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GROUP STRUCTURE

ALBINI GROUP S.P.A.

COTONIFICIO ALBINI S.P.A.

TESSITURA DI MOTTOL A S.R.L.

ALBINI TRADING SHANGHAI CO. LTD.

MEDITERRANEAN TEXTILE S.A.E.

DELTA DYEING S.A.E.

DIETFURT S.R.O.

I  COTONI DI ALBINI S.P.A.

100%

100%

83.57%

76.44%

1.43%

100%

70%

100%
ALBINI HONG KONG LTD.

ALBINI ENERGIA S.R.L.

100%

ALBINI USA CORPORATION

MINORITY INTERESTS

1  The transfer of 19.64% to the group (already paid to Simest S.p.A.) 

is currently being registered with the Egyptian stock exchange)

2  Setcore Spinning 11.31% - Alba Beteiligungs Immobilien Ag 12.25%

3  Essence Trading Co. Ltd. 10%

4  Modern Nile Cotton Co. 30%

3

1

215%

4

90%

100%
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ECONOMIC AND FINANCIAL INDICATORS

E B I T DA
(million Euros)

S H A R E H O L D E R S ’  E Q U I T Y
(million Euros)

N E T  F I NA N C I A L  P O S I T I ON
(million Euros)

I N V E S T M E N T S
(million Euros)

1 2 9 . 9
1 4 5 . 8

1 2 9 . 0

2 0 1 2 2 0 1 42 0 1 3 2 0 1 5 2 0 1 6

N E T  R E V E N U E
(million Euros)

1 8 . 2

1 3 . 7 1 3 . 5 1 2 . 1

2 0 1 2 2 0 1 3 2 0 1 5

1 7 . 0

2 0 1 4 2 0 1 6

( 5 5 . 6 ) ( 5 5 . 4 )
( 5 6 . 7 ) (54.9)

2 0 1 2 2 0 1 3 2 0 1 4 2 0 1 5

(60.5)

2 0 1 6

4 . 9 5 . 1

8 . 1

1 1 . 6

8

2 0 1 2 2 0 1 3 2 0 1 4 2 0 1 5 2 0 1 6

6 5 . 5

6 5 . 3

7 0 . 7

2 0 1 2 2 0 1 3 2 0 1 4 2 0 1 5 2 0 1 6

4 . 8
4 . 3 4 . 4

1 . 1
1 . 4

2 0 1 2 2 0 1 3 2 0 1 5 2 0 1 62 0 1 4

N E T  P R O F I T
(million Euros)

148.5 147.2

7 5 . 6 7 7 . 4



6

BOARD OF DIRECTORS 

ALBINI GROUP S.P.A.

PRESIDENT                              Fabio Albini

MEMBERS OF THE BOARD    Andrea Albini

                                                             Silvio Albini

                                                             Giovanni Albini

                                                             Giovanni Carlo Albini

                                                             Laura Albini

                                                             Monica Albini

                                                             Stefano Albini

                                                             Elena Guffanti Pesenti

                                                             Marino Guffanti Pesenti

STATUTORY AUDITORS                 

                                                        Danilo Arici

                                                        Lorenzo Gelmini

                                                                      Fabrizio Lecchi

INDEPENDENT AUDITORS           

KPMG  S.P.A.

BOARD OF DIRECTORS 

COTONIFICIO ALBINI S.P.A.

PRESIDENT                                    Silvio Albini

MEMBERS OF THE BOARD           Fabio Albini

                                                                      Andrea Albini

                                                                      Stefano Albini 

                                                                      Giovanni Carlo Albini

STATUTORY AUDITORS

                                                        Danilo Arici

                                                        Fabrizio Lecchi

                                                                      Lorenzo Gelmini

INDEPENDENT AUDITORS

KPMG  S.P.A.

COMPANY BODIES



SINCE 1876

OUR COMMITMENT AND AMBITION

HAS BEEN TO CREATE THE MOST BEAUTIFUL FABRICS

FOR SHIRTS IN THE WORLD

OUR VALUES: 

INNOVATION

PRODUCT EXCELLENCE

SERVICE THAT CREATES VALUE

BRAND IDENTITY

FAMILY AND TERRITORY

ETHICAL RESPONSIBILITY

We design and manufacture our products for the International market, 

guaranteeing the style, innovation and quality that distinguish 

the Made in Italy brand.



ANDREA, FABIO, S ILVIO AND STEFANO ALBINI
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2016 was the 140th year of our company’s business and our family’s commitment to this business. Since

when we have evidence of our financial statements, our Group’s economic results have always been positive,

except during 2009, the company’s worst year. 2016 was, however, a difficult year for the world economy

and also our results have suffered, with a slight decrease in consolidated turnover from 148.5 to 147.2

million euros and a more significant decline in EBITDA from 13.5 to 12.15 million euros. 

Last year’s result, however, was heavily contributed by exchange rate gains on dollar purchases of yarn by

4.2 million euros compared to 112 thousand euros in 2016. The Group’s net profit for the year 2016 has

resulted at 1.4 million. Our Clients live in a situation of great change and great uncertainty that is reflected

also with us, the largest producer of fabrics for shirts in Europe. The market suffers from global geopolitical

uncertainties, from unforeseen events, which indicate the discomfort of large sections of the population,

such as Brexit and the new US administration, from the terrorism that has hit Europe’s heart several times,

from diverse situations in the world also including those of actual or potential warfare close to us. 

The economic situation during the year was characterised by a widespread mediocrity in most markets,

both in developed and emerging countries. The slowdown in development in China has hit many of our

Customers who have invested heavily in that market. Long-term changes are also taking place in the world

of fashion and clothing consumption: traditional distribution models continue to be severely affected by

the growth in online sales, together with the unpredictable tastes of new generations, but also from the

competition of consumption and alternative fluctuating lifestyles in clothing.

Within this scenario, our Group has been able to withstand, owing to our international presence in more

than 80 markets; to the breadth, variety and high qualification of our Customers, namely the best fashion

brands, specialised shirtmakers and premium retailers in each country, to the rich diversity of our product

proposal and also diversification towards other segments of activity that are now giving us good satisfaction.

In this regard, we want to emphasize the progressive success of our presence in the women’s clothing market

where, with the Albini Donna Collection, we express the values and the typical DNA of Albini, with a

proposal whose originality is increasingly widely appreciated by the market.

A positive contribution to the results was also given by our yarn division, represented by I Cotoni di Albini

Spa, which had a complete turnaround during the year. As we mentioned in the 2015 Letter, in 2016 we

refocused the business, the product, the markets by achieving greater efficiency and flexibility, greater

added value, greater research and innovation: all this in favour of Cotonificio Albini, the principal Customer

of this division. More than just a number, we are deeply convinced that our Customers increasingly

appreciate our vertical presence in all phases of the supply chain, from raw materials to finished fabric

and to our industrial structure to which we continue to devote great attention and important investments

(€ 5.1 million in 2016). 

T H E  P R E S I D E N T ’ S  L E T T E R
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This model allows us to give our Customers more quality, more service, more traceability and sustainability

and, above all, more innovation. We believe that in the face of ever-increasing challenges, the first response

to maintaining our leadership is to be a constant innovator at every stage of the production and distribution

process: in the search for new and better raw materials, in the search for new yarns and new blends, in stylistic

research, in the research of new hand-feels and new performance in finishing, in the search for innovative

uses of our fabrics and in research carried out by Albini Energia. Although in a market in many ways sluggish

and uncertain, we feel that there is a great desire for innovation from all of our most qualified Customers. 

The second response we are constantly working on is improving Customer service. Again in this case our

vertical integration helps us. Our goal is to always give constructive answers to the needs of Customers in

the many evolutions and varieties of business models that in this period of major changes are emerging on

the markets. Particularly relevant have been the shorter delivery lead-time results. 

The third response we are trying to give is to concretely find our way to digitalisation of our company, in the

conviction that epic changes are taking place in this field, capable of profoundly influencing us and our Clients.

Even though we are aware of a greater stability in mature markets and some signs of improvement in China

and some other emerging markets, we know that 2017 will not be an easy year. 

We are, however, deeply convinced that the strategy we have set and which has allowed us to survive in

these difficult years is right and consistent with many evolutions that are emerging from the great ongoing

changes. The commitment of the whole company to continue in this direction and to derive its worthy fruits

remains stronger than ever. 

We thank once again all our employees, Customers, financial community and suppliers who constantly

support us in our journey. 

Greetings to all

Cav. Lav. Si lv io  Alb in i

President Cotonificio Albini S.p.A.
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1930 

The company, thanks to new 

forms of organization, 

with the introduction 

of semi-automatic looms 

and dyeing plants for yarns, 

faced the big crisis of 1929 

and came out even stronger 

than before.

1946 

After the war there was strong

growth in production and

employment.

1962

The new weaving room was built,

designed in a very innovative way.

Management responsibilities

passed gradually to the fourth

generation, represented by

Giancarlo, Marino,

Piero and Gianni.

1884

The company received an

important recognition that

attested the quality 

of the fabrics produced: 

the bronze medal in the Italian

Industrial Exhibition in Turin.

1890 

Not having had any children,

Zaffiro Borgomanero left 

the company to his nephew 

Giovanni Albini. In the census

survey of that year, 107 looms 

and 90 workers were reported. 

Giovanni Albini became a major

player in the local economy 

and was named president 

of the Chamber of Commerce 

of Bergamo.

1984-1990 

The fifth generation of the Albini

family gradually entered the

company, Silvio first, then

Fabio (Silvio’s cousin), Andrea 

and Stefano (Silvio’s brothers) 

who would in time assume

the positions of sales director,

creative director, industrial

director and chief financial officer.

Thanks to the commitment of the

fifth generation, where Silvio took

on the role of CEO, Cotonificio

Albini initiated its international

efforts, developing a network 

of agents and Clients in a large

number of countries. At the same

time it made a major investment 

in the modernization of its

production facility in Albino.

1876

The company was founded 

by Zaffiro Borgomanero in 1876 

in Desenzano sul Serio, in the

municipality of Albino in Valle

Seriana, under the name 

“Z. Borgomanero & C.”. 

After only one year of operation, 

the weaving mill already boasted

40 mechanical looms and 44

workers.

1907 

Giovanni Albini participated in the

founding of the Industrialists’ 

Association of Bergamo, 

composed primarily of companies 

in the textile sector.

1919

His children, Riccardo and Silvio,

respectively inherited the spinning

mill, Industrie Riunite Filati, and the 

weaving mill, which took the name 

of “Dr. Silvio Albini & C.”. 

H I S T O R Y

G I O VA N N I  A L B I N I
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2009-2010 

In 2009 Mediterranean Textile

weaving mill became operative 

in Egypt, the place of origin 

of the best cotton in the world. 

The following year, in the same

location, Delta Dyeing, 

the new dyeing plant for yarns, 

was inaugurated. In 2010 Albini

Group began the innovative

project of cultivation of two fields 

of cotton in Egypt called Giza 87

and Giza 45, producing some 

of the finest cottons in the world.

2011

Albini Trading Shanghai was

founded. The finished fabric

laboratory received a prestigious

accreditation from ACCREDIA 

in accordance with European 

and international standards. 

The new spinning line 

was inaugurated, designed to

produce the finest yarns at the NK

Textile facility in Ceto (BS). 

2012

Albini Group, after many years 

of constant commitment 

and significant investment 

in terms of energy savings in its

own industrial sites, has given life 

to Albini Energia. 

The new company has the

objective to protect the

ecosystem, providing guidance 

and planning sustainable 

industrial solutions with low

environmental impact.

1992 

Three historic British brands 

were acquired: Thomas Mason, 

David & John Anderson 

and Ashton Shirtings. 

This allowed for reliance 

on international brands and 

a historic archive consisting 

of over 700 volumes of fabric

samples, a real benchmark 

for product creation.

1996 

The path of vertical integration

started by the acquisition of 

the finishing plant of Brebbia (VA).

This was the first factory outside 

the historic headquarters of Albino.

2000-2006 

Manifattura di Albiate and 

Dietfurt S.r.o. (in Czech Republic)

were purchased. In 2003,

the production site in Mottola, 

an exceedingly modern facility 

for fabric preparation and weaving

was inaugurated in the province 

of Taranto. The Albini Group 

was thus starting to take shape.

2008 

Albini Group created a new Logistics

Centre in Gandino (BG) supporting

all the other facilities. Raw yarns, 

raw fabrics and finished fabrics were

stored, with an additional large space

reserved for fabric inspection,

laboratory for analysis and testing 

of finished fabrics.

The conclusion of the three years

investments plan that allowed the

renewal of the dyeing department

and the replacement of numerous

looms. Launch of the new project

Thomas Mason Accessories.

2015 

Albini, donna, a collection born in

2012 and dedicated to the female

universe, it is stating as a

fundamental part of the Group

offer, able to meet the needs 

of a classic yet modern woman, 

in a perfect balance of contrasts: 

a masculine elegance and the

femininity of precious fabrics.

2016 

Albini family celebrates the 

140th anniversary of the company

with employees, commercial 

and industrial partners. 

Creation of the Albini Academy, 

a training course for newcomers 

to create highly skilled professionals

in textile. 

2013

The Group’s new sales office, 

Albini Hong Kong, was opened 

so as to be global, but increasingly 

close to Customers. 

2014 

Opening of a new sales office 

in New York. Albini Group obtains 

the Authorised Economic

Operator certificate (AEO),

status released by the Customs

that represents an incentive 

to the international development. 
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I N T E R N A T I O N A L I S A T I O N  

A N D  D I V E R S I F I C A T I O N  O F  R I S K S

The Albini Group is an international reality with a direct export of 67% in over 80

countries around the world. The internationalisation strategy is pursued with a global

approach, but supported with investments and local attention in order to anticipate

and meet the needs of each individual market. The objective is to differentiate risk

through a distributed presence in the different currency areas and markets where

the Group operates, with a segmentation of the offer across different brands and

stylistic proposals.

The Group's commitment to Made in Italy continues to be highly appreciated and

sought after not only by the major brands, but also by end use consumers who are

increasingly aware of the values that Made in Italy fabrics represent: quality, creativity,

excellence and innovation. 
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The strategy in the main business of shirting fabrics is clear: 

-in Italy great attention is paid to Italian brands that export the products and the

values of the authentic Made in Italy; also attention is given to Customers in the

medium-high and high level concentrated in the Italian market; 

-In Europe, still considered the Group’s domestic market by its presence, the company

is conscious of still having significant room for growth and penetration in different

countries and in different segments, ranging from French luxury brands to large

Spanish retailers, to specialist shirtmakers in Northern Europe;

-In the rest of the world the Group is pursuing an ever more consolidated and stable

presence in the most attractive markets: in this regard, thanks to offices in New York,

Shanghai and Hong Kong, the Albini Group is gaining greater penetration in these

areas of the world. Noteworthy is the good performance of North America, a market

that is in great evolution, also thanks to the growth of online sales and the presence

in the field of innovative business models. Major efforts are also being made in smaller

but interesting markets, such as the Gulf Countries, some Latin American countries

and some African countries.

TURNOVER BY GEOGRAPHICAL SEGMENT

EUROPE 38,6%

OCEANIA 1,8%

MIDDLE EAST 1,1%

SOUTH AND CENTRAL AMERICA 1,0%

EAST ASIA 16,2%

ITALY 33%

AFRICA 1,5%

NORTH AMERICA 6,7%
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H U M A N  R E S O U R C E S  A N D  T R A I N I N G

The employment of the Group for the year 2016 has been well maintained in line with

the previous year; in particular in Italy it increased by 15 people. At the end of 2016, the

Albini Group consists of 1,391 employees, with staff of 25 different nationalities. The

distribution between the different companies is as follows:

Within the Group an important activity is the inclusion of young graduates: 8 new

graduates joined the firm (engineering, languages, economics, fashion design and law)

and 12 with diplomas (5 with diploma in textiles, 4 in economics and languages). Also

3 young graduates already working in the company have started attending master’s

degree programs, including 2 in the Master of Textiles and one in the Master in

Marketing and Communication at the University of Bergamo.

The average age of the Group’s employees is around 40 years, and overall, the

proportion of staff with high-level education has been further increased, exceeding

44% of the staff. 2016 saw a focus on training with the launch of “Albini Academy”,

a 220-hour course in collaboration with the Paleocapa Industrial Engineering Institute

in Bergamo, which involved 15 newcomers. The company has chosen to invest in young

workers to form highly skilled professionals in the textile industry: in fact it is difficult

in this area to find staff with in-depth education.

The course, structured with an intensive program, provided two study days per week

within working time, with a theoretical part and also laboratory experience. The didactic

has touched on many topics in the technical-productive field, without forgetting the

commercial, creative, logistic and digital skills. Visits to other industrial realities such

as Ritorcitura Rossi, the Itema Group and Prealpina Spinning were an integral part of

the training. The teaching staff consisted of teachers from the Paleocapa Institute

assisted by those from Albini Group. The great success will surely ensure continuity

of the “Albini Academy” project.

Cotonificio Albini 767

Tessitura di Mottola 120

Dietfurt 215

Mediterranean Textile 243

Delta Dyeing 23

I Cotoni di Albini 5

Albini USA 1

Albini Hong Kong 8

Albini Energia 9
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During the year, the usual training courses in the various thematic areas continued. 

Safety: with the coordination of the RSPP (Prevention and Protection Service Officer)

function, training and the raising of awareness of the various professional figures on

procedures and organisation of safety conditions continued. Precisely in this area, the

company has been pursuing a constant upgrading of plants and machinery over the

years, not only with respect to production performance, but with particular attention

to safety and ergonomics as well as the reduction of manual engagement of operations.

Personal attention is paid to improving the living conditions of workplaces, through

the constant maintenance of structures and facilities and the search for the best

conditions of air wholesomeness and microclimatic conditions. 

Language study (English - French - German - Spanish): has involved more than 55

people, through lessons in small groups, individuals and distance learning. 

Professional training: thanks to training and technical-specialist updating sessions

that involved the activity of about 50 participants.

Also renewed this year has been the collaboration with the MAFED, Master in

Fashion, Experience & Design Management of SDA Bocconi, with the Master in

Marketing Management for International Enterprise and the Master in Technology

and Processes of the Textile Supply Chain at the University of Bergamo and also the

Biella Master of Noble Fibres. New collaborations were born with the Institut Français

de la Mode in Paris and with Parsons the New School in New York.

These relationships also involve other Universities and Technical Reference Institutes,

with which the Group collaborates by offering internships for undergraduates and

graduates, promoting the knowledge of the textile world also towards the teachers of the

technical institutes in order to promote the adoption of the textile direction in young

people. Ample availability was provided by the Albini Group to the local schools with the

activation of 41 inter-curricular internships, extracurricular and work experience modules.
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I N T E G R A T E D  S U P P LY  C H A I N  

A N D  I N N O V A T I O N

The mental attitude with which the Albini Group has over time faced the challenges

of the market is to continuously innovate products, processes and service to

Customers. In particular, the products that the Albini Group offers to the market are

the result of a long research and development process that starts with a team of 35

people who each year develop 20,000 new fabrics. Every single stage of the

production of a fabric becomes an opportunity to innovate because the Albini Group

controls the entire supply chain completely.

Quality starts with the raw materials; therefore the Albini Group is constantly looking

for the best, thanks to a dedicated team that deals exclusively with the research and

selection of the most beautiful cotton and linen in the world. An expert in the Group

travels all around the world to find, and even develop, or even better to cultivate, the

right fibre for every single fabric.

This research, thanks to the contribution and the experience of I Cotoni di Albini (ICA),

has enabled the development of superfine yarns in the finest yarn counts which gave

life to highly successful fabrics that today are among the most successfully sold in the

Group. Yarns are the first ingredients of great creativity: mélange, mouliné, slub and

nepp yarns, bouclé and chenille, but also particularly innovative mixtures exclusively

realised with ICA, with noble yarns such as silk, linen, wool and cashmere.
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Another important step to innovate is the dye house that the Albini Group has

completely renovated with a recent investment of 4 million euros. Utilising state-of-

the-art technology they offer excellent colour rendering and remarkable savings of

energy resources, paying close attention to the environmental impact. Every dye

recipe is studied internally, allowing the development of new techniques and special

effects, such as délavé and two colour-dyeing.

Subsequently, innovation passes to the weaving, also renewed in 2014 with an

important investment plan which saw the installation of the most modern looms which

can handle the finest or most special yarns, even with the most complex structures.

During finishing, each fabric is embellished in touch and appearance. Albini carries

out this stage completely in Italy, where, thanks to the perfect control of processes

and the use of exclusively developed equipment, innovative aspects are obtained,

special fabrics that are soft and warm, or perhaps more crude and scratchy, silky

fabrics, flannels, fabrics that do not crease, or that are naturally elasticised without

the use of synthetic components.
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The Albini Group has also innovated in service during 2016; great efforts have been

made to reduce delivery lead times, as required by an increasingly competitive market.

The project involved several phases of the supply chain: on the one hand, the

management of the supply of special yarns has particularly improved; the

characteristics of the new, highly flexible, reliable and reactive dyeing plant at Albino

were best exploited and a first laboratory was activated at Brebbia (VA) that has

allowed immediate inspection and refinement of the finishing department's work.

The result has seen a lead time reduction of more than 10 days.

Innovation also characterised the “Bespoke” service, the cut length offer for tailors

and shirtmakers from around the world, which represents the flagship of the Albini

Group. In particular, the e-commerce platform has been renewed to make it more

functional and responsive to market needs with faster applications for placing orders

and greater communication content. Significant innovation has been brought by the

introduction of business intelligence tools that enable Customers to have a range of

support statistics for their daily work. Further development projects for the e-

commerce site are expected in the future.
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In 2016, the Albini Group's investments amounted to 5.1 million euros. During the

year, new machinery was purchased in the warping and weaving departments at the

Albino plant to improve the early stages of the weaving process in terms of flexibility,

versatility and responsiveness. The new machines came with state-of-the-art

technologies and innovative software. Part of the investments focused on the finishing

plant of Brebbia and the production sites of the Czech Republic and Egypt.

Following the move and reorganisation of I Cotoni di Albini, new combing and spinning

machinery was acquired. Work continued to improve production facilities in terms of

energy consumption and adaptation to environmental and safety regulations, also

thanks to the expertise of Albini Energia, which during the year invested in the creation

of new patents related to heat recovery from industrial plants.

Investments also focused on product areas, marketing and communication,

information systems, optimisation and streamlining of processes: an equally important

commitment to continue deliver quality and customer service standards to Clients

and Consumers who are today increasingly aware and demanding.

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 20142013

5,8

4,2
4,9

13,1

17,2

7,7
8,9

12,4

27

11

5,1 5,14,8

8,1 8

2015 2016

4,9

11,6

I N V E S T M E N T  T R E N D

(thousands Euros)

I N V E S T M E N T S  I N  2 0 1 6
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For Albini Group, the research of excellence, starting from the raw material, is an

essential part of the strategy. A team of experts travels around the world to select the

best raw materials, sometimes available in a very limited quantity. Among these:

Giza 45, the “Queen” of all Egyptian cottons. The most valued and precious Extra-long

Staple, cultivated for the first time in Egypt in 1820, had been on the verge of extinction.

During the years 2010-2012 Albini Group decided to save this precious species of

cotton and replanted. The best seeds in the world, combined with an incomparable

environment – a small area in the Nile delta – created the perfect conditions to obtain

the finest cotton.

The harvest is carried out manually in various steps, to select only the bolls with the

correct maturity. The careful cultivation and the manual harvesting avoid the use of

defoliants and chemical products. This cotton possesses a long and resistant fibre,

perfect to obtain yarns of unparalleled fineness. An average annual production of 90

bales (equal to the 0,4% of the total Egyptian cotton production), that the Albini Group

transforms in the most precious shirting fabrics.

Giza 87, white, brilliant and silky. Cultivated exclusively in the particular climatic

conditions in the fertile region of the Nile delta, the fibres of Giza 87 present

extraordinary and unique characteristics; the staple is notably long and resistant. Giza

87 is one of the brightest cottons among the Egyptian Extra-Long Staple and this

allows the creation of extremely luminous fabrics and guarantees particularly brilliant

whites. The fabrics made with Giza 87 cotton do not degrade over time, on the contrary,

through numerous washes, the softness and the freshness further increase.

R A W  M A T E R I A L S

Linen 
Normandy

Corcoran
Supima 

California

Sea Island Cotton
Barbados

Egyptian Cotton
Giza 45
Giza 87
Kafr El Sheikh

Organic Cotton 
Israel*

*
**

* *Albino
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Sea Island, the cotton with the longest staple in the world. Sea Island is one of the most

ancient and precious species, discovered at the beginning of 1700 in the West Indies.

Today, in Barbados, Antigua and Jamaica, real paradise climate areas – only 130 bales

of this extraordinary cotton are produced, and Albini Group owns the 100% of the

Barbados production, equal to just 70 bales, thanks to a partnership with ECCI Cotton

(association formed by small local farmers and supported by the Ministry of

Agriculture of the island).

The low temperature range between day and night ensures that the cotton does not

suffer from thermal shock. Harvesting, by hand, is carried out with the utmost

attention to not spoil that which nature has created. The organisation responsible

WISICA (West Indian Sea Island Cotton Association) inspects every kilo of cotton

produced locally and issues the Certificate of Authenticity for the yarns marked SEA

ISLAND. The remarkable staple length allows the production of a resistant and

homogeneous yarn, that guarantees brightness, body to the fabric and a silky touch,

even after numerous washes.
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Corcoran, the exclusive selection of American Supima (Superior Pima) by Albini Group.

Supima is a cotton with a long and fine fibre, cultivated mainly in California and suitable

for the production of white fabrics and for the enhancement of colours. Corcoran is

the name of a particular Supima selected by Albini Group that represents only the 1%

of the local production. Its length, resistance and fineness are higher than the standard.

The Supima Association controls and guarantees the provenance of each fabric

bearing the Supima brand.

Organic cotton, for its production systems of organic cultivation must be used, which

do not involve the use of pesticides, insecticides, chemical fertilizers and GMO seeds.

This cultivation process is made possible by the introduction of predatory insects in

the plantations, which replace chemical insecticides, the manual removal of weeds,

which avoids the use of chemical herbicides and use of 100% natural fertilizers. In this

way the aquifers are not impacted in any way.

The organic cotton farming also minimizes water consumption, taking advantage of

the crop rotation technique, which makes the soil more fertile and therefore less in

need of water.
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Linen, natural, elegant, European. The secret of the finest linen shirting fabric in the

world is hidden in a beautiful light blue flower. Quality is the result of a combination

of three factors: the availability of appropriate land, favourable climate, and the

extraordinary knowledge of the linen growers. Linen is sustainable: linen growers from

Normandy have a know-how that has passed on for generations and contributes to

the economic and social wellbeing of the growing areas. Albini Group chooses the

linen from Terre de Lin, the biggest European linen cooperative.

Linen is also eco-friendly: it produces no waste since all the parts are used and doesn’t

need a big amount of pesticides. The nature, the composition and the architecture of

the fibres give linen exceptional properties: maximum resistance, high capability of

humidity absorption, faster elimination of heat, hypoallergenic.
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I  C O T O N I  D I  A L B I N I

During 2016 ICA (I Cotoni di Albini), the Group company engaged in the research

and development in raw materials and yarns, concluded with a turnover of 19.9 million

euro, an increase of 14.37 % compared to the previous year, subdivided into 76% Italy

and 24% abroad. This extremely positive result has surely been the outcome of the

reorganisation that took place during the year. The year commenced with the transfer

of spinning machinery from Ceto (BS) to the new production site of Mornico al Serio

(BG), streamlining both the spaces and production, thus enabling only the most

technologically advanced machinery to be selected.

The purpose of this reorganisation has been to make the production more flexible and

fast to respond quickly to market needs which are constantly requiring ever more

diversified products, smaller production lots and reduced lead time. This displacement

has also enabled the possibility to produce different types of products simultaneously,

so each spinner can then work autonomously. Another key milestone achieved was

the 50% reduction in delivery lead times. The principal markets of reference remain

mainly European, in particular Austria, Switzerland, Germany, Spain, Portugal and

England; whilst outside of Europe, Turkey and Japan were strategically successful.

The Customers of reference all belong to the highest end of the market, but differ

greatly from the business model perspective (from large retailers, to small specialised

brands) and from the sectors of industry (from knitwear to hosiery, as well as home

textiles and furnishing fabrics). Product innovations are absolutely fundamental:

innovative or unusual mixes, an extremely wide range of yarn counts (from 12/1 to

140/1), close collaboration with the machinery makers and with the Customers,

moreover an extensive internal research.

The products on the market are located in the high end and are divided into three

main categories: one part of 100% fine cotton yarn in fine and superfine yarn counts,

a part of yarn made of cellulosic fibres (micro Modal, micro Tencel) in fine yarn counts,

and finally a part of specialised yarns which are obtained from intimate compositions,

depending on the case, of cotton, linen, silk, cashmere, vicuña, micro Modal and micro

Tencel, to create unique and very high end products intended for different sectors.

For selected Customers, the ICA product team is offering an exclusive yarn

development service. All of these factors have been fundamental to achieving the

2016 results and keeping in view the ambitious goals for the near future.
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B R A N D S

The seasonal fabric offer of the Group consists today of thousands of different

design variations, developed into 5 distinct brands, able to meet the specific needs

of each market:

Albini 1876

From classical to informal, sportive sophisticated to fashion and trendy, 

Albini represents the true creativity and Italian elegance.

Albini, donna

An innovative collection dedicated to the feminine world, designed 

for a sophisticated and intriguing woman, in a perfect balance of contrasts: 

the elegance of tailoring and the femininity of precious fabrics.

Thomas Mason

British inspired, with a touch of eccentricity, Thomas Mason collection 

is characterized by double twisted fabrics, crafted using only the finest yarns 

from the extra-long staple Egyptian cotton.

David & John Anderson

Synonymous with excellence, featuring fabrics with some of the highest counts 

of the best raw materials: Egyptian Giza 45 cotton, Sea Island cotton 

and Normandy linen.

Albiate 1830

A researched collection of sports bases, prints, jacquard and denim 

for a young, dynamic and an informal proposal.

Two other important services support the seasonal collections: the service programmes

offer a wide choice of products continuously in stock. Furthermore, the exclusive

designs which are specifically developed by the design teams of the Group, in

collaboration with individual Customers.
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In 2016, the Group has taken the decision to make the Albini logo more coherent

with the proposal of the fabrics, changing over from the use of the company’s

corporate name, towards the actual connotation of a fashion trend-setter brand

expressing Italian style: from Cotonificio Albini to just Albini 1876.

The Collection for Spring / Summer 2017 has presented new lightweight, unusual and

contemporary fabrics. In the colour tones, white and neutral colours have been

developed, pastel shades in full colour or in mélange, blue on blue developed through

all the shades, primary colours, military, spice tones, intense colours to create a

modern collection which enhances the quality of Made in Italy.

Most important has been the creativity in yarns and structures: fabrics with three-

dimensional aspects, made with bouclé yarns, fil-coupé processing and small dobby

effects. A wide proposal of printed fabrics was proposed, with small designs of vaguely

retro taste. To these were added the linen, which crosses all the themes and styles. 

The Autumn-Winter 2017-18 collection was organised in three wide themes: Formal,

Contemporary and Leisure. The “Formal” fabrics are dedicated to specialised shirtmakers

and all the world of Made to Measure, to create classic shirts reinterpreted for refined and

modern tailoring, where the importance of structures and attention to research is evident.

The “Contemporary” fabrics are ideal for creating modern shirts, and are embellished

with special yarns. Mélange is the undisputed protagonist, alongside light weight flannels. 

The “Leisure” fabrics are characterised by a high level of research and are mainly made

with special yarns to give life to linen, flannels, velvet and wool blends, also the most

important weights.



33

A collection rich in content, approaching the feminine world, from classical elegance

and boldness intertwined with more contemporary femininity. For the Spring/Summer

2017, the collection provided for the return of the typically masculine DNA shirt to

the women's wardrobe with fancy-colour-woven fabrics that showed the stripes in

soft tones as a protagonist, to which was added a nautical concept that enhanced the

two-tone stripes in all sizes. The collection has given ample space to white and plain

fabrics (yarn-dyed or piece-dyed) in pastel colours typical of summer, together with

blue and navy.

The prints have been developed on both lightweight bases and on the heavier weights,

also suitable for dresses. The Autumn/Winter 2017-18 collection respected again the

DNA of Albini Group, paying attention to a careful selection of the most valuable raw

materials and a manufacturing tradition of excellence combined with Italian creativity.

A rich collection in terms of content, featuring a variety of themes, starting from the

white shirt, unavoidable in every female wardrobe, and including also fabrics in soft

colours such as purple and beige.

The proposal of fil coupé and jacquard was important for creating elegant designs, lace

effects, flowers and ramage. The world of printed fabrics became increasingly special

thanks to flocked prints, bronze and silver prints and those of corrosion. A part of the

most experimental collection included nepp and bouclé yarns, also in wool to create

unusual false plain effects and subtle stripes, and the most elegant flannel fabrics were

made of yarns that contain small touches of light in the weft with gold and silver threads.

Albini Donna fabrics on Ermanno Scervino catwalk
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Thomas Mason for the Spring/Summer 2017 proposed a collection of great finesse,

comprising of fabrics to be touched, always with a soft, pleasing hand-feel. The stripes

of great class, clean and bold, were developed in all their facets. A great novelty in the

collection were the printed fabrics: for the first time in the Thomas Mason collection

including floral prints on two-fold cotton fabrics with very special and modern colour

combinations. Different inspirations traversed the collection to enhance the texture

and colour.

The sporty colours were designed and developed on lightweight base qualities, also on

heavier bases, which transformed the fabric to the ideal base to create over-shirts and

tunics of great modernity and trendsetting. 

The Autumn/Winter 2017-18 collection was synonymous with uniqueness, that is the

highest excellence of ultra-precious and elegant yarns in sophisticated colouration.

A collection in which, even in the coolest season, there was no colour lacking in a

combination of sought after tones and mélange shades that enhanced the concept

of colour combined with the preciousness of the fabrics.

The Thomas Mason collection also included a section of more casual and sporty fabrics,

always of high end: two-fold fabrics and precious bases in pure Egyptian cotton or

cotton and cashmere blends. Thomas Mason enriched the ready service programme

offer by introducing the expanded Journey collection, innovative Made in Italy fabrics

that are extremely resistant to creasing. These fabrics are ideal for those looking for a

cool and perfect shirt, even after wearing it from morning to evening or packing it in

a suitcase. Thanks to a special finishing, the Journey fabric keeps an orderly look,

without the need for specific care.
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Albiate 1830 presented the Spring/Summer 2017 collection featuring on three

macro-themes: Denim, Jacquard and Sport, all crossed by the colours and spirit of

Miami. Plains were ever-important in the denim section, whether two-fold, developed

from the lightest to heavier weights, sometimes enriched with the use of cotton yarn

and linen and délave linen. Interesting was the proposal of prints inspired by the world

of the necktie. Absolute innovative was a line of denim fabrics Made in Japan, where

Albiate 1830 has selected some unique denim selvedge variants.

The Sport was characterised by mixed cotton/wool fabrics and lightweight linen with

fancy stripes and checks, blue and khaki tones combined with brown and green. Of

much value was the retro print collection. Tencel yarn reinterpreted the tartan in its

more classic colours. The Jacquards were comprised of fabrics in cotton/wool blend

and linen developed with large flowers and leaf designs in blue and red tones, not to

miss the developments in fil-coupé effects and the fabrics in vintage neutrals. 

For the Autumn/Winter 2017-18 the collection was traversed by different inspirations.

In the Denim, the great search for the stylists of the brand has led to the creation of

innovative plains made with special yarns, thanks to the use of Tencel/wool blends for newer

warm handle bases; greige and neppy yarns created more fashionable and rustic fabrics. 

In the Sport, there was a three-dimensional proposal in black & white with structures,

shades and checks. The flannels were made in soft colours, but also in macro check in

red and black tones. Jacquards were characterised by the use of wool yarns and fil

coupé techniques. The designs ranged from the most classic to large camouflage

through to floral fantasies.
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In 2016 Albini Group continued to build its “Bespoke” project with the objective of

becoming the leader in this sector and to serve the best tailors and shirtmakers in the

world in an always more efficient way.

The Bespoke service comprises two distinct lines: Thomas Mason Bespoke and Albini

Su Misura.

The business is growing steadily, confirming the importance of providing a dedicated

service to tailors and bespoke specialists, with fast turnaround times and a particularly

wide range of products delivered in 24/48 hours of placing the order. 

The entire Bespoke offer is also available via an e-commerce platform where tailors

can directly place their orders online. Orders are placed from over 80 countries and

today most of the orders arrive through the digital channel. Confirming the

increasingly international disposition of the project, the acquisition of our Hong Kong

distributor and stock, made in 2014, is giving good satisfaction to respond effectively

and promptly to the needs of the Eastern markets. In addition, new partnerships were

created in Canada, United States and South America. Thomas Mason Bespoke and

Albini Su Misura are valuable partners for the world’s best tailors, and the exponential

growth seen from the project’s set-up to the present continues.

L E A D E R  I N  T H E  W O R L D  O F  

“ M A D E  T O  M E A S U R E ”
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Research on designs and materials to create unconventional garments: a unique

creative concept that translates into neckties, bow ties and pocket handkerchiefs,

made of cotton, linen, jersey, silk, flannels and wool, to be worn naturally, for easy and

unusual accessorising, made with precious fabrics and all strictly handmade.

This was the creative principle of Thomas Mason Accessories, a project launched in

2014 by Albini Group, with the intent to enhance and reinforce the awareness of the

Thomas Mason brand whilst filling a gap in the offer of informal accessories in the

masculine world.

Starting from the accessory, the line is being enriched with new categories, like colourful

scarves and cravats and a collection of men’s beachwear in 100% Egyptian cotton.

Products result from meticulous stylistic research combined with a unique and creative

approach and the inimitable quality of materials, exclusively “haut de gamme” from

the authentically British brand of the Albini Group.

An evolving project that wants to bring the Thomas Mason brand in the most beautiful

multibrand stores in the world, with a focus on three important markets: Italy, Japan

and the United States.

T H O M A S  M A S O N  A C C E S S O R I E S
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For a company of the Made in Italy with a long history and a product of excellence it

is important to be able to effectively communicate these values and distinctive

elements to all of the stakeholders. To achieve this goal, the Albini Group continues

to invest in marketing and communications targeted at its Clients as well as to convey

knowledge to the final end-use consumer about the excellent content of their

products. 2016, in particular, has been a busy year of activity that marked the

celebration of the 140th anniversary of Albini and numerous related activities.

First of all, the collaboration with Elisa Sednaoui, a beautiful top model and actress,

chosen by the Albini family as the special patron of their anniversary, for her affinity

with the fashion world and her link with Egypt, but also for her great values,

synonymous with a beauty that goes far beyond pure aesthetics. The top model, born

of an Egyptian father and an Italian mother, is today mainly a social entrepreneur and

dedicates much of her time to the Elisa Sednaoui Foundation (ESF), which has a

headquarters in Luxor and an Italian headquarters in Bra. The ESF project - supported

and backed by the Albini family - organises and develops educational programs

designed to stimulate the creativity of children, to give young people the chance to

realise their dreams by engaging their mental openness.

Silvio Albini with Luis Sans, proprietor of the boutique Santa Eulalia in Barcelona

M A R K E T I N G  &  G L O B A L  C O M M U N I C A T I O N
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Elisa Sednaoui participated in the unique special event organised in September to

celebrate the Albini anniversary. Over 600 guests from the world of fashion, business

and institutions celebrated with the Albini family in Milan at Palazzo Clerici. October

saw a further evening dedicated to employees and family members comprising over

1000 people. The employees presented the Albini family with a splendid heddle

decorated with 140 handmade flowers, representing the years of Albini's history.

A specially designed advertising page celebrated the 140th anniversary with a real work

of art, a 2-metre creation entirely made by hand using Albini cotton. The artwork

became both the visual and message of the press campaign planned in national and

international magazines and newspapers such as Style, GQ and Monocle. Particularly

interesting was the initiative of Corriere della Sera, an important Italian newspaper,

founded, as Albini, in 1876, who for the occasion published online the editorial “Born

with the shirt” referring to the most important head journalists.

The heddle presented to the Albini family and the advertising page
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In 2016, an event in collaboration with CELC (European Flax and Hemp

Confederation) was organised in New York at the prestigious Parsons The New School

for Design, this event focused on linen and was named Linen 2.0. The event was

structured with an exhibition and a lecture addressed to students and journalists to

engage the participants in an ideal trip to Normandy, home to the finest linen in the

world, through to the finest fabrics of the Albini Group. 

Also in 2016 various co-branding activities and joint communications projects were

promoted with the most important international fashion brands in a win-win alliance.

Among these projects were numerous personalised creations of books and dedicated

marketing tools. The ingredient branding activity is continually growing, with the aim of

supporting the Customer directly through educating the final end-use consumer to the

quality of the fabrics used in the finished garment, through pendants and labels that

highlight and underline the value of the product. Customer visits to the Albini

establishments and Customer training activities around the world have also intensified,

which are an important way to convey the values and the way in which the Group operates.
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One 2016 project was shared with the Client Xacus who has recently celebrated 60

years of business. From this double anniversary was born the project 200 yrs Xacus +

Albini, a limited edition white shirt made with the precious Sea Island Cotton of Barbados

(exclusive to Albini Group), which was combined with a project with the IUAV University

of Venice within the degree course of Fashion Design that, by supporting young

designers, will lead to a new interpretation of the structural elements and fabric materials.

Another interesting initiative, this time in Spanish territory, was organised in

collaboration with Santa Eulalia, a historic boutique in Barcelona with a great heritage

in tailoring. The event was dedicated to Made to Measure, to raise the awareness of

the high quality of Albini fabrics and to reveal all the secrets of a bespoke shirt.

Strengthening investment in digital communication continues to grow. Social media

communication content such as YouTube, Facebook and Instagram has been

continuously promoted to create more and more involvement with the final end-use

consumers. All of these efforts have led to a strengthening of brand awareness of the

Group brands, a value and an asset that is increasingly important to the company. 
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Since 1876 the commitment of Albini Group has been to offer Customers the most

beautiful shirting fabrics in the world, while protecting the environment and safety,

contributing to the welfare of employees and the communities in which it operates.

Quality, clarity and transparency are the values that define and represent the way of

working of the Group. Thanks to continuous investments, industrial growth and local

roots, every year economic value for our stakeholders is produced. The attachment to

territory is part of the strategy: often going against the tide, the Group decided to retain

most of the production in Italy, maintaining the manufacturing tradition, which is

characterised by craftsmanship and quality. With the conviction that the know-how of

the workforce represents an hallmark all over the world and although Albini Group has

been present in the Bergamo area for more than 100 years, this didn’t stop the firm

from following its International vocation. The company is a point of reference for the

land in which operates. In collaboration with the municipalities and the main territorial

organisations, the Group supports projects within the community and for young people.

Transparency and clarity are the basis of the work. The Group collaborates with its

Customers to ensure that the fabrics comply with the standards and regulations

imposed, with the objective of improving quality and strengthening the safety

requirements. In particular we keep under control the levels of PH, formaldehyde and

colour solidity and we are constantly working to ensure the absence of carcinogenic

aromatic amines listed in the schedules of the standards GB 18401 and REACH (the

European Union standard adopted to improve protection of human health and the

environment from the risks of chemicals).

The Customers have the opportunity to visit the production facilities, verifying

personally the attention and care with which the fabrics are produced. Albini Group

offers them customised training courses sharing experience and knowledge in textile

production processes. For many years it has pursued a strategy of vertical integration.

Thanks to the full control of all stages of the production chain, Albini Group is able to

guarantee Customers the traceability of each fabric. In all the processes the Group

pays attention to water and energy saving, trying also to reduce the use of chemicals,

with the objective to decrease the impact of production processes on the

environment. Albini Group is certified OEKO-TEX Standard 100, control system that

certifies the absence of content considered toxic in raw materials, both semi-finished

and finished products at all stages of processing.

Protection of the land, the use of production processes with a low environmental impact,

the exploitation of alternative energy sources are some of the objectives the Group

has pursued over the years which allow important economic savings to be obtained.

The experience related to alternative energy sources has allowed the Group to install in

S U S TA I N A B I L I T Y:  

A  G L O B A L  A P P R O A C H
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AVERAGE OF ANNUAL 
SAVINGS
2300 TOE saved
8 million kWh of electricity
6000 tonnes of CO2
1.3 million Sm3 of methane

DYEING PLANT

Replacement of existing equipment
with higher performance machines

Installation of inverter pumps 

Installation of heat exchangers 
for the recovery of thermal energy
from the waste water

-20% of water consumption
-20% of chemicals used
-20% of electric power
-20% of thermal power

PREPARATION

Replacement of the 
air conditioning systems

Replacement of the lighting system

-30% of electric power

WEAVING

Renewal of the central air-conditioning
-30% of electric power

Replacement of the lighting system
-50% of electric power

Installation of a system 
for the cooling of looms
Decrease of heat load of the weaving

QUALITY CONTROL

Replacement 
of the lighting system

-50% of electric power
-50% of economic savings

FINISHING

Waste water of machines treated 
by purifier

Installation of inverters

Installation of exchangers 
for the recovery of thermal energy
from the waste water

1000 TOE saved

(Data obtained as a result of the individual interventions)

S AV I N G S  O B TA I N E D  T H RO U G H O U T  T H E  P RO D U C T I O N  P RO C E S S

its factories, seven renewable energy plants with the objectives of reducing the

consumption of purchased energy from the national grid and to produce clean energy

to market directly on the electricity network, thus reducing emissions of fossil fuel and

the consequent environmental impact.

At the industrial sites the Group has installed three photovoltaic plants, three

hydroelectric plants and a wind farm, for a total investment in renewable energy

installations of more than 3 million Euros. Moreover in our factories we have achieved

energy efficiency actions that allow us to annually save more than 2.300 tonnes of oil

equivalent, protecting the environment and reducing energy consumption with huge

economic savings. To improve the energy efficiency the Group invested 3 million Euros.

Thanks to the focus on reducing energy consumption and on the renewal of the

industrial plants, Albini Group was able to contain CO2 emissions and water

consumption, despite growth of production. In particular, the refurbishment of the

department of yarn dyeing, with the installation of modern machinery, has enabled a

reduction of approximately 20% of the consumption of water and chemicals used.

Sustainability for the Group represents the starting point for the creation of shared

values that result in growth path and a better quality of life for future generations.
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Protecting the environment, improving production quality standards and using

processes that reduce interactions with the ecosystem, whilst using energy resources

and raw materials efficiently, are targets that Albini Group has pursued over the years

and that became a reality in 2011 with the constitution of Albini Energia. Born from

the great experience gained in the technical and industrial field within the Group,

Albini Energia promotes environmental sustainability through the pursuit of efficiency

and energy saving. Albini Energia is a certified Energy Services Company (ESCO)

that is responsible for implementing and managing energy efficiency improvement

measures. With the aim of protecting the ecosystem, delivering its commitment and

attention to sustainability, Albini Energia offers consulting and designing low

environmental impact industrial solutions that allow TOE (tonnes of oil equivalent)

and the obtaining of TEE (energy efficiency titles).

During the course of 2016, Albini Energia has consolidated its range of services.

Consulting Services:

Provision of energy diagnosis, in accordance with European Directive 2012/27 /EU

(transposed by Legislative Decree No. 102 of 4 July 2014) which obliges large

companies and energy companies to carry out an audit every four years. The energy

diagnoses proposed by Albini Energia include an examination of the consumption

profile and an analysis of investments over the entire plant life cycle. 

Realisation of feasibility studies with technical-economic analysis and choice of the

most advantageous solutions for energy efficiency and economic convenience. 

Also monitoring and verification of energy and performance consumption, with

periodic reports for comparison between consumption and savings. 

Presentation of instruments of incentive/facilitation to those which are accessible.
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Engineering Services: 

Engineering design and installation of systems with the integration of solutions that

ensure energy efficiency. 

Architectural design of buildings and plants.

Design of mechanical and electrical engineering. 

Design and customisation of automation systems for controlling production processes

or installations. The automation provided can include both process control (PLC) and

its supervision (SCADA). The systems offered are designed to ensure ease of use and

customer autonomy, which has the ability to monitor and graph a large number of

process variables, as well as to modify the settings in a very intuitive way. Automation

sends mail, sms or phone calls in case of anomalies, so that the maintenance of the

maintainers is timely. 

Plant Design: 

Energy enhancement of the industrial realities of customers companies, designing

and implementing plants for the reduction of thermal and electrical consumption.

In particular, Albini Energia has patented heat exchangers for continuous and multi-

line lines and batch machines, capable of recovering heat from the hot water of

process machines. Thanks to an automatic cleaning system, these exchangers are able

to remove the impurities present in the waste water, thus guaranteeing thermal

exchange efficiency over 85% which remains constant over time. Albini Energia has

developed its own know-how also in the field of water purification through the creation

of innovative plants that optimise the waste water cycle to reduce the consumption

of water and chemicals, reducing the environmental impact and saving energy. Albini

Energia is also able to design systems for the management of water circuits (hard or

soft, cold or hot), steam (handling of cascading boilers) and air (produced by

compressors or spinning and weaving) as well as emptying and clearing water

treatment systems. 

Design and engineering of plant solutions that ensure efficiency in generation,

distribution and use of thermo carrier fluids with the consequent reduction in energy

consumption. 

Funding for investment in new facilities at clients establishments, proposing the new

Energy Performance Contract (EPC) tool. 

Verification of the compliance of the equipment and equipment with the legislation

and regulations in force. 

Demand for White Certificates (TEEs) of customers at GSE and Management of

sales on the market.

ALBINI ENERGIA

IN FIGURES 

TOE (Tonnes of oil 

equivalent) Saved: 

3.500 

TEE (Energy efficiency 

titles) 

Obtained: 

11.200 = 1.000.000 €

Electricity savings:

3.900.000 kWh =

600.000 €

Methane savings:

3.4000.000 Sm3 =

800.000 €

Annual average 

considering the sum 

of Albini Energia

customers


