder the 
right to call the Courts to nullify and 
for the revocation of any subsequent 
trademarks which could be mistaken 
for yours. It allows you to give or 
award licenses to third parties, re-
presenting a direct source revenues 
(royalties) for the titleholders and of 
course, the creation of a commercial 
asset of great worth on many occa-
sions.     
Another important question which 
must be addressed by entrepreneurs 
in regards to their business strategy 
is the territorial scope in which they 
want to protect their trademark. If 
they want the scope of protection ex-
tend to territory of our country the tra-
demark request must be made before 
the SPTO. The request can be made 
with a new application, which was 
launched this past June and allows 
the submission of electronic trade-
mark request in an easy, intuitive and, 
swift manner with a discount in fee of 
15%. Once a request is made, within 
a period of approximately 5 months, 
the trademark will be registered, given 
there are no problems during the pro-
cess which would halt the process.
If what you want is the protection of 
your trademark beyond our borders, 
there are a number of different pos-
sibilities. The first of these options 
would be on a national level (un-
derstanding this as each of the other 
different countries). This would invol-
ve submitting trademark requests in 
each and every country you wish to 
have protection. If you want a greater 
scope of territorial protection cove-
ring the European Union the most 

supports which are likewise the two 
areas which have greatest number 
of trademark requests. The fashion 
sector is one of the greatest drivers of 
the Spanish economy, which is re-
flected either directly or indirectly in 
one of the most important sectors for 
trademarks. 
The Annual Report on Worldwide 
Indicators of Intellectual Property, 
recently published by the World 
Intellectual Property Organization 
(WIPO), indicates that the number 
of requests for trademarks on a glo-
bal level continue to increase for the 
seventh consecutive year. In 2016 
there are a notable increase (16.4%) 
with respect to the previous year in 
the number of requests for trademark 
registration, amounting to nearly 7 
million requests. This increase was 
driven essentially by an increase of 
request by Chinese trademarks. 
Furthermore this report shows, coin-
ciding with the data compiled on 
Spanish trademarks, which adverti-
sing trademarks and management 
of business rank highest in terms of 
requests for trademarks worldwide. It 
is particularly interesting to note that 
the forth place was held by clothing. 
This data illustrates the concern of 

adequate option would be to request 
a trademark of the Union before the 
European Union Intellectual Proper-
ty Office (EUIPO) headquartered in 
Alicante. With this Union mark and 
through a single registration, protec-
tion can be obtained in all current and 
future Member States of the Union 
at a reasonable cost. This means the 
protection of the trademark in a mar-
ket of almost 500 million consumers.
In the event that an entrepreneur is 
interested in protecting his trade-
mark in countries such as the US, 
China, Japan or Mexico, for example, 
the most practical and economic 
option would be to request interna-
tional registration using the so called 
Madrid System of which Spain has 
formed part of since 1892. This sys-
tem, managed by the WIPO, allows 
you to, submit a single application in 
Spanish and pay a single set of fees, 
you can apply for the protection of a 
trademark in up to 116 countries.
In Order to be able to use it, it is 
necessary that the applicant has his 
domicile or an industrial or commer-
cial store in one of the numerous 
member countries of the System. It 
is also required that you have pre-
viously registered your trademark 
with the Office of Industrial Property 
(IP) in your country of origin: referred 
to as the base trademark. It will be 
this national office which will have to 
certify the trademark and send it to 
the WIPO for its subsequent formal 
examination and publication. Howe-
ver, it is the different national offices 
of IP that will makes the decision to 
either grant or deny the trademark in 
its territory.
In cases of a national trademark, a trade-
mark of the European Union and that of 
an international trademark, the registra-
tion is valid for ten years and can be re-
newed indefinitely in periods of ten years.
The possibility of indefinite renewal of a 
trademark makes it even more attracti-
ve for employers to register them, both 
nationally and internationally. This is 
even more accentuated in the case of the 
fashion sector, which is subject to fre-
quent changes, but which can maintain 
stability and establish itself as a point 
of reference for consumers with its 
trademark.

The Importance of 
Trademark Protection

Patricia 
García-Escudero 
General Director of 
the Spanish Patent 
and Trademark 
Office (SPTO)
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An incredible 
commencement of the 
century of Spanish fashion 
in the global environment

Growth of 
the Spanish 
economy
In 2003, the Spanish 
economy was in full 
growth, with a rise of the 
Gross Domestic Product 
(GDP) of 2.4% that year, 
four tenths higher than 
in the previous year. The 
economic boom would 
continue until 2007, 
when the real estate 
and financial crisis 
changed the course of the 
economy.

China in the 
WTO
In November 2001, the 
World Trade Organization 
(WTO) approved the 
accession of China as a 
member of the entity, after 
fifteen years of arduous 
negotiations. With the 
liberalization of the textile 
trade, in 2005, the Asian 
giant became the main 
supplier of fashion to the 
Spanish market.

The promising 
commencement of the 
century 
Spanish fashion entered the 21st century still 
counting its profits in pesetas, but began 
preparing itself for a historic change in 
currency. At that time, five years before the 
liberalization of the international textile trade, 
the barriers to entry for fashion to foreign 
markets were much higher than they are 
today.

Bread&Butter 
arrives to 
Barcelona
In July 2005, the Catalan capital 
hosted for the first time Bread & 
Butter, the largest urban fashion 
fair in Europe. The event, held in 
Barcelona until 2009, attracted 
nearly 100,000 visitors and 
generated a great impact on the 
city.

Evolution of Fashion Exports 2000-2016
In millions of euros

Source: ICEX

By Modaes.es

Economic Crisis in 
Spain
After the Gross Domestic 
Product (GDP) fell 0.8% in 
the fourth quarter of 2008, 
the Bank of Spain confirmed 
that the economy was in 
recession. The subsequent fall 
in domestic consumption in 
the country prompted many 
Spanish fashion companies to 
try their luck abroad.

Exports maintain 
an upward trend 
In the midst of the country's 
economic recession, 
exports of Spanish fashion 
continued their upward 
evolution even at the height 
of the crisis. With internal 
consumption increasingly 
depressed, international 
expansion became for many 
companies the only way to 
keep growing.

First signs of 
Recovery 
Spain put an end to eight 
years of consecutive falls 
in average spending per 
household on fashion 
items. In 2014, the annual 
expenditure of families for 
this category rose by 2% to 
1,374.7 euros. The recovery 
of the national demand did 
not stop the commitment 
of fashion companies to 
foreign market.
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the postwar inward-looking attitudes 
as well as a reform package based on 
opening to the outside world, public 
investment, infrastructure develop-
ment and the promotion of Spain as a 
tourist destination. From the Balearic 
espadrille-makers to the fabric manu-
facturers of Mataró, such as the visio-
nary designers Cristóbal Balenciaga, 
Manuel Pertegaz or Pedro Rodríguez, 
the entrepreneurs of that time went 
with their suitcases and tickets in 
hand to explore unknown territories. 
They exhibited their creations in the 
main European fashion capitals and 

Spain is a world power in the 
fashion industry. This state-
ment can be made categorically, 

without exaggeration or excess na-
tional pride. The country is a leading 
player in the competitive global fas-
hion market thanks to the dynamism 
of its companies and a long standing 
history of internationalization. Spain 
came out a dictatorial regime in the 
late seventies which imposed an 
economic model regarded as an eco-
nomy locked in itself. Nevertheless, in 
the 1960s the country began a strong 
economic recovery thanks to the end of 
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managed to captivate foreign interests 
beyond the continent. These designers 
were the spark of a whole generation 
of entrepreneurs who in the eighties, 
supported by industrial advances that 
allowed a serial line production of clo-
thing, brought about a greater opening 
of the Spanish economy and the in-
creased welfare of the Spanish middle 
class. They created formulas for suc-
cess that are still valid today. The es-
tablishment of democracy in 1977 and, 
above all, the entry of the country into 
the European Economic Community 
(EEC) began a new vanishing point for 
Spanish companies, and the fashion 
sector, was able to take advantage of 
these changes from the start. Compa-
nies such as Inditex, Grupo Cortefiel, 
Mango and Desigual have successfully 
brought their business model to places 
as remote and different as Austra-
lia, China, the United States, Russia, 
Mexico or South Africa. How was the 
current golden age of Spanish fashion 
forged in international markets?

1950-1970: The Golden era of Spani-
sh haute couture
In the middle of the post-war period 
in Spain, with the prevailing economic 
and social hardships, the Valencian 
designer Pedro Rodríguez founded an 
institution that would clearly support 
the fashion sector in the years to come: 
the Haute Couture Cooperative. Rodri-
guez, who would chair the organization 
for more than thirty years, wanted to 
imitate the model of the French Cham-
bre Syndicale of haute couture. The 
purpose of the institution was to avoid 
copying and to present, semi-annually 
in the Fashion Show of Spain, the gar-
ments of the creators from the country.
The members of the cooperative pro-
moted by Rodriguez varied over the 
years, but the entity included names 

such as Manuel Pertegaz, Asunción 
Bastida, and the Barcelonian luxury 
temple Santa Eulalia and Elio Berhan-
yer, among others. A few years after 
starting the cooperative, Rodríguez 
began a fruitful stage of internationali-
zation in the fifties of the last century.
The context benefited the development 
of fashion at that time. After years of 
self-sufficiency, Spain signed the first 
agreement with the United States in 
1953, with the aim of promoting tou-
rism as a source of foreign capital to 
help the Spanish economy. It was a 
timid opening to the outside world, 
which would drastically affect the 
fashion industry, which lived sheltered 
from its foreign peers.
The Francoist government also saw in 
Spanish haute couture as a good way 
to improve the deteriorated image of 
the regime abroad and an interesting 
sector to attract wealthy tourists to the 
country, who would leave a large sum 
of foreign currency in its path. These 
reasons explain why the General Direc-
torate of Tourism would be receptive 
to the actions proposed by the Haute 
couture Cooperative.
In 1952, after Rodriguez participated in 
parades in the US cities of Philadelphia 
and Atlantic City, the cooperative orga-
nized the First Spanish Fashion Fes-
tival in Madrid, supported by Robert 
Dunev, who acted as buyer on behalf of 
twenty-five major department stores in 
the United States. United. Five Spani-
sh fashion houses held fashion shows 
during the three days of the event, 
which managed to attract the interest 
of international headlines such as Life, 
Cosmopolitan, The New York Times or 
Women's Wear Daily.
Still in dark times, Spanish fashion 
projected its light on the world. The 
Spanish creators offered high quality 
design and craftsmanship at more 

Spanish haute 
couture reached its 
maximum splendor 
abroad in the sixties

Cristóbal Balenciaga was 
one of the first to achieve 
success and international 
recognition. The Basque 
designer made his elaborate 
garments for foreign icons 
such as Marlene Dietrich, 
Greta Garbo or Grace Kelly.

competitive prices than the Parisian 
couturiers. The Festival of Spanish 
Fashion, of which eight more editions 
were held, represented the first step 
towards an internationalization of 
Spanish fashion in 1950. The tactical 
audacity of the organizers was evident 
in the second contest, which took pla-
ce in January, 1953 in Barcelona. The 
Haute Couture Cooperative decided 
then to move the dates of the fashion 
show forward so as to take place 
before such events in Paris, London, 
Florence and Venice. As a result, the 
promoters ensured that the buyers arri-

ved to the Catalan capital with all the 
budget for the season yet to be spent 
and showed to the world the autonomy 
of Spanish fashion and not the dictates 
of Paris.
In 1958, another key moment in the 
internationalization of Spanish fashion 
took place: the Universal Exhibition 
of Brussels. In the fashion show were 
five fashion houses from Madrid (EISA, 
Marbel, Rango, Vargas Ochagavía and 
Caruncho) and five from Barcelona 
(Pedro Rodríguez, Santa Eulalia, Asun-
ción Bastida, Pertegaz and El Dique 
Flotante).

The ten biggest clients of Spanish 
fashion in 2000
Exports in millions of euros

1. France  1,630.1

2. Portugal  1,281.7

3. Italy   893.7

4. Germany   847.7

5. United Kingdom  656.5

6. USA             650.3

7. Morocco             341.5

8. Belgium   312.2

9. Netherlands  231.4

10. Greece   183.3

Source: ICEX

The ten biggest clients of Spanish 
fashion in 2016
Exports in millions of euros

1. France  2,919.5

2. Italy              2,251.5

3. Portugal   2,009.3

4. Germany   1,594.2

5. United Kingdom  1,307.8

6. Morocco   1,097.5

7. USA                        909.8

8. Poland              679.3

9. Mexico    567.8

10. Netherlands   553.9
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Just seven years later, in 1965, the 
greatest examples of Spanish haute 
couture gathered at the World Fair in 
New York, which reported great suc-
cesses for the fashion of the country. 
The Minister of Information and Tou-
rism, Manuel Fraga, also saw in the 
promotion of Spanish fashion a tool to 
improve the image of the Franco regi-
me abroad.
At the same time as the activity of 
the Haute Couture Cooperative, 
other Spanish fashion, jewelry and 
footwear houses also took their first 
steps abroad in the 1950s. Cortefiel, 
the family business that was born in a 
haberdashery in Madrid's Romanones 
street, undertook its own conquest of 
the US market. In 1953, the company 
served its first order to the city of New 
York: 50,000 units that were sold in 
department stores such as the now 
defunct Gimbels or Macy's, as well as 
other specialty stores on Fifth Avenue. 
At that time, Cortefiel had already 
started a shirt factory, opened in 1933, 
and another for the elaboration of 
men's suits, launched in 1945. It was 
their trench coats, however, a Cortefiel 
garment that managed to dazzle a 
greater number of personalities of the 
time, ranging from American President 
Lyndon B. Johnson to the actors such 
as Kirk Douglas or Boris Karloff.
Another creators who found great re-
cognition in the first world power was 
Manuel Pertegaz. The designer from 
Teruel presented his collections in the 
fifties in major cities such as New York, 

Boston, Atlanta and Philadelphia. Per-
tegaz received orders from the finest 
department stores and was awarded, 
by the Harvard University, with the 
prestigious Fashion Oscar in 1954, 
becoming one of the first Spaniards to 
take his clothes to the luxurious Fifth 
Avenue in New York. At the height of 
his career, during the seventies, the 
designer came to employ up to 700 
people in his shops in Barcelona and 
Madrid.
Cristóbal Balenciaga was yet another 
one of the most outstanding mem-
bers of this wave of talent in Spanish 
fashion. The Basque designer was 
commissioned to produce his elabora-
te designs for foreign icons of cinema 
and high society of the time such as 
Marlene Dietrich, Greta Garbo, Grace 
Kelly or Queen Fabiola of Belgium, for 
whom he made her wedding dress. 
One of his last works was the con-
ception of the uniform of Air France 
stewardesses. This assignment was 
the only approach that had prêt-à-por-
ter, as Balenciaga generally rejected 
this model immediately.
Like Balenciaga, the jewelry firm 
Carrera y Carrera also made its first 
prestigious commissions in the sixties. 
The company created the nuptial bri-
dal tiara with set gems that Fabiola de 
Belgium wore during her wedding with 
King Baldwin I. 
The splendor of the Spanish haute 
couture achieved in the sixties would 
take place in years after the establish-
ment of prêt-à-porter as a model pre-

The oil crisis impacted Spanish 
fashion, which saw domestic 
consumption hampered and slowed 
down its progress abroad

vailing in the Spanish industry which 
then made way for fast fashion. The 
origin of what decades later would be 
the largest fashion distribution group 
in the world, Inditex, began its activity 
at that time and grew progressively to 
have several manufacturing centers 
that served various countries in Euro-
pe. Its internationalization, however, 
would still take a few years to arrive. 

1970-1990: Crisis, democracy and 
reinvention 
The nearly thirty years of economic 
boom that followed the outcome of the 
Second World War were cut short in 
1973, when the Arab countries decided 
to use oil as an economic weapon and 
blocked planned shipments to coun-
tries that supported Israel after laun-
ching an offensive against the Hebrew 
state. The prices of crude tripled in 
only a few weeks and would continue 
to rise in the years to come. 
In the same year the oil crisis erupted, 
Luis Carrero Blanco, president of the 
Spanish government Francisco Fran-
co’s right hand man, was assassinated 
Madrid, a fact considered by many as 

the spark towards a transitional pe-
riod open to all kinds of uncertainties. 
Spain went into an unparalleled era of 
development: the country's economy 
grew more than any other in Europe 
between 1960 and 1973. The Gross 
Domestic Product (GDP) per Spanish 
inhabitant was 64% of the European 
average.
The sudden rise in oil prices after 1973 
impacted a market that was suffe-
ring from two key problems. The first 
of which was a deformed industrial 
structure in which activities that were 
never profitable had acquired exces-
sive weight, due to the granting of 
credits and tax advantages based on 
the political interests of the dictatorial 
regime. Second was a strong tendency 
for inflation, which forced the govern-
ment to adopt readjustment measures 
periodically. Between 1970 and 1973, 
prices in Spain rose at a rate of over 
9% per year.
This scenario coupled with the rise in 
oil prices set off a perfect storm, given 
that two thirds of the Spanish energy 
consumption depended on oil imports. 
In addition to widespread impoverish-

Spanish fashion exports traveled 
mostly by road in 2016. 60.9% of the 
goods in the sector used this type of 
transportation. In second place was 
air transport, which was the method 
with which 23.8% of the goods of the 
sector were transported. The third 
preferred way Spanish fashion sent 
its articles abroad was maritime, ac-
counting for 13.6% of all transactions.
An improvement in transportation 
infrastructure during the last deca-
des in Spain has had an important 
positive impact on sectors such 
as fashion with a clear tendency 
towards exporting. Thanks to the 
investments made, the agility of the 
imports has also improved and it 
has translated into shortening the 
response times of the companies 
through optimization of their supply 
chains. In mid-2016, the strike initia-

ted by the Spanish longshoremen in 
most of the country's ports impacted 
the fashion sector. Top executives 
looked with concern at the high extra 
costs that port strikes could cause. 
In the four weeks the longshoremen 
strike lasted, many companies opted 
for the air transportation to send 
their goods, even though the cost 
was much higher.

Exports by means of 
transportation in 2016
As a percentage of the total 

Source: ICEX
 Highway  60,9%
 Air  23,8%

 Marítime  13,6%
 Others  1,7%

60,9% 
Highway

The US President 
Lyndon B. Johnson, 
who was in White 
House from 1963 to 
1969, was the owner 
of a Cortefiel trench 
coat. The garment also 
managed to dazzle 
other personalities 
such as Hollywood 
actor Kirk Douglas.
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ment and the increase of inflationary 
pressures, the crisis brought with it a 
change in the relative prices of energy 
that changed the conditions of produc-
tion making readjustments of structu-
ral character inevitable.
An increase in unemployment in Spain 
and the consequent contraction of 
domestic demand were the events 
that had the greatest impact on the 
Spanish fashion industry. In this envi-
ronment of recession, the expansion of 
the country's companies abroad was 
slowed down in many cases. However, 
a new crop of Spanish designers, who 
would achieve fame beyond national 
borders, began their journey in those 
difficult years.
Francis Montesinos opened his first 
store in 1972 in Valencia. In spite of 
this, it was not until the 1980s that 
the designer obtained the recognition 
of the sector and the press for brin-
ging his collections, characterized by 
the use of Spanish folklore and roots, 
outside Spanish borders. Jesús del 
Pozo, another of the most iconic firms 
of Spanish fashion, also launched its 
brand in the seventies, with the ope-
ning of its first men's fashion store in 
Almirante street in Madrid. At the end 
of the same decade, the Andalusian 
duo Victorio and Lucchino started 
up their own store in Calle Sierpes in 
Sevilla.
In the eighties came, the establishment 
of democracy and the gradual recovery 
of the Spanish economy, after a relap-
se suffered by the second oil crisis of 
1979. This marked a return to create 
the ideal macroeconomic environment 
as well as a resumed commitment to 
international markets. The decisive 
step towards this change was the entry 
of Spain into the European Economic 
Community (EEC), which officially 
took place in January 1986. The event, 
which took place under the socialist 
government of Felipe González, cons-
tituted the single biggest step in the 
process of liberalization, opening and 
rationalization of the Spanish economy 
since 1959, along with the stabiliza-
tion brought by the newly established 
democracy.
 
1990-2017: Spanish fashion trium-
phs in international markets
After the work of these pioneers in 
internationalization, the last three de-
cades have truly been the golden age 
of Spanish fashion in the world. With a 
diverse range products, from footwear 
to accessories, jewelry, perfumery, chil-

dren's fashion or bridal wear, dozens 
of Spanish companies in the sector 
have managed to successfully reach 
international markets and even reach 
leadership levels in the markets in their 
respective areas.
The design of collections, with their 
good value for money, their own iden-
tity or the distinctive factor of their 
designs, depending on the case, have 
allowed these companies to connect 
with the foreign consumer. Still, above 
all, Spanish fashion has been characte-
rized by the innovative character of its 
leaders and the great dynamism they 
have impressed on their companies, as 
well as an ability to adapt at with swift-
ness to the demands of the market.
The end of the tariff barriers with the 
countries of the European Union after 
the entry of Spain as a partner led to 
markets such as French, Portugue-
se and Italian being the first foreign 
objective for many companies in the 
sector. Zara, the flagship chain of the 
Inditex group, began to grow outside 
national borders in the late 1980s and 
early 1990s. The company expanded 
abroad in 1988 with a store in Porto, 
Portugal. In 1989, the company opened 
its first point of sale in New York and, a 
year later, landed in France with a store 
in Paris.
Since then, international expansion 
has not ceased, adding new markets 
conquered to its list year after year. In 
2007, Zara opened its thousandth store 
in Florence, Italy and, three years later, 
launched its first online sales portal. At 
the close of 2016, the chain operated 
with 2,067 stores worldwide, making 
up 28% of Inditex's commercial ne-
twork.
The Galician group has also managed 
to successfully export its other con-
cepts, most of them founded in the 
nineties. Bershka, launched in 1998, 
is today the second largest chain by 
number of Inditex stores. Pull & Bear 
was launched in 1991, as a result of the 
market segmentation strategy initiated 
by Inditex. With an aggressive pricing 
policy, the brand began its interna-
tionalization one year after its birth, 
with the opening of its first stores in 
Portugal. Between 1995 and 1998, the 
chain reached Greece, Malta, Israel 
and Cyprus, in addition to launching its 
first collection for women.
Inditex, which at the end of 2016 had 
a total of 7,292 stores in 93 countries, 
succeeded in overtaking overtaking 
Gap and H&M in 2008 to become the 
number the one company in sales in 

The story of Castañer, the espadrille 
brand founded in 1927 by Luis Castañer 
and his cousin Tomás Serra, took a turn 
in the 1970s. Lorenzo Castañer together 
with his wife Isabel Sauras, the second 
generation of the family company, met 
the famous designer Yves Saint Laurent 
at a Paris fair. The French couturier 
asked them to make the very first 
espadrille in history with a heel for their 
brand. This innovation brought Castañer 
to the catwalk and opened the doors 
to orders from other luxury fashion 
houses. Denmark was the first foreign 
country where Castañer landed, selling 
100,000 pairs of shoes in a year. Since 
then, exports have continued to grow, 
representing up to 90% of sales.

Carrera y Carrera entered the United 
States in 1979, just two years after ex-
hibiting for the first time at Baselworld, 
the largest jewelry and watchmaking 
fair. From that point forward, the crea-
tions of the company began distribution 
in New York by Cellini in a consign-
ment-store located in the Waldorf-As-
toria hotel on Park Avenue. Although 
the store in this hotel is currently closed 
for renovation works, Cellini continues 
to sell the Carrera y Carrera creations 
in its Madison Avenue store and via 
ecommerce. The expansion of the 
company abroad continued during the 
following years and its creations came 
to be exhibited in museums such as 
the Yamanashi, in Japan, or the White 
House Museum in Washington.

Inditex began its internationalization 
hardly thirteen years after the birth of 
Zara, its original chain, with a store in 
neighboring Portugal. The store, located 
on Santa Catarina Street in Oporto, 
opened its doors on December 1988. 
At that time, the chain founded by 
Amancio Ortega had already created a 
network of around sixty stores all over 
the Span. After taking his first steps 
abroad in Portugal, Zara continued 
its expansion into much more distant 
markets: in 1989 it opened in New 
York and, a year later, it launched in yet 
another world capital of fashion, Paris.

Mango, founded in 1984 by Isak Andic, 
was one of the pioneering Spanish 
fashion companies in bringing their 
creations to China. The Catalan 
company arrived in the Asian country 
in 2002 with the opening of a store in 
Beijing and, subsequently, set up stores 
in cities such as Shanghai and other 
smaller cities such as Wuhan, Dalian 
or Chongqing. Confronted with its ever 
growing commercial network, Mango 
began operating its first logistics center 
in Asia in 2006 in warehouse in the 
city of Shenzhen, in the southeast part 
of the country. At the end of 2016, the 
company had 55 stores in mainland 
China, as well as with six other stores in 
Hong Kong.

Either by coincidence or not, Desigual 
stayed true to its revolutionary philoso-
phy even in its process of internationali-
zation. Unlike most Spanish companies, 
which opened their first stores abroad in 
neighboring countries such as Portugal 
or France, the company chose Singa-
pore to launch its first store outside the 
Spanish market in October 2006. Born 
in 1984 as a distributor for Ibizan-inspi-
red clothing wholesalers by the Swiss 
entrepreneur Thomas Meyer, Desigual 
began its rapid expansion in 2002 with 
the signing of Manel Adell. In 2009, 
the company invoiced more than 275 
million euros and, for its first time in its 
history, obtained a higher percentage of 
its sales abroad than in Spain.

Since the opening of its first store in 
Barcelona in 1981 until today, Camper 
has built a commercial network formed 
by 400 stores around the world. Unlike 
many fashion chains, the Mallorcan-ba-
sed company has always opted to 
provide its outlets with a personality 
of their own, with conceptual windows 
that blur the line between retail and 
art. Camper is avant-garde by nature 
and that feature was evident with the 
opening in 2012 of its tenth store in the 
United States. Located in the New York 
district of Soho, the store was designed 
by Japanese architect Shigeru Ban. The 
concept included an innovative system 
of shelves to show the shoes that were 
invisible from the street.

Creating jewelry capable of dazzling 
consumers as diametrically opposed 
as the Spanish and the Japanese. Tous 
is one of the groups in the country 
with much to boast about. The Catalan 
company chose the Japanese capital 
for the opening of its first store abroad. 
The store opened its doors in 1997 on 
the Namiki Street of the Tokyo district 
of Ginza. At present, Tous has more 
than 530 stores in fifty countries. The 
Asia-Pacific region is one of the markets 
in the company's focus. To accelerate 
its growth there, Tous launched a 
subsidiary in Shanghai in 2017. The 
company's in country team supports 
local partnerships such as Parkson, 
which manages its development in the 
Chinese market.

Grupo Cortefiel’s journey abroad 
began a new chapter in July, 2017. The 
company launched its first Springfield 
and Women'secret stores in India that 
month. The stores were located in the 
Phoenix MarketCity Mall in Bengaluru, 
the capital of the state of Karnataka. 
Hand in hand with its local partner, 
Tablez Retail, Grupo Cortefiel will 
accelerate its expansion in the Indian 
market in 2018. Russia is another of the 
growth focuses for the company abroad. 
The Russian market is one of the most 
important for Grupo Cortefiel in the 
world with more than eighty stores of all 
its chains. Women'secret is their most 
well-established concept, with a total of 
44 stores, followed by Springfield.
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the area of large fashion distribution.
In the mid-nineties, the young Spanish 
democracy once again reached a mi-
lestone. The country entered the World 
Trade Organization (WTO), created 
in Geneva, Switzerland in 1995. The 
organization was founded with the 
desire to help trade flows move smoo-
thly, freely and fairly; working as a 
kind of arbitrator of exchanges on a 
global scale. Among the functions of 
the WTO are the resolution of trade 
disputes, serving as a forum for global 
discussion on the subject and helping 
developing countries with trade policy 
issues
The admission of Spain into the body 
also served to give a voice to the 
growing number of Spanish compa-
nies which operated abroad. For exam-
ple, the Catalan company Mango be-
gan its journey into foreign markets in 
1995, when it launched its first points 
of sale in Singapore and Taiwan. Only 
two years later, sales generated abroad 
were for the first time greater to those 
of the domestic market.
In 2000, Mango was one of the pio-
neering Spanish fashion companies to 
make the leap to the Internet with an 
online sales portal. The first decade of 
the new millennium was also marked 
by the entry into extensive territories 
such as China and Australia. In 2002, 
the company had already created a 
presence in the five continents of the 

planet and four years later, passed 
another milestone with its arrival in 
the United States. In 2006, the Ca-
talan group put El Hangar, a 12,000 
square meter design center, into 
operation. In 2007 and 2008, Man-
go giant consolidated its label after 
opening its thousandth point of sale 
and exceed one billion euros in sales 
for the first time. In addition, the firm 
doubled down on its commitment to 
men's fashion with the opening of its 
first store dedicated entirely to a men's 
collection.
In the same decade, Desigual also 
managed to grow enormously thanks 
to its push into foreign markets. Sales 
of the company increased from 86 
million euros in 2007 to 435 million 
in 2010. That same year, the company 
operated more than 8,800 points of 
sale in 72 countries.
In parallel to its expansion through the 
multi-brand channel, Desigual also 
opted to open wholly owned stores 
abroad. In 2006, the company laun-
ched its first store outside of Spanish 
territory in Singapore and, a year later, 
opened shop on the highly regarded 
Regent Street in London.
In 2009, Desigual initiated the Ame-
rican dream: the company opened a 
point of sale in New York, a concession 
store in Macy's and brought its colorful 
garments to 500 multi-brand stores in 
the US market.

Among the major Spanish textile ope-
rators Grupo Cortefiel also stands out, 
with five concepts (Cortefiel, Pedro 
del Hierro, Springfield, Women'secret 
and Fifty Factory) that are currently in 
89 countries around the world. With a 
long history in exports, the company 
from Madrid has continued to expand 
in international markets in recent de-
cades, in large part due to its youthful 
concepts. Currently, the company has 
nearly 2,000 stores worldwide.
 Pepe Jeans, Liwe Española, Sfera 
(property of El Corte Inglés), El Ganso, 
Florentino, Macson, Adolfo Domín-
guez, Mirto, Punto Blanco, Dolores 
Promesas, Forecast, Losan, Delpozo, 
Eseoese, Vilagallo, Bimba y Lola, 
Scalpers, Roberto Verino, Skeyndor or 
Joma are other members of the Spani-
sh fashion fleet in the world. In some 
areas, such as bridal fashion, Pronovias 
has achieved high international leader-
ship, followed by Rosa Clará, among 
other brands.
In the area of childrenswear, the list 
grows even longer, with significant 
brands such as Mayoral, Neck & Neck, 
Gocco, Nanos, Condor, Bóboli, Pisamo-
nas or Pili Carrera.
However the Spanish textile industry 
did not begin its intense career abroad 
unaccompanied in the new millen-
nium. Spanish footwear, accessories, 
jewelry or perfumery companies have 
also carved out their space in foreign 
markets thanks to their innovative and 
high-quality proposals. Camper, for 
example, exported the Casa Camper 

retail concept outside of Spain in 2009 
and set up a store in the Mitte district 
of Berlin. In footwear, a large number 
of Spanish companies have achieved 
high levels of internationalization, with 
significant exemplary brands such as 
Mustang, Tino Gonzalez, Hispanitas, 
Hergar Group, Pikolinos, Gioseppo, Xti, 
Panama Jack or Munich.
Tous, which has applied its strategic 
retail concepts of jewelry to the whole 
world, or Uno de 50, which opened 
its first international store in 2008 
in Miami, United States, are two of 
the torch-bearers in the field of ac-
cessories. In this area brands such as 
Aristocrazy, Festina, Etnia Barcelona, 
Majorica, Nice Things, Miguel Belli-
do, Carrera y Carrera or Multiópticas 
also stand out. To these are added in 
cosmetics and jewelry groups such as 
Puig (one of the leaders of the sector 
on a global scale) or Natura Bissé.
These and many other Spanish fas-
hion brands have managed in the last 
three decades to conquer the world 
with a constant and dedicated stra-
tegy. And the results are more than 
simply noticeable: the exports of the 
sector have gone from 9.556 million 
euros at the beginning of the century 
to 22.837 million euros in 2016.
The expansion to foreign markets in 
the sector has strengthened these 
companies, reducing their local de-
pendence, but it has also had a more 
general consequence, with a clear 
contribution to the prestige and visibi-
lity of the Spanish brand abroad. 

Spanish fashion 
exports have grown 
steadily in recent 
decades. Currently, 
Spanish fashion 
exports products 
around the world for 
more than 22 billion 
euros a year.

The admission of Spain 
into the European 
Economic Community, 
which was official in 
1986, was beneficial 
in the process of 
internationalization of 
Spanish companies.



2726

Spanish fashion has managed to take 
a relevant position in international 
markets, and doing so without much 
dependence on any particular country. 
Despite this, the largest markets are 
geographically close and undoubtedly 
the most important. In this sense, the 
Spanish fashion industry continues to 
have its best ally in the European Union 
(EU). The five main clients of the country 
abroad are community neighbors such 
as France, Italy or Portugal, which have 
held the upper part of the classification 
for years.
Spanish fashion has undoubtedly 
capitalized on the advantages of a 
common community and currency, 
growing in traditional markets as well 
as gaining important new clients, such 
as Poland. Sales of fashion items to the 
European Union from Spain reached 
14.06 billion euros in 2016, according 
to data from the Spanish Institute of 
Foreign Trade (ICEX). In a decade, the 
country has increased the volume of its 
exports to the rest of the community 
partners by 75%, more than 6 billion 
euros in respect to 2006. The European 
Union accounted for 61% of Spanish 
fashion sales abroad last year.
Nevertheless, as large companies in 
the sector have grown beyond the EU 
borders, countries such as the United 
States, Mexico, China and Russia have 
made up an ever growing share of total 
fashion exports of Spain. Despite the 
additional difficulties of entering markets 
with tariff barriers, different currencies 
and, sometimes, a large geographical 
distance, Spanish fashion has managed 
to accelerate its pace in other continents, 

thus diversifying the list of destinations 
of its sales and intensifying the volume of 
exchanges.

New Opportunities
The United States, for example, has 
increased its purchases of Spanish 
fashion by 83% in the last decade, going 
from importing goods worth 497 million 
euros in 2006 to almost 910 million euros 
in 2016. The North American country, 
which increased its demand by 13.8% 
in 2016. It is already the seventh largest 
customer in the sector abroad. If we 
continue to grow at the same pace, Spain 
will overcome the barrier of one billion 
euros in exports of fashion items to the 
US market.
And from a mature market, to emerging 
ones. Mexico is a good example, with 
purchases of Spanish fashion for 
568 million euros in 2016. China is 
undoubtedly another example of the 
diversification of exports: the Asian giant, 
which is positioned as the main supplier 
of Spanish fashion, has quintupled its 
demand for Spanish products in the 
sector since 2006, up to 552 million 
euros in 2016. Russia is another of the 
BRIC countries that has experienced 
strong growth in recent decades, 
reaching purchases of 353.6 million 
euros, despite a slump in the last years.
The countries of the Middle East, 
the fastest growing markets in Latin 
America, Oceania or even some of the 
African countries have also increased 
by double-digit rates in recent years 
their demand for Spanish fashion which 
can already consider the world its 
playground.

The 'top 5' of Spanish 
fashion abroad
The Spanish sector has diversified its client base in 
international markets, with an eye on countries such as 
the United States, Mexico and China.

The United States is 
the seventh largest 
customer of Spanish 
fashion abroad, 
after increasing its 
purchases to the 
country by 84% in 
the last decade. 
Russia, meanwhile, 
ranks sixteenth in the 
standings.

France remains unbeatable as the number 
one destination for Spanish fashion 
abroad. The geographical proximity, 
which translates into very low freight 
costs, as well as high spending on fashion 
per inhabitant, have made France the first 
stop for many companies, in the sector, 
on their international journey. According 
to Euromonitor International data from 
2015, each French households allocate 
on average 701 euros for the purchase of 
clothing, 14% higher than the 614 euros 
for the average Spanish family.
France also has other competitive 
advantages when compared to other 
markets in the European environment. 
In the area of department stores for 
example, the country has some of 
the most emblematic groups on the 
continent, such as Galeries Lafayette 
and Printemps. Both companies are the 
entryway to the French market for many 
Spanish companies.
In fact, Paris, one of the most important 
plazas of international fashion, hosting 
one of the most important fashion 
weeks in the international sphere, has 
been one of the first stops for a large 
number of Spanish companies in the 

sector which, following the slogans of 
some of its leaders, they have begun their 
internationalization with the clear idea of 
staking their claim in the worlds capitals 
of fashion.

With stores at the street level, in 
department stores or in the multi-brand 
channel, Spanish companies have not 
hesitated to face strong competition in 
all areas of business, be it nationally or 
internationally, carving out their share of 
the business in the French fashion market.
In recent years, the terrorist attacks in 
2015 and 2016 negatively impacted 
tourism and fashion consumption in the 
country. The European statistical office 
Eurostat said that retail sales in the 
French market fell by 3.3% in 2016, the 
second largest drop in recorded Europe 
preceding drop in Belgium.
Nevertheless, while registering lower 
rates than those of Spain, the French 
economy is already showing signs of 
recovery. In 2016, the Gross Domestic 
Product (GDP) of the country registered 
an increase of 1.1%, which foretells better 
times for retail and fashion sales in the 
country.

France1.
Groups of department 
stores such as 
Galeries Lafayette and 
Printemps have been 
the gateway for many 
Spanish companies 
to the French market, 
where each inhabitant 
allocates more than 
600 euros a year on 
clothing.

* Includes leather, 
components for 
footwear, jewelry, 
textiles and perfumery, 
among others 
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Italy2.

One of the beacons of fashion design 
in Europe, Italy, has a strategic geogra-
phical position in southern Europe, as it 
dominates the central part of the Medi-
terranean. Its membership in the Euro-
pean Union and the euro zone, as in the 
case of Portugal, Germany and France, 
makes the Italian market a territory with 
low barriers to entry.
The cities with the highest quality of life 
and with the highest per capita income 
are located in the center-north of the 
country, such as Milan, which has 1.3 
million inhabitants, Turin, with 890,000 
residents, and Rome, inhabited by 2.9 
million people. The northern regions 
of Italy also have a greater demand for 
foreign products.
The fashion sector has a leading posi-
tion in the ranking of Italian imports, 
being the fourth highest industry in 
terms of volume of purchases, ahead 
of food or pharmaceutical. In 2016, the 
country imported textiles, ready-made 
garments and accessories worth 30.51 
billion euros, according to the Istituto 

Nazionale di Statistica (ISTAT).
The geographical characteristics and 
orography of this transalpine country, 
whose peninsula is 70% covered by hills 
and mountains, has developed a struc-
ture of commercial distribution, very 
fragmented in nature. For this reason, 
Italy traditionally housed numerous 
small and medium-sized multi-brand 
outlets, which guaranteed good service 
in municipalities with low population 
density.
However, the country's multi-brand 
tradition is increasingly threatened by 
the proliferation of single-brand stores. 
In 2012, at the height of the economic 
crisis, the drop in sales of fashion in 
Italy was underscored in the case of this 
distribution channel, with a decline of 
13%, compared to 8% overall. In addi-
tion, 6,610 retail outlets in the Italian 
market closed that year. A study by Sita 
Recerca foresaw the market share of 
single-brand stores (32.4% in 2012) sur-
passing that of traditional multi-brands 
(36%) at by 2015 at the latest.

As in other European 
countries, the multi-
brand channel in Italy is 
increasingly threatened 
by the proliferation of 
single-brand stores 
from leading Italian and 
international brands.

* Includes leather, 
components for 
footwear, jewelry, 
textiles and perfumery, 
among others 

Source: ICEXThe evolution of fashion 
exports*
In millions of euros in 2016

Exports by product type
In millions of euros in 2016

Despite having little more than 10.6 
million inhabitants, Portugal is one of the 
first destinations for Spanish companies 
in their internationalization. In addition, 
the textile and clothing industry of the 
Portuguese country has been a great ally 
for the development of Spanish fashion 
brands: one third of Portuguese exports 
of the sector continue to have Spain as a 
destination today.
The textile and clothing industry 
in Portugal has once again gained 
productive muscle due to its 
geographical proximity. The constant 
acceleration of the fast fashion 
production cycles has once again revived 
traditional industrial markets such 
as the Portuguese’s, whose business 
structure was maintained despite the 
dominant trend towards industrial 
relocation, in large part due to significant 
technological investment.
Besides its position as a hub of 
production, Portugal is also a consumer 
market valued by Spanish companies, 
given the geographical and cultural 
proximity between Portuguese and 
Spanish consumers. In many cases, its 
proximity makes Portugal the first stop 

in the process of internationalization for 
Spanish fashion companies. An example 
of this is El Corte Inglés, one of the 
largest department store groups in the 
world, which has its only centers outside 
of Spain in Portugal.
The retail distribution of fashion and 
clothing is carried out by nearly 4,500 
companies in Portugal, of which 28% are 
located in the district of Lisbon. Oporto 
is home to 20% of the companies of 
retail distribution of clothing products, 
while Braga has 9%. These companies 
have an average of seven workers and in 
2015 their average business volume was 
604,867 euros.
In footwear and leather goods, the world 
of distribution companies amount to 
about 1,200 companies: Lisbon has 
24% of companies; Porto, 22%, and 
Aveiro, 9%. In this sector, sales in 2015 
amounted to 421,655 euros and the 
average workforce of the companies was 
five workers.
The country now has good growth 
prospects and, thanks to this, the amount 
of fashion consumption as a part of 
household expenditure has recovered 
part of the ground it lost during the crisis.

Portugal3.
Portugal is not only a 
strategic partner of 
Spanish fashion in the 
productive field. The 
cultural similarities 
between the consumers 
in both countries make 
it one of the primary 
foreign markets for 
Spanish companies.

* Includes leather, 
components for 
footwear, jewelry, 
textiles and perfumery, 
among others 

Source: ICEXThe evolution of fashion 
exports*
In millions of euros in 2016

Exports by product type
In millions of euros in 2016

0

1.600

800

400

1200

Pr
en

da
s 

de
 v

es
tir

1.132

284

835

Fo
ot

w
ea

r

O
th

er
s*

20
00

20
01

20
02

20
03

20
04

20
05

20
06

20
07

20
08

20
09

20
10

20
11

20
12

20
13

20
14

20
15

20
16

2000 – 893.7
2001 – 1,031.4
2002 – 1,031.1
2003 – 984.9
2004 – 929.0

2005 – 981.5
2006 – 1,114.9
2007 – 1,213.1
2008 – 1,259.1
2009 – 1,223.8

2010 – 1,440.2
2011 – 1,652.6
2012 – 1,780.5
2013 – 1,834.1
2014 – 1,970.2 

2015 – 2,068.4 
2016 – 2,251.5

2,252
2016

0

1.600

800

400

1200

Pr
en

da
s 

de
 v

es
tir

1.305

149

996

Fo
ot

w
ea

r

O
th

er
s*

20
00

20
01

20
02

20
03

20
04

20
05

20
06

20
07

20
08

20
09

20
10

20
11

20
12

20
13

20
14

20
15

20
16

2000 – 1,281.7
2001 – 1,388.0
2002 – 1,472.1
2003 – 1,439.4
2004 – 1,469.0

2005 – 1,547.8
2006 – 1,545.1
2007 – 1,603.6
2008 – 1,667.0
2009 – 1,649.7

2010 – 1,747.6
2011 – 2,048.3
2012 – 1,677.9
2013 – 1,924.7
2014 – 1,824.4 

2015 – 1,872.6 
2016 – 2,009.3

2,048
2011



3130

United Kingdom5.

The future outlook on the commercial 
relationship between Spain and the 
United Kingdom looks bleak. Brexit was 
decided in a referendum in 2016 and the 
negotiations for the United Kingdom to 
leave the European Union have sewn 
doubts in the commercial model that the 
Eurozone will embrace with the island.
The trade balance between Spain and 
the United Kingdom is favorable to the 
former. In 2016, exports of Spanish fashion 
items to the British market amounted 
to 1.3 billion euros, which represented 
an increase of 6.8% with respect to the 
previous year, according to data from the 
Spanish Institute of Foreign Trade (ICEX). 
On the other hand, the United Kingdom 
occupied the sixteenth position in the 
ranking of fashion suppliers in Spanish 
territory that same year, with purchases of 
412.1 million euros.
The United Kingdom has a Gross 
Domestic Product (GDP) per capita 
of 36,100 euros and an economy that 
grew 1.8% in 2016, ahead of the increase 
registered in France (1.2%) in the same 
year. According to data from the Office 
for National Statistics, British households 
spent an average of 528.9 pounds sterling 

per week in 2016. Within this figure, 
clothing and footwear accounted for 4% 
of the total, with an expenditure of 23.5 
pounds, compared to the 23.7 pounds 
registered in 2015. Per year, the average 
spending on fashion by English families 
amounted to 1,222 pounds last year. As is 
happening in other developed countries, 
households in the United Kingdom are 
spending less and less on clothes and food, 
while amounts allocated for leisure and 
entertainment have not stop rising.

Downward Confidence
Uncertainty has been the chief 
characteristic in the last few months with 
regards to British policy (negotiations 
for the departure from the EU and the 
legislative elections in June 2016) and has 
had a very negative effect on consumer 
confidence in the country. According to 
a study by the market research company 
GfK, confidence fell twelve points in July 
2017, returning to the levels registered 
just after the referendum to stay in the EU. 
Upward inflation and the consequent loss 
of purchasing power are the cause of these 
poor figures and are a result of a lack of 
consumer confidence.

Numerous doubts 
surround the terms of 
the exit of the United 
Kingdom from the 
European Union. In 
the last twenty years, 
the country has held 
a place of great value 
for Spanish fashion, 
despite having a 
business structure 
rich in actors in all 
segments, from luxury 
to fast fashion.

* Includes leather, 
components for 
footwear, jewelry, 
textiles and perfumery, 
among others

FSource: ICEXThe evolution of fashion 
exports*
In millions of euros in 2016

Exports by product type
In millions of euros in 2016

Germany has become one of the most 
attractive destinations for the Spanish 
fashion industry abroad. The country 
which governed by Angela Merkel since 
2005, has managed to emerge practically 
unscathed from the global financial crisis 
unleashed in 2008 and has managed to 
raise, its Gross Domestic Product (GDP) 
year after year over the last decade, ex-
cept in 2009. With more than 82 million 
inhabitants and a high level of spending 
on fashion the German market is a strate-
gic position for the internationalization of 
Spanish companies abroad.
Among the incentives for the expansion 
in Germany are data such as GDP per 
capita of 36,935 euros in 2015, compared 
to 23,200 euros that Spain registered 
that same year. In addition, according to 
data from the German Federal Statistical 
Office published in 2016, the average 
income per German household was 
3,208 euros per month in 2014. In regards 
to the average annual expenditure per 
inhabitant on clothing, this increased by 
6.9% between 2009 and 2014, up to 794 

euros. The German market for ready-ma-
de garments, meanwhile, grew by 6.8% 
in the same period, to 64.14 billion euros, 
63% higher than the value of the Spanish 
market, according to Euromonitor Inter-
national.
Despite the promising data above, Ger-
many is not free from global changes in 
fashion consumption trends, such as the 
loss of relevance of department stores as 
a distribution channel or the increased 
competition in the sector. The bitter battle 
between the national fashion groups and 
the primary international fast fashion 
operators have increased in intensity in 
the country due to the loss of relevance of 
the former.

Department stores
Meanwhile, the department store sector 
in the German market has undergone 
a clear process of concentration and 
transformation in recent years. Karstadt, 
founded in 1881 and with 83 centers in 
the country, was acquired by the Austrian 
real estate group Signa in 2014.

Germany4.
The German GDP 
per capita was 
36.935 euros in 2015, 
compared to the 
23.200 euros recorded 
by Spain that same 
year. In Germany, the 
average expenditure 
per capita on clothing 
was nearly 800 euros 
in 2014.

* Includes leather, 
components for 
footwear, jewelry, 
textiles and perfumery, 
among others

Source: ICEXThe evolution of fashion 
exports*
In millions of euros in 2016

Exports by product type
In millions of euros in 2016
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1.
Time is a fundamental element in the 
fashion industry. It is when it comes 
to designing collections, which must 
be meet the ever changing demands 
of consumers. The term “time to 
market” is also fundamental in the 
current system of large distribution, 
in which it is essential to have the 
right product at the point of sale at 
all times. Still, time plays an impor-
tant role when starting internationa-
lization: the moment in time in which 
the company is located. According 
to experts, a company cannot start 
its internationalization as an escape 
route in the face of a bad situation in 
the local market. It must have a solid 
foundation and undertake the move 
abroad when it has the human, eco-
nomic and operational capabilities to 
do so.

2.
The strength of the brand is another 
key element to consider when dea-
ling with international expansion, 
especially in a sector in which, as 
in fashion, intangible factors play a 
central role. In an environment with 

fierce competition, a strong brand 
is an essential instrument to diffe-
rentiate itself from other operators, 
positioning itself in the right seg-
ment of the market and building a 
competitive value proposition. In this 
sense, establishing the identity and 
the message of the brand in the local 
market will also help to transmit their 
values abroad.

3.
When going abroad, the total vo-
lume of the target market to is an 
aspect that must to be taken into 
account by companies in the inter-
nationalization phase. A country 
with a larger population generally 
offers more chances of success for 
any company, since it concentrates 
a greater number of potential con-
sumers. This would explain, in part, 
why Germany, with just over eighty 
million inhabitants, the United King-
dom, with 64 million, or France, with 
66 million, are some of the most 
attractive markets in Europe for 
fashion companies. The investment 
there is more likely to yield higher 
returns for companies in a shorter 
period of time, whether you decide 
to venture alone or do it with a local 
partner.

The fifteen key 
components to draw up 
an internationalization 
Getting a brand to work outside of its local market is a 
challenge that involves many difficulties, so in choosing 
the right markets, the experts have put forth fifteen 
critical variables.

4.
In addition to the total volume of the 
market, it is important to have a clear 
idea of the population profile in each 
market. Factors such as the Gross Do-
mestic Product (GDP) per capita, the 
average purchasing power of house-
holds or the average annual spending 
on fashion items are of critical im-
portance when choosing one country 
or another abroad. The company will 
have to compare this data with the 
sale price of its products and see if its 
positioning and offer fit with the con-
sumption preferences in these mar-
kets. Also, statistics such as the de-
gree of Internet penetration in homes 
can help determine if it is appropriate 
to make an entrance through ecom-
merce.  In addition the change in the 
volume of people going to department 
stores can indicate if these locations 
have potential.

5.
The distribution of inhabitants of a 
country is also essential when choo-
sing in which foreign market com-
panies should start operations. If the 
collections of a particular company are 
aimed at a largely urban audience, the 
number of medium and large cities in 
a country can clearly determine suc-
cess. 
Likewise, the number of cities and 
their respective population will define 
whether the expansion in a certain 
market will take place through points 
of sale throughout the country or if it 
should be limited to only those cities 
which meet minimum requirements of 
population and density of inhabitants 
per square kilometer. For example, the 
Catalan city of Vic, with little more 
than 43,000 inhabitants, has shops 
such as Mango, Stradivarius or Bers-
hka, just as other municipalities that 
triple or quadruple their population. 
Companies should also analyze which 
urban area is the most appropriate.

6.
In addition to consumer habits and 
the distribution of the population in 

a target market, companies seeking 
opportunities abroad must also ad-
dress variables such as transport costs 
or tax legislation when opting for one 
country another. A higher rate of Value 
Added Tax (VAT) in a given country 
will imply that the product must have 
a higher final price to obtain the same 
sales margin. The existence of tariffs 
and taxes to be paid at customs will 
also decisively influence the final cost 
of the product, which is why compa-
nies must carefully gauge their profi-
tability expectations by taking these 
entry barriers into account. Likewise, 
knowing the trade agreements in force 
between the target market and the 
domestic one is of vital importance to 
know if the country where we want to 
set up shop offers any competitive ad-
vantage fiscally speaking with respect 
to other destinations or implies any 
restriction.

7.
What product will the company sell 
in the target markets? Here is yet 
another key area in any internationa-
lization plan. Companies that seek to 
extend their borders must decide what 
changes to make in their collections 
to adapt to the climate and the prevai-
ling tastes in the foreign country. The 
classification can be carried out fo-
llowing criteria of quantity, relevance, 
novelty, differentiation and / or price 
of the product. In regards to the latter, 
the company must analyze whether 
it offers prices above or below those 
of its domestic market, depending on 
purchasing power or currency exchan-
ge. Also, companies must determine 
if they can play with the margins to 
offer, in a first phase, lower prices and, 

The profile of the 
market population, 
the percentage of 
inhabitants living in 
urban areas or the 
legislation in force on 
taxes and tariffs are key 
factors when choosing 
to launch into one 
market or another.
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as the popularity and desirability of 
the product increases, raise its price. 
On occasion, adapting to the local 
fashion tastes and needs may require 
the company to design collections or 
independent communication strate-
gies exclusively dedicated to clients 
in certain geographical areas, such as 
the Middle East.

8.
The costs of implementation in a 
certain market are another point to 
keep in mind. Companies that aspi-
re to operate abroad through their 
own stores must analyze the costs 
of occupation involved in the rental 
or purchase of office spaces and / or 
sales, the constitution of a company 
or the expenses and qualification of 
the personnel necessary to act in that 
territory. The costs of implementation 
require companies to possess a ro-
bust financial state, given the risks of 
default and the frequency of delays in 
international operations.

9.
Although social networks offer inter-
national visibility while acting locally, 
it is a requirement that companies 
have a clear strategy of commercial 
promotion and advertising when it 
starts operations in a target market 
in order to increase its popularity. The 
formulas are diverse ranging from 
increasing participation in bench-
mark industry fairs, to trade missions, 
advertisements in sector magazines, 
printed catalogs in the language 
spoken in the country, or having your 
website available in their language. 
Social networks can be an incredibly 
useful tool to give visibility to a com-
pany abroad by publishing content 
that is attractive to the target audien-
ce of your product.

10.
How to get the product to the target 
audience? The habits and favorite 
places of consumption in the target 
market will mark the strategy of dis-
tribution and marketing to follow. In 
countries with colder average tempe-

ratures or whose security levels on the 
street are not very high, having stores 
located in shopping centers are the 
primary choice for fashion companies, 
since they offer a safe environment 
that encourages the local population 
to visit. On the other hand, in markets 
with good weather, street level loca-
tions are usually the best option.

11.
Any planning of internationalization 
would be in vain without previously 
considering the state of affairs in the 
target country. If the local economy 
is in a recession phase, with a de-
crease in employment and a loss of 
purchasing power of households, the 
company may choose to postpone de-
velopment in that market and wait for 
the situation to improve. On the other 
hand, if the economy is in an expan-
sionary phase, in which liquidity flows 
and access to credit is easier, the 
chances of success will be greater and 
companies will have it easier when it 
comes to borrowing to finance their 
growth. However, positive circumstan-
ces can raise competition and trigger 
higher implementation costs.

12.
The perception a host society has of 
a foreign company with respect to 
its country of origin can also tilt the 
scales of success one way or another. 
British and Italian high-end fashion 
companies have carved out a signifi-
cant share of their business in Asian 
markets such as China or Japan. The 
reason? Western culture has an aspi-
rational component for the societies in 
both countries. European brands are 
for them, are a guarantee of quality 
and craftsmanship for which many 
consumers are willing to pay high 
amounts. Spain has undoubtedly very 
attractive values for many regions on 
the planet and, in addition, it is known 
by millions of people who come as 
tourists in the country every year.

13.
Any company can take the interna-
tional leap alone, but professional 

At street level or 
shopping center? The 
correct selection of 
the location for the 
opening of a first store 
in a foreign market is 
a decisive factor that 
can propel expansion 
in the country or 
economically hobble 
the company and its 
development in the 
country.

consultancy provides a competitive 
advantage that can help maximize in-
vestment and obtain a greater return. 
Immersed in the era of globalization, 
many countries have built a network 
of national and regional organizations 
to support entrepreneurs who want 
to enter foreign markets. In Spain, in 
addition to the ICEX Spain Import and 
Investment, many autonomous com-
munities and municipalities also have 
their own economic promotion enti-
ties, which can often help companies 
ready to enter a new market.

14.
Despite the kindness that the place of 
origin of the company in the new mar-
ket may arouse, companies must have 
extensive knowledge on the number 
of local actors that operate in their 
sector and who the major players are. 
An in-depth study of local competition 
will allow the foreign company to en-
hance their virtues in the areas where 
its competitors are weak. In the case 
of the fashion industry, useful strate-
gies to strengthen the clientele of a 
new country can range from offering 
more competitive prices than the rest 

of the actors to providing more per-
sonalized customer service than the 
rest, among many other. Analysis of 
the competition can also show that a 
certain market is oversaturated by ac-
tors with profiles similar to that of our 
company and thus to avoid an invest-
ment without return which would only 
compromise their income statement.

15.
The possibility of having local part-
ners can be key: the entrance in va-
rious foreign markets can become a 
path of suffering for many Spanish 
companies, especially those more 
distant from the own culture. In these 
cases, a lack of knowledge of local 
actors in key areas such as logistics, 
transportation or procurement bring 
companies to ally themselves with 
local partners. These partners usually 
assume the distribution and marketing 
of their company's products within a 
specific territory. For companies that 
are committed to distributing through 
department stores or the multi-brand 
channel, it is also essential to know 
who and how are the most strategic 
operators.

In a sector such as 
fashion, in which 
intangibles are of 
vital importance, 
the strength of the 
brand is key when it 
comes to undertaking 
international expansion.
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How should a product, which is made 
by a Spanish brand, adapt to a mar-
ket like the Scandinavian one? How 
should the team of a subsidiary in 
Hong Kong be created? Can you re-
motely manage a business in Mexico? 
These are some of the questions that 
Spanish companies have had to ask 
themselves over the last years and, of 
course, are continually doing so.
However, nowadays to these questions 
many others have followed. The inter-
net, mobile phones, virtual reality, big 
data ... but also international instabili-
ty, emerging markets or sustainability 
are also concerns on the table. These 
are present and future challenges that 
will irrevocably define the success of 
Spanish fashion in the coming deca-
des. If one lesson can be learnt from 
the recent global financial crisis that 
has shaken the economies of advan-

ced countries, it is interconnectivity. 
What happens in a market like the 
United States has a direct or indirect 
impact on the future of other coun-
tries, owing to the fact that invest-
ments and capital is borderless and 
without nationality and has been so 
for a long time. The future of a State 
is not limited solely by its own actions, 
but also that the errors or achieve-
ments of all other States can affect 
the direction of our economy.
Now, with the recession behind us 
and a growth outlook of 2.4% in 2018, 
according to the International Mone-
tary Fund, Spain will be the developed 
economy that will grow the most this 
year. However, the promising forecasts 
for the country should not lead to 
slackening. Geopolitical instability and 
the volatility of economic development 
in many regions of the planet pose a 

Spanish fashion has 2030 
on the horizon: challenges 
and opportunities 

threat that can cause a significant im-
pact, in a matter of days or weeks, on 
the financial direction of the world.
Forecasts depict a more uncertain 
future, full of challenges. Therefore, it 
is difficult to imagine a period of pros-
perity for the Spanish market as long 
as the one that ended a decade ago. 
According to many experts, the expan-
sive and recessive phases of the eco-
nomic cycle will tend to happen more 
quickly, requiring the fashion industry 
to be prepared at any time for sudden 
fluctuations in consumption. Likewise, 
excessive levels of debt on the part of 
companies must be kept in check.

Consumer: 'ultra-speed' in chan-
ging tastes and spending decreases
The acceleration companies face 
nowadays is a not simply limited to 
economic cycles. Consumer tastes 
and preferences in fashion are chan-
ging faster than ever. A trend today, 
will probably not be tomorrow.
Presented with a huge volume of 
information, consumers in our digital 
society voraciously consume ima-
ges through social networks. In this 
context, brand loyalty decreases and 
keeping consumers will require high 
doses of creativity in design, good 
digital marketing and of course, com-
petitive prices adjusted to the quality 
offered.
The Internet, has also brought with it, 

a greater need for immediacy on the 
part of the consumer, who wants to 
see their purchase wishes satisfied as 
soon as possible. It is no wonder, then, 
that the same-day delivery services 
continue to proliferate more and more 
in the online arena. Companies such 
as Amazon, Zara and El Corte Inglés 
have already begun offering same day 
deliveries on orders in Madrid and 
surely, this service will be extended to 
more cities in the future.
In addition the need to satisfy their de-
mands at an ever quicker pace, the cu-
rrent consumer spends less money on 
fashion. In 2016, the average annual 
expenditure of Spanish households to 
buy clothing and footwear was 1,429 
euros, according to data from the Na-
tional Institute of Statistics. This piece 
of data is much lower than the avera-
ge in 2007, when the figure amounted 
to 2,071 euros.

Internet and new technologies: the 
disruption goes on
In the current scenario, where more 
and more companies are competing 
for a lower payment, having all the 
sales channels is essential. Ecommer-
ce is already taken as a given, and it 
will increasingly become the norm to 
offer an integrated response between 
the different formats, online and 
offline, through the aforementioned 
omnichannel. This process requires 

Virtual reality glasses 
are on the market at 
increasingly lower 
prices. In addition to the 
videogame industry, 
this innovation can give 
a decisive boost to the 
consumer experience in 
fashion stores, both in 
the online world and in 
the physical channel.

The need for 
immediacy on the 
part of the consumer 
is driving fashion 
companies and 
ecommerce portals to 
look for new ways to 
distribute their orders. 
Drones are an option 
that companies like 
Amazon are already 
testing.

In order to grow abroad 
in the long term, Spanish 
fashion companies must 
have two regions in their 
sights: Africa and North 
America. Both markets will 
lead population growth 
in the coming decades. 
Europe, on the other hand, 
will gradually lose popula-
tion until 2050, while Asia 
will retain its crown as the 
most populated continent 
on Earth.
At present, the population 

of Africa amounts to 1.20 
billion people. It is estima-
ted that it will grow almost 
40% until 2030 and that it 
will double until 2050, sur-
passing 2.52 billion people, 
according to the Popula-
tion Reference Bureau
The 35 countries in the 
world where the popu-
lation will increase the 
fastest until 2050 are in 
Africa. Countries like Niger, 
Mozambique, Burundi, 
Uganda and the Congo will 

experience a population 
explosion of more than 70% 
in the next three decades.
Despite a growing market, 
the development of fashion 
operators in the African 
continent continues to 
pose challenges. Among 
them are the very poor 
infrastructure, scarce 
economic development 
and political instability in 
certain countries.
Oceania stands to be the 
second greatest continent 

in terms of demographic 
development in the coming 
decades. The territory will 
have 66 million inhabitants 
by 2050, compared to the 
current 40 million. 
In the case of North Ame-
rica, the population will 
rise 11.4% until 2030 and 
23.6% until 2050, when 
it will reach 445 million 
people. Canada and the 
United States are mature 
markets for fashion retail. 
The difficulties operating 

companies in the first 
world power must face 
are high competition and 
the unstoppable advance 
of platforms like Amazon, 
which have challenged 
physical commerce in the 
country.
Mexico, on the other hand, 
enjoys strong cultural links 
that facilitate commercial 
exchanges with Spanish 
companies.
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an important transformation in time, 
structures, and basically the procedu-
res of the entire fashion value chain, 
from procurement to logistics. It also 
supposes large investments in techno-
logy and processes.
In the field of communication, social 
networks have already transformed 
the relationship between brands and 
customers. The use of accounts on 
social networks like Instagram or Fa-
cebook is the best tool that companies 
can use to maintain direct communi-
cation with their customers and po-
tential consumers. The feedback that 
users give to campaign photos and 
products instantly (and free), as well 
as the articles they visit and the brow-
sing time in their online stores, con-
tain invaluable information in defining 
the direction of the business.
The analysis of this constant flow of 
information is already a reality for 
the largest Spanish fashion groups, 
such as Inditex, Mango or Cortefiel. 
The demand for professional profiles 
linked to these tasks are booming, and 
will continue to be in the future. The 
digital revolution has come to stay 
and, little by little, must also permeate 
small and medium-sized companies 
of the longest-lived sector, which had 
been somewhat reluctant to change.
Digitization has also brought down 
the barriers to entry into the fashion 
industry. Proof of this is the prolife-
ration of numerous startups in areas 
as diverse as sportswear (Coolligan) 
or optics (Hawkers), which have ma-

naged to establish themselves in the 
market with a modest initial invest-
ment.
In the coming years, the ability to start 
a business will be increasingly simple 
in light of the advances. Instagram has 
already begun introducing the imple-
mentation of purchase buttons in pho-
tographs that, when clicked, redirect 
the navigation to the online store of 
the account administrator. The long-
term goal is that the purchase transac-
tion is made directly without having to 
leave the app at any time and making 
the payment by digital means.
The potential of such innovations 
is still difficult to gauge. But if any 
designer in the world has, at their 
fingertips, the possibility of placing 
their creations on the market without 
the need for intermediaries, partners 
of any kind, or even programming 
knowledge of web pages, a scenario of 
maximum competition and oversupply 
lies ahead.
Efficiency and maximization of resour-
ces and processes were up until a few 
years ago terms alien to many compa-
nies in the sector. However, technolo-
gical advances and the growing con-
cern of consumers in regards to the 
environmental impact of the products 
they acquire are also bringing about 
more effective management of resour-
ces at all stages of the supply chain.
At this point in time, it is inevitable not 
to mention the introduction of radio 
frequency identification (Rfid), which 
permits better and greater control of 

the articles from the moment they lea-
ve the factories until they are distribu-
ted to the point of sale. The exhaustive 
control of inventories and the precise 
knowledge of available quantities of 
products have brought about a nota-
ble improvement in the management 
of the stocks and as a result, to reduce 
the ratio of error when making new 
orders of product in store.
Rfid has become a great ally of large 
fashion distribution, where the com-
bination of the management of high 
volumes of clothing, along with the 
long distances between the place of 
manufacture and the final point of sale 
make rigorous precision difficult. Me-
dium-sized companies in Spain such 
as Neck & Neck, with childrenswear, or 
Brownie, aimed at young people, have 
implemented this technology.

Industrial relocation: slow but 
inevitable 
Until now, industrial offshoring under-
taken by the major Spanish fashion 
groups in the eighties and nineties 
of the last century has brought great 
economic advantages. Labor costs, 
in countries such as China, India or 
Bangladesh two decades ago, were ex-
tremely low compared to the Spanish 
ones. In addition, legislations in areas 
such as the environmental of these 
countries are much more lax than the 
laws in force in Europe.
However, the competitive advantage of 
the Asian continent in the supply has 
begun to show signs of weakness due 
to a mixture of factors. These include 
an increase in the prices of raw ma-
terials, the poor security of supply a 
result of the social and political insta-
bility of the supplying countries and 
a gradual increase in wages resulting 
from the demands of local workers.
These facts, along with the digitaliza-
tion of many industrial processes that 
were previously labor intensive, have 
caused that in recent years, big and 
small fashion companies have once 
again opted for production in proxi-
mity. This phenomenon is also due to 
that advantages it provides for short 
production series and the replacement 
of certain articles, which can then 
arrive to the point of sale at a higher 
speed.
At the same time, the advances of 
industry 4.0, have created a scenario 
of production on demand and sug-
gests that the sector is moving more 
and more towards a paradigm of zero 
waste.

Point of sale: where fiction beco-
mes reality
The drop in traffic at physical points 
of sale due to the ecommerce boom 
is already latent and has yet to reach 
its lowest point. Therefore, one of 
the most pressing tasks facing the 
Spanish fashion industry is to recon-
figure the characteristics of its stores 
and adapt them to the new incoming 
consumer. The store can no longer 
merely be a place for the purchase of 
merchandise, but must become the 
nerve center of business strategy, as 
the intangible links with brands are 
created there. 
For this reason, many companies have 
undertaken a restructuring of their 
store network, where priority is given 
to flagship stores at the cost of retail 
stores of small dimensions.
The use of digital experiences at the 
point of sale is emerging as one of 
the most effective methods to return 
to excite consumers in their visit to 
the store. Foreign groups such as 
Britain's Topshop have already organi-
zed concrete virtual reality marketing 
actions, while Massimo Dutti lets its 
customers in physical points of sale 
make their purchases using the same 
technology.
Spanish companies in the fashion 
industry should not value their phy-
sical retail spaces for their economic 
performance, but rather for the high 
added value that can bring in terms of 
trademarking.
In coming years, artificial intelligence, 
still in an early stage of development, 
promises to profoundly revolutioni-
ze interactions in stores. Humanoid 
robots have already been presented 
at sector fairs and even tested for 
customer service in shopping centers. 
Faced with such perspectives, Isaac 
Asimov's novels will soon cease to be 
considered science fiction.

The American designer 
Rebecca Minkoff 
(image) was one of the 
pioneers in adopting 
the latest technological 
developments in 
changing rooms in its 
flagship store in New 
York. Customers could 
see clothing items of 
the collection without 
having to leave the 
changing room at any 
time.

Libya, Bhutan, Ghana, 
Ethiopia and Yemen 
will be, in this order, 
the economies that 
will grow most in 2018, 
according to the most 
recent forecasts of the 
International Monetary 
Fund (IMF).

Countries that will grow the most in 2018, according to IMF 
forecasts
Year-on-year growth in GDP, as a percentage

11.2%
Butan

8.9%
Ghana

31%
Libya 8.5%

Yemen

8.5%
Ethiopia
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The Spanish fashion sector stands out from 
other businesses because of its strong 
commitment to internationalization, which 
has been implemented by both the great 
leaders of this industry as well as more 
modest and recently created brands. When 
working in foreign markets, companies opt 
for several strategies and channels, from 
the multi-brand one, to their own stores, 
or electronic commerce. Likewise, the 
Spanish companies of the sector have a 
strong tradition of forging alliances with 
local partners, with the creation of joint 
ventures and the implementation of franchise 
agreements, among other methods.
The good work done by the most pioneering 
companies of the sector in international 
markets has resulted in a positive reputation 
for Spanish fashion abroad, which is often 
well received by local operators who must 
accompany them in the development of their 
market.

Where are the leading brands of Spanish 
fashion located and how have they 
developed?

a Commercial subsidiary 

b Commercial subsidiary 

c Logistics center

d Design center

e Production center

f Owned stores

g Franchises managed from Spain

h Partnership with local associates

i Concession

j  Multi-brand store

k Online store

l Others
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

RELEVANT MARKETS

President — Adolfo Domínguez

General manager — Adriana Domínguez

ADOLFO DOMÍNGUEZ

Spain

Egypt

Chile
Saudi Arabia

USA

France

Morocco

Colombia
China

Mexico

Luxembourg Costa Rica

Guatemala

Arab Emirates

Portugal
Philippines

United Kingdom

Japan
Kuwait

Katar
Singapore
Thailand

a f g

i k

g

g

g

a f k

a f k

g

g

g

a f g

i k

a f k g

g

a f i

g

a f k

a f

g

g

g

Spain PortugalFrance Colombia

Italy United 
Kingdom

g

EUROPE ASIA AMERICA

AFRICA

B
-

Fashion

Total sales 2016 
(millions of euros) 

Number of points 
of sale abroad

Percentage of international 
business

Total number of points of sale 
in the world 

110

230

Total number 
of employees

1,405

31%

511

g

Honduras g

Peru g

gVenezuela

President — Agatha Ruiz de la Prada

CEO — Tristán Ramírez

AGATHA RUIZ DE LA PRADA

107

B
-

Fashion

31

a  Commercial subsidiary 
f Owned stores
g  Franchises 
i  Concession
k  Online store

f Owned stores
i  Concession
j   Multi-brand store
k  Online store

f i j k f j f j k f j

j k j k

Hong Kong g

Iran g

Macao g

Aruba g

Curaçao g

El Salvador g
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

RELEVANT MARKETSTYPE OF PRESENCE IN EACH MARKET

Presidents — Benito Suárez and Emiliano Suárez

CEO — Clemente Hernández

ARISTOCRAZY

Spain

Guatemala

USA

France

Chile

Mexico

c d e

f g i

k l g

f k

i

g

g

EUROPE  AMERICA

Total number of points 
of sale in the world

Selling area (sqm)

Percentage of international 
business

Total number 
of employees

83

4,000

27.7%

400

President — Nuria Basi

BASI GROUP

B
-

Fashion

Percentage of international 
business

83%

6 51
j

Russia BelarusSpain USA

30% of sales
j k

17% of sales
j

9% of sales
j

2,75% of sales
j

Georgia

Arab 
Emirates

Kuwait Ukraine

7% of sales
j

5% of sales
j

5% of sales
j

j

Saudi
Arabia

Azerbaijan

2% of sales
j

7% of sales

Total sales 2016 (millions 
of euros) 

68

Total number 
of employees

140

c  Logistics center
 d  Design center
e  Production center
f Owned stores
g  Franchises 
i  Concession
k  Online store
 l  Others

j   Multi-brand store
k  Online store

E
-

Jewelry /
Watchmaking

1,98% of sales
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF PRESENCE IN EACH MARKETTYPE OF PRESENCE IN EACH MARKET

General manager — Mónica Algás

BÓBOLI

Germany Morocco

Australia

Saudi Arabia Canada

Andorra Tunisia

China Mexico

Austria

Arab Emirates

Belgium

Taiwan

Bulgaria
Cyprus
Spain

France
Greece
Ireland

i j k l

j

h j

i j

i a i j

j

Netherlands
Poland
Portugal
United Kingdom

j

j

j

j

g h

j

j

j

j

a c d e

f g i

j k

j

j

j

ASIA AMERICA

EUROPE AFRICA

OCEANIA

H
-

Childrenswear

Total number of employees

Total sales 2016 (millions of 
euros) 

Total number of points of sale 
in the world

Percentage of international 
business

230

39.2

Net profit 2016 (millions of 
euros) 

2.3

640

40%

Italy i j

Czech Republic j
Switzerland j

President — Mercedes Ortega

CEO — Albert Puyol 

BROWNIE

Spain
Portugal

f i k

f i

EUROPE

B
-

Fashion 

Total number of points of sale 
in the world

Total sales 2016 (millions of 
euros) 

Percentage of international 
business 

Selling area (sqm)

28

16

Number of employees abroad

15

6.5%

1,950

226

a  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
f Owned stores
g  Franchises 
h  Partnership with local associates
i  Concession
j   Multi-brand store
k  Online store
 l  Others

f Owned stores
i  Concession
k  Online store
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS

OCEANIA

ASIA

President — Francisco Rodríguez

CABOTINE

Denmark

Arab Emirates Gabon Australia

Monaco USA
Slovakia

Hong Kong Morocco New Zealand

Norway
Slovenia

Kuwait

Netherlands
Spain

France

Portugal

Greece

United Kingdom

Panama

Ireland

Czech Republic

Italy

Sweden

Luxembourg

Switzerland

Malta

Turkey

j

j j j

j j

j

j j j

j

j

j

j

c d e

f g i

j k

j

c j

j

j

j

j

j

j

j

j

j

j

j

EUROPE AMERICA

 ASIA AFRICA OCEANIA

-
Wedding 

and cocktailTotal sales 2015 (millions of 
euros) 

Number of employees abroad

Total number of points of sale 
in the world

Total number of employees

12

30

Number of multi-brand points 
of sale in the world

150

450

150

President — Lorenzo Fluxà Rosselló

CEO — Miguel Fluxà Ortí

CAMPER

Germany

Spain
Australia

Senegal

China

Canada
Andorra

Estonia

Hong Kong

USAAustria

France

Italy

MexicoBelgium
Bosnia
Bulgaria
Croatia
Denmark
Slovakia
Slovenia

a f j

a f j

j

a j h

a f j

j

j

j

a f ja f j

a f j

a f j

a j ha f j

j

j

j

a f j k

a f j

j

EUROPE AMERICA

A 
-

Footwear

Number of multi-brand points 
of sale in the world

Total number of employees 

Number of multi-brand points 
of sale in the world

Number of mono-brand points 
of sale in the world

2,000

1,192

2,500

400

Greece
Hungary
Ireland

a f j

j

a f

Indonesia j

Japan a

New Zealand j

Singapore j

Chile j

4137

c  Logistics center
 d  Design center
e  Production center
f Owned stores
g  Franchises 
i  Concession
j   Multi-brand store
k  Online store

a  Commercial subsidiary 
f Owned stores
j   Multi-brand store
k  Online store
 l  Others

Brand portfolio

Philippines j

Taiwan j

Latvia
Netherlands
Poland
Portugal
United Kingdom
Czech Republic
Russia
Sweden

j

a f j

a f j

a j

a f j

j

a j

a f j

j

Switzerland
Turkey

a f

a f j

AFRICA
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF PRESENCE IN EACH MARKETW

AMERICA

TYPE OF PRESENCE IN EACH MARKET

General manager — Antonio Albaladejo

CARMINA SHOEMAKER

Austria Arab Emirates

Australia

Canada
Denmark Japan USA

France

Singapore Mexico

Hungary

Spain

Luxembourg
Norway
Netherlands
United Kingdom

j j j

j j k c f k

f

g j

j

c d e

f k

j

j

j

j

j

EUROPE ASIA AMERICA

OCEANIA

A 
-

Footwear

Logistics platforms abroad

Number of employees abroad

Number of multi-brand points 
of sale in the world

Total number of employees

2

4

114

120

Sweden j

Switzerland j

Russia

j

General manager — Julia Eremina

CARRERA Y CARRERA

Germany

CanadaMauritius

Georgia

Saudi Arabia

Armenia

USA

Greece

Arab Emirates

Austria

Mexico

Italy

Philippines

Azerbaijan

Latvia

Japan

Belarus

Lithuania

Kazakhstan

Bulgaria

Ukraine

Kyrgyzstan

Cyprus

Malta

Kuwait

Spain Thailand

Estonia

Netherlands

France

Portugal

i j

hi

j

j

j
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i j
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j

j

j

i j

j

j

a j

j

j
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j

f j

j
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j

j
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EUROPE ASIA

Total number of points of sale 
in the world

280

Moldova

19 45

c  Logistics center
 d  Design center
e  Production center
f Owned stores
g  Franchises 
j   Multi-brand store
k  Online store

a  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
f Owned stores
h  Partnership with local associates
i  Concession
j   Multi-brand store

AFRICA

E
-

Jewelry /
Watchmaking

Turkmenistan
Uzbekistan

j

j

Katar j

Bahamas j

Aruba j

United Kingdom

Romania
Russia

j

j

j

afij

Czech Republic

Andorra

Switzerland
Turkey

j

j

j

j

San Marino
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF PRESENCE IN EACH MARKETTYPE OF PRESENCE IN EACH MARKET

President — Iñaki Aguirre

CEO — Manuel de la Maza Ramos
Spain Saudi Arabia

Portugal
Bahrain
Arab Emirates
Kuwait

c d f

i k

h

f g k

h

h

h

EUROPE ASIA

H
-

Childrenswear
Total number of points of sale 

in the world

Total sales 2016 (millions of 
euros) 

Percentage of international 
business

Total number of employees

224

31

Total sales 2015 (millions of 
euros) 

28

10%

350

General manager — Roser Ramos

CÓNDOR

Spain MexicoChina

Sweden

South Korea
Japan
Taiwan

b c d

e f g

j k

ii

h

i

i

i

EUROPE ASIA AMERICA

H
-

Childrenswear
Percentage of international 

business

Total sales 2016 (millions of 
euros) 

Total number of points of sale 
in the world

Total number of employees

30%

16

Number of concession 
in the world

50

77

223

6 7

c  Logistics center
 d  Design center
f Owned stores
g  Franchises 
h  Partnership with local associates
i  Concession
k  Online store

b  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
f Owned stores
g  Franchises 
h  Partnership with local associates
i  Concession
j   Multi-brand store
k  Online store

CHARANGA
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF PRESENCE IN EACH MARKETTYPE OF PRESENCE IN EACH MARKET

General manager — Francisco Sánchez

CUPLÉ

Germany

Algeria

Colombia

Katar Mexico
Belgium Guatemala
Slovakia
Spain

France
Hungary
Ireland
Serbia

g

g

a b

g

a g i

g

c d f

i k

c d g

g

a

a

EUROPE ASIA AMERICA

AFRICA

B
-

Fashion 

Total number of points of sale 
in the world

Total number of employees

Percentage of international 
business

Total sales 2016 (millions of 
euros) 

107

250

20%

33

CEOs — Daniel and Enrique Esquitino

D. FRANKLIN

Germany

AustraliaAngola

Mexico

United Kingdom

Chile
Andorra

Morocco

Peru

Czech Republic

Belgium
Spain

France
Greece

Hong Kong

Ireland

Lebanon

Italy
Poland
Portugal

j k

kj

j k

j k

k

j

j

j k

j k

j k

c d e

f i j

k

j k

j k

j

k

j

j k

k

j k

EUROPE ASIA AMERICA

OCEANIAAFRICA

B
-

Fashion

Total number of employeesTotal number of points of sale 
in the world

Number of points of sale 
abroad

2001,000

700

13 20

a  Commercial subsidiary 
b  Commercial subsidiary 
c  Logistics center
 d  Design center
f Owned stores
g  Franchises 
i  Concession
k  Online store

c  Logistics center
 d  Design center
e  Production center
f Owned stores
i  Concession
j   Multi-brand store
k  Online store

g
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF PRESENCE IN EACH MARKETTYPE OF PRESENCE IN EACH MARKET

General manager — Ángel Burgueño

DÁNDARA

Spain Costa Rica
Italy
Portugal
Romania
Switzerland

e f f

f

f

f

f

EUROPE AMERICA

B
-

Fashion

Total number of points of sale 
in the world

Number of points of sale in 
Spain

Percentage of international 
business

Selling area (sqm)

79

71

9%

10,000

President and General manager — 

Rosario Froján and Alfredo Olmedo

D-DUE

Germany Saudi Arabia USA
Spain China
France Hong Kong
Ireland Japan
Italy Kuwait
Portugal
Switzerland

j j j

f j k j

j j

j j k

j j

j

j

B
-

Fashion

Total number of employees

Net profit 2016
(thousands of euros)

Percentage of international 
business

Total sales 2016 (millions of 
euros) 

21

78.3

62%

0.83

5 13

EUROPE ASIA AMERICA

e  Production center
f Owned stores

f Owned stores
j   Multi-brand store
k  Online store
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETSRELEVANT MARKETS

President — Juan Antonio Pascual Carroggio

General manager — Pep Generó

DIKTONS

Spain
USA Arab Emirates

Estonia

Mexico

Czech Republic

Israel

France 

Russia

Japan

Ireland

Switzerland

Kazakhstan

Slovakia

Ukraine

Lebanon

Latvia
Katar

Lithuania
Syria

Luxembourg
Portugal
United Kingdom

abc d

eij

a c j j

j

j

j

j

j

j

j

j

j

j

j

j

j

j

j

j

j

j

j

j

B
-

Fashion

Number of points of sale 
abroad 

Total sales 2016 (millions of 
euros) 

Total number of points of sale 
in the world 

Percentage of international 
development

300

3

Total number of employees

13

500

65%

CEO — Thomas Meyer

Chief Corporate Officer — Alberto Ojinaga 

Chief Client Officer — David Meire 

DESIGUAL

B
-

Fashion

Percentage of international 
business

Net profit 2016 (millions of 
euros) 

Total number of points of sale 
in the world 

Total sales 2016 (millions of 
euros) 

78%

71 

Total number of employees

4,600

9,000

861

100 25

EUROPE AMERICA ASIA

a  Commercial subsidiary 
b  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
i  Concession
j   Multi-brand store

c dfi

j k

Spain ItalyFrance Germany

fijk

f j k

JapanMexico

g i j fijk

Estados
Unidos

 
c  Logistics center
 d  Design center
f Owned stores
g  Franchises
i  Concession
j   Multi-brand store
k  Online store

fijk fijk
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

61

TYPE OF PRESENCE IN EACH MARKETTYPE OF PRESENCE IN EACH MARKET

President — Javier Goyeneche

ECOALF

Germany Japan USA
Austria
Spain

France
Italy
United Kingdom
Switzerland

a f j j j

j

a c d

e f i

j k

j

j

j

j

Total number of points of sale 
in the world

Number of owned stores in 
the world

Total sales 2016 (millions of 
euros) 

Total number of employees

221

2

4.5

24

General manager — Javier Lapeña

DOLORES PROMESAS

Spain

France

c dfg

ijk

j

B
-

Fashion

Total sales 2016 (millions of 
euros) 

Total number of employees

Percentage of international 
business

Total number of points of sale 
in the world

7.4

65

Number of points of sale in 
Spain

33

2%

165

2 9

EUROPE ASIA AMERICA

B
-

Fashion

EUROPE

c  Logistics center
 d  Design center
f Owned stores
g  Franchises 
i  Concession
j   Multi-brand store
k  Online store

a  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
f Owned stores
i  Concession
j   Multi-brand store
k  Online store
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS

Brand portfolio

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS

President — Dimas Gimeno Álvarez

EL CORTE INGLÉS

Spain Saudi Arabia Chile

Greece
Arab Emirates

Cuba

Portugal
Thailand

Mexico

Philippines
Peru

f k g h g h

f

g h

g h

f

g h

f g h

g h

g h

Brand portfolio

Total number of points of sale 
in the world

Total sales 2016 (millions of 
euros) 

Percentage of international 
business

Total number of employees 

1,389

15,505

Net profit 2016 (millions of 
euros) 

161.86

5%

91,931

President — Clemente Cebrián Ara

CEO — Berta Escudero

General manager — Álvaro Cebrián

EL GANSO

11

Germany ChileKuwait
MexicoBelgium

Spain

France
Italy
Netherlands
Portugal
United Kingdom

f k ff h

f h if

a c d

f i k

f i k

f

f

f i

f k

-
Fashion

Total number of points of sale 
in the world

Total sales 2016 (millions of 
euros) 

Percentage of international 
business

Number of points of sale 
abroad

186

82

Total number of employees

750

30%

66

France k

Ireland k

Netherlands k

Switzerland g h

United Kingdom g h k

China g h

Bahrain g h

Katar g h

B
-

Fashion

NUMBER OF COUNTRIES WITH A 
FASHION BUSINESS PRESENCE 

19

EUROPE ASIA AMERICA EUROPE ASIA AMERICA

f Owned stores
g  Franchises 
h  Partnership with local associates
k  Online store

a  Commercial subsidiary 
 d  Design center
c  Logistics center
f Owned stores
h  Partnership with local associates
i  Concession
k  Online store

TYPE OF PRESENCE IN EACH MARKETTYPE OF PRESENCE IN EACH MARKET
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Switzerland Greece Portugal

j j

6564

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

78

RELEVANT MARKETS

CEOS —

Eva García and Willy López

ESEOESE

Germany
Andorra
Belgium
Spain

France
Luxembourg
Netherlands

j

j

j

a c d

e f j

k

j

j

j

B
-

Fashion

Total number of points of sale 
in the world

Total sales 2016 (millions of 
euros) 

Percentage of international 
business

Number of multi-brand points 
of sale in the world

500

17

Total number of employees

100

10%

150

CEO — David Pellicer

ETNIA BARCELONA

D
-

Accessories
Total number of points of sale 

in the world

Total sales 2015 (millions of 
euros) 

Percentage of international 
business

Total sales 2016 (millions of 
euros) 

10,000

j

France SpainGermany Italy

j d f j j

a j

United
Kingdom

Canada Belgium

a j j j

j

Netherlands

USA

54

j

Total number of employees

300

90%

70

8

a  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
f Owned stores
j   Multi-brand store
k  Online store

a  Commercial subsidiary 
 d  Design center
f Owned stores
j   Multi-brand store

EUROPE
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETSTYPE OF PRESENCE IN EACH MARKET

President and General manager —

Florentino Cacheda

FLORENTINO

Germany Australia

Mexico

Luxembourg

Cambodia
Andorra New Zealand

Netherlands

China
Austria

Portugal

Philippines
Belgium

United Kingdom

Lebanon
Spain Thailand 

France

Switzerland 

Greece

Ukraine

Hungary
Ireland
Italy

k j

h i

k

h

k j

k

h

k

j

j

j

j

h i

c def

ijk

h i

j

j

k

i

k

j

k

EUROPE ASIA OCEANIA

AMERICA

B
-

Fashion 

Total number of points of sale 
in the world

Percentage of international 
business

Total sales 2016 (millions of 
euros) 

500

Total number of employees

300

30%

15

President — Juan Carlos Ibáñez Burgos

FORECAST

Spain

Portugal

a b c

d e f

i k

a f j

EUROPE

B
-

Fashion

Total number of points of sale 
in the world

Selling area
(sqm)

Percentage of international 
business

Total sales 2016 (millions of 
euros) 

56

6,380

Total number of employees

205

15%

15

25 2

c  Logistics center
 d  Design center
e  Production center
f Owned stores
h  Partnership with local associates
i  Concession
j   Multi-brand store
k  Online store

a  Commercial subsidiary 
b  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
f Owned stores
i  Concession
j   Multi-brand store
k  Online store

TYPE OF PRESENCE IN EACH MARKET
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

Brand portfolio

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETSRELEVANT MARKETS

President — José Navarro

VicePresident — José Miguel Navarro Pertusa

General manager — Germán Navarro

GIOSEPPO

A
-

Footwear 

Total number of points of sale 
in the world

Total sales 2016 (millions of 
euros) 

Percentage of international 
business

Total number of employees

10,000

39.2

Net profit 2016 (millions of 
euros) 

3.9

38%

150

GOCCO

Spain

Morocco

Saudi Arabia Mexico

France
Arab Emirates

Italy
Iran

Luxembourg
Kuwait

Malta
Katar

Portugal
Singapore

Switzerland

f g i

k

g

g g i

f g k

g

f i k

g

f

g

g

g

f g i

k

g

j

EUROPE ASIA AMERICA

AFRICA

H
-

Childrenswear
Total sales 2015 (millions of 

euros) 

Number of employees abroad

Total number of points
of sale in the world

Total number of employees

36.71

40

Number of wholly owned 
stores in the world

9

232

640

80 15

a  Commercial subsidiary 
b  Commercial subsidiary 
g  Franchises 
h  Partnership with local associates
k  Online store

f Owned stores
g  Franchises 
i  Concession
j   Multi-brand store
k  Online store

France PortugalItaly United
Kingdom

Morocco TunisiaAlgeria India

China

TYPE OF PRESENCE IN EACH MARKET

g k h k a h k g

g g g b h g

b h

General manager — José María Ruiz



Brand portfolio

The Atlas
of Fashion

The Atlas
of Fashion

Spain MexicoPortugal Russia

804 points of sale 140 points of sale 109 points of sale 84 points of sale 

ItalyFrance Belgium

58 points of sale 43 points of sale 38 points of sale

Ecuador Arab 
Emirates

37 points of sale

f k f k f g f g

g f k f k f k

g g

37 points of sale

59 points of sale

Saudi 
Arabia

7170

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

Brand portfolio

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETSRELEVANT MARKETS

Non-executive president — Miguel Ibarrola

CEO — Jaume Miquel

Corporate General manager — Ignacio Sierra

GRUPO CORTEFIEL

B
-

Fashion
Total number of points of sale 

in the world 

Total number of employees

Total sales 2016 (millions of 
euros) 

Number of owned stores in 
the world 

1,982

10,394

1,128

1,299

President — Basilio García Pérez-Aradros

CEO and General manager — 

Basilio García Morón

GRUPO HERGAR

Germany

Canada

Morocco
Chile

United Kingdom Saudi Arabia
Bulgaria

USA

Portugal

China
Croatia

Mexico

Australia

Italy

Iraq
Slovenia

Malta

Israel
Spain Japan

Estonia

Norway

Kuwait

Finland

Poland

Lebanon

France

Sweden 

Malaysia

Greece

Switzerland

Katar

Ireland

Russia

j

j

j

h

j j

j

j

i j

h

j

j

j

g j

j

j

j

j

c d e

f g i

j k

j

j

j

j

j

j

j

j

j

j

j

j

j

j

j

EUROPE ASIA

AFRICA

A 
-

Footwear

Total number of points of sale 
in the world

Net profit 2016 (millions of 
euros) 

Percentage of international 
business

Total sales 2016 (millions of 
euros) 

3,000

1.5

Total number of employees

120

30%

40

3789
Turkey j

Czech Republic j

Ukraine j

f Owned stores
g  Franchises 
k  Online store

c  Logistics center
 d  Design center
e  Production center
f Owned stores
g  Franchises 
h  Partnership with local associates
i  Concession
j   Multi-brand store
k  Online store

TYPE OF PRESENCE IN EACH MARKET

AMERICA

OCEANIA

Number of employees abroad

3,055
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NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETSMANAGEMENT POSITIONS

Brand portfolio

CEO — Enrique Esquitino

GRUPO ILLICE

Andorra

Poland Algeria

China USA
Belgium

Portugal

South Korea Mexico
Bulgaria

United Kingdom
Russia

Arab Emirates Panama
Cyprus Israel Puerto Rico
Spain Dominican Republic

Estonia

Japan

France

Kazakhstan

Georgia

Kuwait

Greece

Lebanon

Italy

j

j k j

f i j i j k

j

j

j i i j

j

j

f h j

j j

j j j

c d e

f j k

j k

j

i j

j k

j

j

j

i j k

i j

j k

EUROPE ASIA AMERICA

AFRICA

Total number of points of sale 
in the world

Percentage of international 
business

Total number of employees

5,00025%

200

Switzerland
Turkey

j

i j

GRUPO MUNRECO

Germany

Netherlands

Costa Rica

Chile

Saudi Arabia

Algeria

Azerbaijan

Poland

Colombia

Iran

Gabon

Belgium

Romania

Peru

Russia

Venezuela
Lebanon

Equatorial Guinea

Bosnia

Libya

Bulgaria

Morocco

Cyprus Dominican Republic
Slovakia

Tunisia

Hungary
Italy
Montenegro

j l

l

j l

l

j l

j l

j l

j l

l

j l

j l

l

j l

j l

j l

l
j l

j l

j l

j l

j l

i j l

j l i l

l

j l

l

l

j l

AFRICA

D 
-

Accessories

j lSerbia

Spain c f j

A 
-

Footwear

30 34

EUROPE AMERICA

c  Logistics center
 d  Design center
e  Production center
f Owned stores
h  Partnership with local associates
i  Concession
j   Multi-brand store
k  Online store

c  Logistics center
i  Concession
j   Multi-brand store
 l  Others: distribuidor

TYPE OF PRESENCE IN EACH MARKETTYPE OF PRESENCE IN EACH MARKET

President — Juan Palacios

MANAGEMENT POSITIONS

Portugal l

Czech Republic l

Mexico lASIA
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

Brand portfolio

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

RELEVANT MARKETS RELEVANT MARKETS

President / CEO / General manager —

Luis Chico de Guzmán

HISPANITAS

A 
-

Footwear

Total number of employees

Net profit 2016 (millions of 
euros) 

Percentage of international 
business

Total sales 2016 (millions of 
euros) 

62

1.7

Number of multi-brand points 
of sale in the world

4,000

60%

44.5

50

f Owned stores
h  Partnership with local associates
j   Multi-brand store

j

France MexicoBelgium Austria

10,1% of sales
j

6,5% of sales
j

5,5% of sales
j

4,1% of sales

j

Germany PortugalPoland United 
Kingdom

3,5% of sales
j

3,2% of sales
f j

3,1% of sales
j

2,8% of sales

j

Australia China

2,5% of sales
h

2% of sales

President — Pablo Isla

INDITEX

B
-

Fashion 
Total sales 2016 (millions of 

euros) 

Number of points of sale 
abroad

Percentage of international 
business 

Total number of points of sale 
in the world

23,311

Number of employees abroad

113,861

83.1%

7,504 5,508

94

f Owned stores
g  Franchises 
k  Online store

China ItalyRussia Mexico

Portugal PolandFrance Turkey

Greece Japan

f k

11.269 employees
f k

10.368 employees
f k

7.388 employees
g k

6.208 employees

f k

6.129 employees
f k

8.450 employees
f k

4.417 employees
f k

4.254 employees

f k

3.707 employees
f k

4.325 employees

620 shops 541 shops 377 shops 360 shops

337 shops 296 shops 263 shops 188 shops

158 shops 152 shops
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS

AFRICA

President — Fructuoso López

General manager — José Manuel López

JOMA

Germany

Australia

Algeria

Argentina

China

Cuba

Armenia

Hungary

Morocco

Bolivia

USA

Austria

Ireland

Brasil

Italy

Colombia

Latvia

Guatemala

Azerbaijan

Portugal

Honduras

Belgium

Turkmenistan

Mexico

Belarus
Spain

Estonia
Finland Peru

a h

h i j

h i

h i j

b c e

h i

h j

h i

h i

h i

f h

a c h

h i

h i

a

a f h

h i

h i j k

h i

h j Ukraine

f i

h i

h i

h i j

a c f

h j k

a c d f

g i k

h i j k

h i j k h i

EUROPE AMERICA

G
-

Sportwear
Total number of points of sale 

in the world

Total number of employees

Percentage of international 
business 

Total sales 2016 (millions of 
euros) 

127

250

65%

200

102
Lithuania h i j k

Moldova h i j k

United Kingdomh i

Romania h i

Russia h i

h i j

ASIA OCEANIA

a  Commercial subsidiary 
b  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
f Owned stores
g  Franchises 
h  Partnership with local associates
i  Concession
j   Multi-brand store
k  Online store

France h i

General manager — José Ángel Pardo

LIWE ESPAÑOLA

Spain

Italy
Portugal

c d e

f i j

k

f

f

EUROPE

B
-

Fashion 
Total number of points of sale 

in the world

Total number of employees

Percentage of international 
business

Total sales 2016 (millions of 
euros) 

400

1,800

Number of wholly owned 
stores in the world

56

14%

140

3

c  Logistics center
 d  Design center
e  Production center
f Owned stores
i  Concession
j   Multi-brand store
k  Online store

TYPE OF PRESENCE IN EACH MARKET
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS

48

CEO — Gerd Loewen

LOSAN

Germany

Costa Rica

Angola
Chile

France

Bahrain

Andorra

USA

Algeria
Colombia

Greece

Arab Emirates

Austria

Mexico

Cape Verde
Morocco

Hungary

Japan
Azerbaijan

Italy

Jordan
Bulgaria

Luxembourg

Kazakhstan
Croatia

Turkey

Kuwait
Slovakia

Netherlands

Lebanon
Slovenia

Poland

Spain

United Kingdom

Finland

Russia

j

j

j
j

j

j

j

j

j
a j

j

j

j

a j

j

j

j

j
j

a j

j
j

j

j
j

a j

j
j

j

j
j

a j

c d j

j

j

a j

EUROPE ASIA

AFRICA AMERICA

H
-

Childrenswear
Total number of points of sale 

in the world

Number of multi-brand points 
of sale in the world

Percentage of international 
business

Total sales 2016 (millions of 
euros) 

4,000

2,000

Total number of employees

200

50%

62

Oman j

Libya j

Hong Kong j

Malta j

Nigeria j

Portugal j

Czech Republic j
Romania j

Taiwan j

San Marino j

Switzerland j

Tunisia j

a  Commercial subsidiary 
c  Logistics center
 d  Design center
j   Multi-brand store

TYPE OF PRESENCE IN EACH MARKET

President — Juan Antonio Fluxá Domené

General manager — Gustavo Picó

LOTTUSSE

Germany China
Andorra Japan
Spain

Norway
Portugal

j f

f j

c d e

f i j

k

j

i

EUROPE ASIA

A 
-

Footwear

Number of stores 
in partnership

52

7

c  Logistics center
 d  Design center
e  Production center
f Owned stores
i  Concession
j   Multi-brand store
k  Online store

TYPE OF PRESENCE IN EACH MARKET
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS

President — Carmen Lizarriturri

CEO — Iván Moreno

LUXENTER

Total number of points of sale 
in the world

Total sales 2015 (millions of 
euros) 

Percentage of international 
business

Total sales 2016 (millions of 
euros) 

1,200

11

Total number of employees

170

10%

17

34

 d  Design center
e  Production center
f Owned stores
g  Franchises 
h  Partnership with local associates
i  Concession
j   Multi-brand store
k  Online store

E
-

Jewelry /
Watchmaking

Germany

Mexico

Angola

Japan
Greece

Chile

Azerbaijan

Kuwait
Ireland

Colombia

Belgium

Italy

El Salvador

Bulgaria

Poland

Guatemala

Cyprus

Portugal

Dominican Republic

Spain

United Kingdom

Nicaragua

Estonia

Puerto Rico

Finland 

Russia

France 

Serbia

Ukraine
Switzerland

j

j

j

j

h j

j

j

j

h j

h i j

j

h j

h j

h j

j

j

j

h i j

g h

d e f

g i j

k

j

j

j

g h i

j

j

j

h i j

j

j

j

EUROPE AMERICA

AFRICA

Guinea i j

ASIA

President / CEO / General manager —

Domingo Obradors

MACSON

Andorra AlgeriaMexico
Spain

f fi

c d e

f k

EUROPE AMERICA AFRICA

B
-

Fashion 
Total number of points of sale 

in the world

Selling area (sqm)

Percentage of international 
business

Total sales 2016 (millions of 
euros) 

68

12,000

Total number of employees

250

1.5%

25

4

c  Logistics center
 d  Design center
e  Production center
f Owned stores
i  Concession
k  Online store

TYPE OF PRESENCE IN EACH MARKET
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETSRELEVANT MARKETS

82

General manager — Sebastián Blanco

MAGNANNI

A 
-

Footwear

Total sales 2016 (millions of 
euros) 

Percentage of international 
business

4099%

82

b  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
f Owned stores
i  Concession
j   Multi-brand store
k  Online store

b j

USA Germany Japan

40% of sales
j

10% of sales
j k

7% of sales
j

4% of sales

j

United
Kingdom

SpainFrance

3% of sales
b f i j

2% of sales
c d e j

1% of sales

Netherlands

CEO — Francisco Moreno

MAGRIT

Germany

United Kingdom Australia

Argentina

China

CanadaAndorra

New Zealand

Chile

Arab Emirates

Croatia
Colombia

Peru
Israel

USASpain

Japan

MexicoFinland

Jordan

France

Oman

Greece

Singapore

Ireland
Italy

Nigeria

Luxembourg

j k

j k k

k

j k

j kk

Romania k k

j k

j k

k

Monaco k

k

Russia j k

k

k

kf j k

j k

j kk

k

j k

j k

k

k

k

j k

j k

k

OCEANIA AFRICA

A
-

Footwear
Total number of points of sale 

in the world
Percentage of international 

business

Total number of employees

3090%

150

Netherlands j k

Norway k

Portugal j k

36

EUROPE AMERICA

Switzerland j k

f Owned stores
j   Multi-brand store
k  Online store

TYPE OF PRESENCE IN EACH MARKET

Denmark k
ASIA
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NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

RELEVANT MARKETS

MAJORICA

USASpain ac d e

f k

D
-

Accessories
Total number of points of sale 

in the world
Percentage of international 

business

Total sales 2016 (millions of 
euros) 

13830%

30

EUROPE AMERICA

2

a  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
f Owned stores
i  Concession
k  Online store

TYPE OF PRESENCE IN EACH MARKET

President — Isak Andic

VicePresidents ejecutivos — 

Jonathan Andic and Daniel López

MANGO

B
-

Fashion 
Number of points of sale 

abroad

Selling area (sqm)

Percentage of international 
business

Number of employees abroad

1,838

798,299 

Total sales 2016 (millions of 
euros) 

2,260

79%

10,259

110

b  Commercial subsidiary 
f Owned stores
g  Franchises 
k  Online store

Spain GermanyFrance Turkey

Russia United 
Kingdom

Italy Portugal

Saudi
Arabia

Netherlands

b f g k

21% of sales
f g k

14% of sales
f g k

8% of sales
b f k

7% of sales

f g k

5% of sales
f g k

4% of sales
f g k

3% of sales
b f g k

2% of sales

g k

2% of sales
f g k

2% of sales

379 shops 211 shops 141 shops 116 shops

147 shops 76 shops 50 shops 56 shops

63 shops 39 shops
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

RELEVANT MARKETSRELEVANT MARKETS

President — Rafael Domínguez de Gor

General manager — Manuel Domínguez de la Maza

MAYORAL

H
-

Childrenswear
Total number of points of sale 

in the world

Total number of employees

Percentage of international 
business

Total sales 2016 (millions of 
euros) 

10,000

1,100

Number of employees abroad

250

76%

340

97

a  Commercial subsidiary 
c  Logistics center
 d  Design center
f Owned stores
g  Franchises 
h  Partnership with local associates
i  Concession
j   Multi-brand store
k  Online store

Spain PortugalItaly Greece

Mexico United
Kingdom

Russia Poland

USA Colombia

c dfgjk

24% of sales
a f j k

18% of sales
a f j k

8% of sales
afgijk

7% of sales

a j

7% of sales
a j

6% of sales
j k

4% of sales
a j k

3% of sales

a j

3% of sales
a j

1% of sales

800 employees 28 employees 70 employees 17 employees

6 employees 5 employees 4 employees

5 employees 2 employees

Brand portfolio

CEO — Miguel Mena

General manager — Ángel Romero

MENBUR

A
-

Footwear
Total sales 2016 (millions of 

euros) 

Total number of employees

Percentage of international 
business

Total number of points of sale 
in the world 

10.9 

130

Number of employees abroad

30

65%

3,500

80

a  Commercial subsidiary 
c  Logistics center
f Owned stores
g  Franchises 
h  Partnership with local associates
i  Concession
j   Multi-brand store
k  Online store

h i j

Italy PortugalGermany Ireland

12% of sales
i j

10% of sales
i j

6% of sales
i j

5% of sales

i j

France Arab 
Emirates

Greece Iran

4% of sales
i j

4% of sales
g h i j

3% of sales
g h i j

3% of sales

g h i j

Kuwait Poland

2% of sales
acfijk

2% of sales
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS

Brand portfolio

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF PRESENCE IN EACH MARKET

30

President — Félix Bellido

General manager — Félix Bellido Quintán

MIGUEL BELLIDO

Germany

AustraliaAngola

Colombia
China Canada

Austria

Mozambique

South Korea
USA

Belgium
Arab Emirates

MexicoSpain Japan

France
Syria

Ireland
Netherlands
Poland

United Kingdom

h j

h jj

j

j j

j

j

h j

h j

h j

h j

h j

h jc d e

i j k

j

h j

j

h j

h j

h j

h j

EUROPE ASIA AMERICA

AFRICA OCEANIA

D
-

Accessories
Total sales 2016 (millions of 

euros) 

Number of multi-brand points 
of sale abroad

Percentage of international 
business

Total number of points of sale 
in the world 

13

800

Total number of employees

249

25%

3,500

Guatemala

Dominican Republic

Andorra h j

Hong Kong j

Panama h j

Portugal h j

Puerto Rico j

j

Romania j

c  Logistics center
 d  Design center
e  Production center
h  Partnership with local associates
i  Concession
j   Multi-brand store
k  Online store

TYPE OF PRESENCE IN EACH MARKET

President — Ricardo Fraguas Álvaro

General manager — Ricardo Fraguas Gadea

MIRTO

Spain

Colombia

Arab Emirates

Canada
Portugal

Costa Rica

Lebanon

USA

United Kingdom

Guatemala

Honduras
Mexico

Switzerland

i j

j

j

j

i j

j

j

f j

j

j

j

j

j

B
-

Fashion 
Total sales 2016 (millions of 

euros) 

Total number of employees

Percentage of international 
business

Total number of points of sale 
in the world 

23

170

11%

900

20

EUROPE ASIA AMERICA

f Owned stores
i  Concession
j   Multi-brand store

Panama j

Puerto Rico j

Dominican Republic j

Venezuela j

Netherlands Antilles j

Aruba j

Curaçao j
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS

President / CEO —

Eulalia Torres Pérez

MISAKO

Andorra
Spain

France
Portugal

a f

a c d

f g k

afgk

a f k

EUROPE

D
-

Accessories
Total number of points of sale 

in the world

Selling area (sqm)

Percentage of international 
business

Total sales 2016 (millions of 
euros) 

206

12,360

Number of employees abroad

113

14%

43.5

4

a  Commercial subsidiary 
c  Logistics center
 d  Design center
f Owned stores
g  Franchises 
k  Online store

TYPE OF PRESENCE IN EACH MARKET

Brand portfolio

President / CEO — Pascual Ros

MTNG EXPERIENCE

Spain

Chile

China
USA

Hong Kongac d

a c

b

c j

fhik
b

AFRICA OCEANIA

A
-

Footwear

Total number of employees

Total sales 2016 (millions of 
euros) 

Percentage of international 
business

Number of employees abroad

375

80.9

Net profit 2016 (millions of 
euros) 

0.7

24%

15

Germany j

United Kingdomj

Austria j

Algeria j

Belgium j

Cyprus j

Costa Rica j

Arab Emirates j

France j

Georgia j

Greece j

Ireland j

Italy j

Japan j

Netherlands j
New Zealand j

Portugal j

Puerto Rico j

Romania j

Russia j

Sweden j

Switzerland j

EUROPE AMERICA

58

a  Commercial subsidiary 
b  Commercial subsidiary 
c  Logistics center
 d  Design center
f Owned stores
h  Partnership with local associates
i  Concession
j   Multi-brand store
k  Online store

Andorra j
ASIA



The Atlas
of Fashion

The Atlas
of Fashion

9392

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

Brand portfolio

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETSTYPE OF PRESENCE IN EACH MARKET

President — Carlos Piñeiro

General manager — Carlos Crespo

MULTIÓPTICAS

Germany

United Kingdom

Morocco

ChileSaudi Arabia
Canada

Belgium

Czech Republic

South Africa

Colombia
Philippines Costa Rica

Croatia

Romania

Comoras

Curaçao

Russia

Israel
USA

Spain

Jamaica
Mexico

France

Puerto Rico

Greece
Italy
Lithuania
Luxembourg

l

l

l

e ll

l

l

l

l

h

l h

h

h

h

l

h

l

h

c d f

l

g j

h l

l

h

h

l

h

l

EUROPE AMERICA

AFRICA

D
-

Accessories

Number of employees in SpainNumber of points of sale in 
Spain

2,000608

Netherlands
Poland
Portugal

l

h

l37

c  Logistics center
 d  Design center
e  Production center
f Owned stores
g  Franchises 
h  Partnership with local associates
j   Multi-brand store
 l  Others: distribución directa

Antigua and Barbuda l

Bahamas l

Barbados l
ASIA

China e

Turkey h

Ukraine h

General manager — César Santos

NANOS

Germany USA China
Spain Mexico South Korea

France
Arab Emirates

Italy
Kuwait

Portugal
Taiwan

United Kingdom
Romania
Russia
Ukraine

f g j j

c d e

f j

f g j

j

j

j

f g

f g

j

f g

g

j

j

EUROPE AMERICA ASIA

H
-

Childrenswear
Total number of points of sale 

in the world

Total number of employees

Percentage of international 
business

Total sales 2016 (millions of 
euros) 

300

250

Number of wholly owned 
stores in the world

45

20%

16

16

c  Logistics center
 d  Design center
e  Production center
f Owned stores
g  Franchises 
j   Multi-brand store

TYPE OF PRESENCE IN EACH MARKET
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETSTYPE OF PRESENCE IN EACH MARKET

President — María Gloria Vergés de Fisas

CEO and General manager — 

Verónica Fisas Vergés

NATURA BISSÉ INTERNACIONAL

Andorra

Sweden

Morocco

Saudi Arabia Barbados
Belgium

Switzerland

Maldivas

Bangladesh Canada
Bulgaria

KatarPoland
Singapore

Bahrain USA
Spain China

South Korea
Hungary Arab Emirates
Ireland Hong Kong
Italy Kuwait
Latvia Lebanon
Netherlands

j

h j l

h

l l

l

l

l

h j j

h j l

i lh j l

l

l a i j

a c d e f h k l k l

h i j l j

h j l a j l

j l h j

h j l l

h j j l

h i j l

EUROPE ASIA AMERICA

F
-

Perfumery /
CosmeticsTotal sales 2016 (millions of 

euros) 

Total number of employees

Percentage of international 
business

Number of points of sale 
abroad

57

301

Number of employees abroad

176

77%

1,200

35

a  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
f Owned stores
h  Partnership with local associates
i  Concession
j   Multi-brand store
k  Online store
l  Others

Taiwan j

Portugal
United Kingdom

Ukraine

h j

a j k l

AFRICA

Virgin Islands l

Jamaica l

Mexico a f i l

Dominican Republic l

Saint Lucia l

a j k l

Trinidad and Tobago l

President — José Noguera Muñoz

CEO — Carme Noguera

NAULOVER

Germany Mexico Arab Emirates
Belgium
Spain

France
Italy
Netherlands
Portugal
United Kingdom
Russia

j i g h

j

a b c

d f i

j k

j

i j

j

i j

j

j

EUROPE AMERICA ASIA

B
-

Fashion
Total number of points of sale 

in the world

Selling area (sqm)

Percentage of international 
business

Total sales 2016 (millions of 
euros) 

90

3,000

Total number of employees

85

10%

19

11

a  Commercial subsidiary 
b  Commercial subsidiary 
c  Logistics center
 d  Design center
f Owned stores
h  Partnership with local associates
i  Concession
j   Multi-brand store
k  Online store

TYPE OF PRESENCE IN EACH MARKET
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS

President — Enrique Zamácola

CEO — Eduardo Zamácola

General manager — Javier García San Miguel

NECK&NECK

Spain Saudi Arabia
USA

Italy

Guatemala

China
Mexico

Portugal

Arab Emirates

United Kingdom

Philippines
Kuwait

c d e

f g k

i

h

h k

a f g

h

h

h k

afgi

h k

a f

h

h

EUROPE ASIA AMERICA

H
-

Childrenswear

Total number of employees

Number of points of sale 
abroad

Percentage of international 
business

Total number of points of sale 
in the world 

280

50

30%

160

Uruguay h

14

a  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
f Owned stores
g  Franchises 
h  Partnership with local associates
i  Concession
j   Multi-brand store
k  Online store

TYPE OF PRESENCE IN EACH MARKET

CEO — Paloma Santaolalla

General manager — Jordi Pascual

NICE THINGS

Germany

AustraliaCanada

Italy

South Korea
Andorra

New CaledoniaUSA

Norway

Hong Kong
Austria

Netherlands

Israel
Belgium

Portugal

Japan
Denmark

United Kingdom

Singapore
Spain

Finland

Romania

France

Russia

Greece

Sweden

Ireland

Switzerland

i j

jj

j

j

f

jj

j

j

j

j

j

j

g j

j

j

j

j

cdef

gijk

j

j

fgij

j

j

j

j

j

EUROPE ASIA

AMERICA OCEANIA

B
-

Fashion
Total sales 2015 (millions of 

euros) 

26

31

c  Logistics center
 d  Design center
e  Production center
f Owned stores
g  Franchises 
i  Concession
j   Multi-brand store
k  Online store

San Marino j
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

Brand portfolio

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETSTYPE OF PRESENCE IN EACH MARKET

CEO — Carlos Ortega

PEPE JEANS

Germany

Australia

Tunisia

Mexico

Arab Emirates

Argentina
Andorra

Panama

Philippines

Austria

India

Belgium

Croatia

Thailand

Spain

France
Greece

Ireland
Italy

f i j

f

f

f

f

f

f

f

f

f i j

f

f i j

f j

f

abcd

efij

f i j

f i j

f

f i j

EUROPE AMERICA

AFRICA

B
-

Fashion
Number of owned stores 

abroad
Number of multi-brand points 

of sale in the world

365134

40

a  Commercial subsidiary 
b  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
f Owned stores
i  Concession
j   Multi-brand store

Bulgaria f i j

Slovenia f j

Estonia f

Hungary f

Lithuania f

Moldova f

Netherlands
Poland

f i j

f g i j

Portugal
United Kingdomf

f g i j

Czech Republic
Russia f j

f

Sweden f

Switzerland f i j

Ukraine f j

Iran

Israel
Jordan

f

f

f

Kazakhstan

Malaysia
Mongolia

f

f

f

ASIA

OCEANIA

President — Pedro Trolez Martínez

General manager — Pablo Badía (Delpozo)

PERFUMES Y DISEÑO

Germany

Nigeria

Saudi Arabia Canada
Spain China USA

France
South Korea

Italy
Arab Emirates

United Kingdom
India

Russia
Indonesia

Switzerland
Japan

Ukraine Kuwait

Katar
Singapore

j k  

j

j j

c d e

f j

j a j k

j l

j

j

afjk

j

i j

j

j

j

j j

j

j

EUROPE ASIA AMERICA

B
-

Fashion
Total number of points of sale 

in the world 
Percentage of international 

business

Total number of employees

8995%

68

AFRICA
g j

30

a  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
f Owned stores
i  Concession
j   Multi-brand store
k  Online store
 l  Others

Monaco
j Hong Kong j l

Kazakhstan i j

Lebanon j

Thailand
Taiwan

j

j
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

101

RELEVANT MARKETS

General manager — Pedro Moreno Costa Brandao

PIEL DE TORO

Spain
Morocco

Guatemala
France

Mozambique
USA

Tunisia

f i

h

h

i

g

f

h

EUROPE AFRICA AMERICA

B
-

Fashion 
Total number of points of sale 

in the world
Percentage of international 

business

4820%

11
Mexico h i

Saudi Arabia j

Algeria h

ASIA

f Owned stores
g  Franchises 
h  Partnership with local associates
i  Concession
j   Multi-brand store

TYPE OF PRESENCE IN EACH MARKET

South Africa g

President — Juan Manuel Perán

General manager — Georges Bassoul

PIKOLINOS

A 
-

Footwear

Total sales 2016 (millions of 
euros) 

Total number of employees

Percentage of international 
business 

Total number of points of sale 
in the world 

100

550

Number of employees abroad

150

80%

8,000

Spain FranceUSA Germany

China United 
Kingdom

Mexico Russia

Japan80

a  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
f Owned stores
g  Franchises 
h  Partnership with local associates
i  Concession
j   Multi-brand store
k  Online store

c d e f g

i j k

a c f i j

k g i j k i j k

i f g i j k i j k f j

h i j k f j

Canada
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS

CEO — Salomé Carrera

Total sales 2016 (millions of 
euros) 

Total number of employees

Percentage of international 
business 

Number of mono-brand points 
of sale in the worldPILI CARRERA

29

Germany

Switzerland

Angola

ColombiaSaudi Arabia
USAAzerbaijan

Peru

China
GuatemalaBelgium Corea del Norte
MexicoSpain Arab Emirates
Panama

Netherlands
Hong Kong

Puerto RicoItaly
Japan

Portugal
Kuwait

United Kingdom
Oman
Katar

Russia Singapore

j

g j

g

gg j

g jj

g

g

jj g

gg f i g

g j

g

j

jj

j

g j i

g

j

j

g

g j

AFRICA

H
-

Childrenswear

7

112

40.1%

52

EUROPE ASIA AMERICA

f Owned stores 
g  Franchises 
i  Concession
j   Multi-brand store
k  Online store

TYPE OF PRESENCE IN EACH MARKET

Dominican Republic j

k

CEO and General manager — 

Enrique Bretos

PISAMONAS

Spain China
France
Italy
Portugal
United Kingdom

c f k k

k

k

k

k

EUROPE ASIA

A 
-

Footwear

Total number of employees 

Total sales by exports 2016 
(millions of euros)

Percentage of international 
business 

Total sales 2016 (millions of 
euros) 

52

1.85

26%

7.1

6

c  Logistics center
f Owned stores
k  Online store

TYPE OF PRESENCE IN EACH MARKET
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE NUMBER OF COUNTRIES WITH A PRESENCE 

RELEVANT MARKETS

PRONOVIAS

105

-
Wedding 

and cocktailTotal number of employees

Logistics platforms abroad

Number of multi-brand points 
of sale in the world 

Number of mono-brand points 
of sale in the world 

825

5

4,000

155

f Owned stores
j   Multi-brand store

Spain ItalyUSA France

United
Kingdom

MexicoGermany

f j f j f j f j

f j f j f j

TYPE OF PRESENCE IN EACH MARKET

President — Silvia Hernández Bretón

CEO — Juan Antonio  

Martínez Pérez Aradros

General manager — Silvia Hernández Bretón

PITILLOS

Germany

Australia

South Africa

Mexico

China

Canada
Belgium

New Zealand

Tunisia

Israel

Colombia

Croatia

Japan

USA

Spain

Jordan

France

Lebanon
Greece

Taiwan 
Poland
Portugal
United Kingdom

Russia
j

j

j

j

j

j

j

j

j

j

j

j

j

j

c d e

f j

j

j

j

j

j

j

j

j

j

AFRICA

A 
-

Footwear

Total sales 2016 (millions of 
euros) 

Total sales 2015 (millions of 
euros) 

Percentage of international 
business

Total number of points of sale 
in the world 

50

45

Total number of employees

275

19%

4,200 

35

EUROPE AMERICA

c  Logistics center
 d  Design center
e  Production center
f Owned stores
j   Multi-brand store

Bulgaria
Cyprus

j

j

Slovakia

Georgia

j

j

Hungary
Ireland

j

j

Czech Republic
Romania

Turkey

j

j

j

ASIA OCEANIA

Hong Kong j

Ukraine j
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS

Brand portfolio

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS

President / CEO — 

Marc Puig

PUIG

Spain

Saudi Arabia

Australia

Chile
Canada

France

Arab Emirates
Argentina

USA

Germany

Singapore

Colombia

Mexico

Austria Brasil

Panama
Peru

Belgium

Italy
Netherlands
Portugal
United Kingdom

e c a

a

a

a

a

e c a

a

a

a

a

a

a

a

a a

a

a

a

a

a

a

a

OCEANIA

-
Perfumery /
CosmeticsNumber of countries with a 

subsidiary

Total sales 2016 (millions of 
euros) 

Percentage of international 
business

22

1,790

Net profit 2016 (millions of 
euros) Number of employees abroad

155 1,772

85%

Russia

Switzerland
a

a

President — Marta Valls

General manager — Josep Ignasi Reixach

PUNTO BLANCO 

Germany

Angola

Katar

Saudi Arabia

Canada

Andorra

Liechtenstein Egypt

United Kingdom

China

USA

Austria

Lithuania Equatorial Guinea

Switzerland

Luxembourg
Norway

Ukraine

South Korea

Singapore

Belgium Dubái

Syria

Denmark Arab Emirates

Japan

Spain
Philippines

Jordan

France

Hong Kong

Kuwait

Greece

India

Lebanon
Italy

Iran

Netherlands

Nigeria

Islandia

Portugal

j

j

j

j

j

j

j g

j

e j

j

j

j j

j

j

j

j

j

j

j g j

j

j j

j

cdef

ijk

g

j

i j

j

j

j

e

j

j

g

j

j

j

e i j

EUROPE

C
-

Lingerie 
and swimwear

Total number of employees

Net profit 2015 (millions of 
euros) 

Percentage of international 
business

Total sales 2015 (millions of 
euros) 

248

0.6

15%

20.6

Czech Republic

Russia

j

j

Taiwan

Turkey

j

e

ASIA

AMERICA

AFRICA150 47

EUROPE ASIA AMERICA

Australia j

Slovakia j

a  Commercial subsidiary 
c  Logistics center
e  Production center

c  Logistics center
 d  Design center
e  Production center
f Owned stores
i  Concession
j   Multi-brand store
k  Online store

TYPE OF PRESENCE IN EACH MARKET

OCEANIA
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS

82

President — Manuel Roberto Mariño Fernández

ROBERTO VERINO 

Germany Mexico
Austria
Belgium
Spain

Finland
France
Ireland
Italy

Netherlands

United Kingdom

k a k

k

k

c d e

f g i

k

k

k

k

e k

k

k

EUROPE AMERICA

B
-

Fashion 
Total number of points of sale 

in the world 

Total number of employees 

Percentage of international 
business 

Total sales 2016 (millions of 
euros) 

180

414

15%

33.5

Portugal a e g

i k

CEO — Manuel Cano

ROSA CLARÁ

-
Wedding 

and cocktailTotal sales 2015 (millions of 
euros) 

Total number of points of sale 
in the world 

55150

14 Latvia k

Luxembourg k

a  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
f Owned stores
g  Franchises 
i  Concession
k  Online store

a  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
f Owned stores
g  Franchises 
j   Multi-brand store

TYPE OF PRESENCE IN EACH MARKET

AFRICA

Germany
Canada

Egypt

Guatemala

China

Peru

Tunisia

USA

Mexico

Brasil

Spain Arab Emirates

France
Philippines
Iran

Panama
Portugal

Katar
United Kingdom

Kuwait
Romania

Jordan
Kazakhstan

a j
a j

g

g

g j

g

g j

a g j

a g j

a g j

g

a f j

g

g

g

afgj

f g

a j

g

g j

g j

g j

EUROPE ASIA AMERICA

c d e

f g j
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS

President — Borja Vázquez

CEO — Alfonso Vivancos

SCALPERS

Spain
Mexico

Jordan Chile

France
Katar USAf i k

i f

f i

i

f f

EUROPE ASIA AMERICA

B
-

Fashion
Total sales 2015 (millions of 

euros)  

Selling area (sqm)

Total sales 2016 (millions of 
euros) 

Total number of points of sale 
in the world

19.5

8,000

Total number of employees

500

31.5 

140

President — Iago Esteve

General manager — Toni Palmés

SITA MURT

Germany

Netherlands

Switzerland

Hong Kong Canada
Andorra

Portugal

India USA
Austria

United Kingdom
Russia

Japan
Belgium Lebanon
Denmark Taiwan
Spain Turkey

France
Uzbekistan

Ireland
Italy
Monaco

j

j

h j

e h j

j

j

e f j

j

j

j

h j

j j

j j

c d e

f j k

e j

j

j

j

j

j

EUROPE ASIA AMERICA

B
-

Fashion

Total number of employees

Total sales 2016 (millions of 
euros) 

Percentage of international 
business

Total number of points of sale 
in the world

70

6.3

Net profit 2016 (millions of 
euros) 

0.1

28%

520

11 24

Belgium f

Netherlands f

Portugal f

United Kingdom f

f Owned stores
i  Concession
k  Online store

c  Logistics center
 d  Design center
e  Production center
f Owned stores
h  Partnership with local associates
j   Multi-brand store
k  Online store

TYPE OF PRESENCE IN EACH MARKET TYPE OF PRESENCE IN EACH MARKET
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Luxembourg j

Norway j

113112

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETSRELEVANT MARKETS

President — Antonia Mur Lascorz

CEOS— Jordi and Andreu Morcillo

General manager — Andreu Morcillo

SKEYNDOR

Russia IndiaChina Canada

Australia Czech
Republic

Poland Netherlands

Italy Portugal

-
Perfumery /
CosmeticsTotal number of points of sale 

in the world

Total sales 2016 (millions of 
euros) 

15,000

90

45%

21.6

CEO — Ludovic Quinault

General manager —  Mikel Feijóo Elzo

SKUNKFUNK 

China Autralia

Chile

Indonesia

Canada

Japan

USA

Malaysia

Greenland

b j

a f j

j

j

j

acfj

j

j

B
-

Fashion
Total sales 2016 (millions of 

euros) 

Number of employees abroadTotal number of points of sale 
in the world 

15

40

Total number of employees

205

70%

734

Germany

Greece

Poland

Andorra

Hungary

Austria

Ireland

United Kingdom

Belgium
Cyprus
Croatia
Denmark

Spain
Finland
France

a f j

j

j

j

j

f j

j

j

j

j

j

j

j

a f j

f i

Slovakia j

EUROPE AMERICA

ASIA OCEANIA52 38

h  Partnership with local associates

a  Commercial subsidiary 
b  Commercial subsidiary 
c  Logistics center
f Owned stores
i  Concession
j   Multi-brand store

h h h

h h h h

h h

h

Islandia j

Netherlands j

Portugal f j

Czech Republic j

Switzerland j

Percentage of international 
business

Percentage of international 
business

Total number of employees
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS

Brand portfolio

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS

CEO — Tom Bouman

General manager — Philippe Bach

SMASH

B
-

Fashion
Total sales 2016 (millions of 

euros) 

Total number of employees

Percentage of international 
business

Total number of points of sale 
in the world

20

70

73%

1,000

Germany

Mexico
Andorra

Puerto Rico
Austria

Portugal

Belgium

Australia

Croatia

New Zealand

Denmark

Canada

Slovakia

USA

Spain

Finland

j k

a

i j k

a j

j

a e j

i j k

j k

a j

a j

a j

i j

j

a j

a j

Greece

Luxembourg

Hungary
Ireland
Italy

Switzerland

France

a j

a j

a h j

a j

a h j

a j k

aijk

EUROPE AMERICA

ab d c 

f g i j k

OCEANIA

Arab Emirates

Japan
Pakistán

Turkey

India

China

Israel

j

a j

e

e j

e

e

j

ASIA

 TEXTIL LONIA

Spain BotswanaBolivia

Saudi Arabia

USA

France
EgyptChile

China
Mexico

Portugal
Ecuador
El Salvador

South Korea

Venezuela

United Kingdom

Arab Emirates

Uruguay
Kuwait

Honduras

Lebanon

Panama

Singapore

Paraguay
Peru

Puerto Rico 

Guatemala

a b e

f i j k

gg

g

a

a

ga

a

a g i

a i

g

g

a

g

a

g

g

g

g

g

g

a

g

g

g

g

EUROPE AMERICA AFRICA

B
-

Fashion
Total sales 2016 (millions of 

euros) 

Number of points of sale 
abroad

Percentage of international 
business

Total number of points of sale 
in the world

332

247

Total number of employees

2,554 

59%

719

Japan a

Katar g

ASIA

36 67Hong Kong j

Norway aj

Netherlands a

Czech Republic aj

Russia aj

Sweden aj

a  Commercial subsidiary 
b  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
f Owned stores
g  Franchises 
h  Partnership with local associates
i  Concession
j   Multi-brand store
k  Online store

a  Commercial subsidiary 
b  Commercial subsidiary 
e  Production center
f Owned stores
g  Franchises 
i  Concession
j   Multi-brand store
k  Online store

TYPE OF PRESENCE IN EACH MARKET
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

RELEVANT MARKETS

President — Valentín González Carmona

General manager — Juan Andrés Corrochano

TINO GONZÁLEZ

Spain

Portugal

a b c

d e f

k

a f

EUROPE

A 
-

Footwear

Total sales 2016 (millions of 
euros) 

Number of points of sale 
abroad

Percentage of international 
business

Total number of points of sale 
in the world

28

7

Total number of employees

325

15%

55

President — Alba Tous

 Corporate vicepresident — Rosa Tous

 CEO — José María Folache

General manager  — Josep Maria Bosch

TOUS

E
-

Jewelry /
WatchmakingTotal sales 2016 (millions of 

euros) 

Number of points of sale 
abroad

Percentage of international 
presence

Total number of points of sale 
in the world 

403

317

Number of employees in the 
world

3,500

61%

535

2 50

a  Commercial subsidiary 
b  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
f Owned stores
k  Online store

a  Commercial subsidiary 
 d  Design center
f Owned stores
k  Online store

d f k

Spain USAMexico Poland

219 points of sale
a f k

67 points of sale
a f k

19 points of sale
f k

34 points of sale

f

Saudi
Arabia

PortugalPuerto 
Rico

Russia

14 points of sale
f k

9 points of sale
f k

26 points of sale
a f k

28 points of sale

f k

Colombia Chile

6 points of sale
f

12 points of sale

TYPE OF PRESENCE IN EACH MARKET
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS

President — Pedro Picas

General manager — Jose Luis Gutierrez

TUC TUC

H
-

Childrenswear
Total number of points of sale 

in the world

Total number of employees

Percentage of international 
business

Total sales 2016 (millions of 
euros) 

4,000

300

45%

40

45

President — Jose Azulay

General manager — Javier Arrévola

UNO DE 50

Germany Argentina

Andorra

Poland

Costa Rica
Austria

Portugal

Chile
United Kingdom

El Salvador
Belgium
Slovakia
Slovenia

Mexico

Ireland

Puerto RicoFrance
Trinidad and TobagoGreece

South Africa

Spain
Guatemala

f j h j

j

j

j

j

f j

g h

f j

g h

f j

j

j

h i

a b c

d e f

i j k

jfhij

jj

h i

j

g h i

Total number of points of sale 
in the world

Percentage of international 
business

 Total number of employees

3,000 57%

645

Italy f g h

j k

Luxembourg i j

Malta h i j

Netherlands fhij

Russia ghij

Canada

USA

f k

a c f

i j

50
Kuwait

South Korea

Lebanon

Arab Emirates

Katar
Singapore

Israel
Japan

j

h i j

h j

j

h j

h i j

g h

h j

Australia j

Czech Republic j

Switzerland j

Sweden j

Turkey j

                                          AFRICA

                                    ASIA

a  Commercial subsidiary 
b  Commercial subsidiary 
c  Logistics center
 d  Design center
f Owned stores
g  Franchises 
i  Concession
j   Multi-brand store
k  Online store
 l  Others

a  Commercial subsidiary 
b  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
f Owned stores
g  Franchises 
h  Partnership with local associates
i  Concession
j   Multi-brand store
k  Online store

                                       OCEANIA

E
-

Jewelry /
Watchmaking

EUROPE                                           AMERICA

Germany 

United Kingdom

Angola

Bolivia

Azerbaijan
CanadaAustria

Russia

China

Costa Rica
Belgium

Switzerland
Turkey

Arab Emirates

USA
Bulgaria

Hong Kong

Mexico
Slovakia

Indonesia

Dominican RepublicSpain

France

Kuwait

Greece

Katar

Ireland

Taiwan

Italy

Vietnam

Australia

j

k

j

j

l
a jj

j

h

j
j

j

j

l

a j
j

j

a j
j

j

j
a b c d �

f i j k

afjk

l

j

l

j

i

j k

j

j

EUROPE AMERICA

ASIA OCEANIA

Malta j

Netherlands j

Portugal afjk

Ukraine j

Dominica j

AFRICA
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MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS MANAGEMENT POSITIONS

NUMBER OF COUNTRIES WITH A PRESENCE 

TYPE OF INTERNATIONAL PRESENCE IN MAIN MARKETS

CEO —  Alberto Rodríguez

VILAGALLO

Andorra Arab Emirates Bermuda 
Austria Canada
Belgium

Japan

USA
Cyprus Mexico
Spain

France 
Netherlands
United Kingdom

j j

j h j

h j

j

h j

j

h j

h j

afhj

EUROPE ASIA AMERICA

B
-

Fashion
Total number of points of sale 

in the world
Percentage of international 

business

Total number of employees

50047%

34

j

a b c

dfjk

j President — Jaime Carbonell

General manager — Francisco Oliver

WONDERS

Spain

Mexico

ChinaRussia

a b c

d e f

j k

h

g j

A 
-

Footwear

Number of multi-brand points of 
sale in the world

Total sales 2016 (millions of 
euros) 

Percentage of international 
business

Total number of employees

1,500

31.9

Total sales 2015 (millions of 
euros) 

31.2

65%

27

14 45

EUROPE AMERICA

Germany j

Austria j

Australia j

Belgium j

Canada j

USA j

South Korea j

Chile j

Croatia j

Denmark j

Slovakia j

Costa Rica j

Estonia j

Finland j

France j

Greece j

Ireland j

Islandia j

Italy j

Israel j

Latvia j

OCEANIA

Luxembourg j

Malta j

Norway j

New Zealand j

Netherlands j

Poland j

Portugal j

United Kingdomj
Czech Republic j

Serbia j

Sweden j

Switzerland j

ASIA

i

a  Commercial subsidiary 
b  Commercial subsidiary 
c  Logistics center
 d  Design center
f Owned stores
h  Partnership with local associates
j   Multi-brand store
k  Tienda online especifica

a  Commercial subsidiary 
b  Commercial subsidiary 
c  Logistics center
 d  Design center
e  Production center
f Owned stores
g  Franchises 
h  Partnership with local associates
i  Concession
j   Multi-brand store
k  Tienda online especifica

TYPE OF PRESENCE IN EACH MARKET
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