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70 % 8 %

% on 9M22 REVENUES

Aquafil is Market Leader in Nylon

Carpet yarn

Å Contract
Å Residential
Å Automotive

Textile yarn

Å Apparel
Å Swimwear
Å Sportwear

Polymers

Å Industrial 
Molding71% 20% 9%



% on 9M22 REVENUES

And Market Leader Worldwide

USA Europe Asia Pacific
29% 55% 16%
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From Family Business To Global 
Sustainability Champion

20 Plants, 9 Countries on 3 Continents

Ca. 2,800 Employees

ϵ рнфΣф aƛƭƭƛƻƴ of Revenues for 9M22

ϵ тоΣн Million EBITDA 9M22

43,5% ECONYL®fiber turnover
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ITALY

Arco (TN)

Aquafil (Headquarter)

Cares (TN)
Rovereto (TN)
Tessilquattro

USA

Cartersville(Georgia)

Aquafil USA 1

Phoenix (Arizona)
Aquafil Carpet Recycling

ACR#1
Aquafil Carpet Collection  

ACC

Anaheim (California)
Aquafil Carpet Collection

ChulaVista (California)
Aquafil Carpet Collection

Miramar (California)
Aquafil Carpet Collection

Rutherford College 
(North Carolina)
AquafilhΩaŀǊŀ

UK

Kilbirnie

Aquafil UK

SLOVENIA

Ljubljana

AquafilSLO

{ŜƴƻȌŜőŜ
AquafilSLO{ŜƴƻȌŜőŜ

Celje
AquafilSLOCelje - Teharje

!ƧŘƻǾǑőƛƴŀ
AquafilSLO!ƧŘƻǾǑőƛƴŀ

CROATIA

Oroslavje

Aquafil CRO

THAILAND

Rayong

Aquafil Asia Pacific

JAPAN
Tokyo

Aquafil Japan

CHINA
Jiaxing

Aquafil Jiaxing

CHILE
Santiago 

AquafilChile

Aquafil Group
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At Aquafil , we design better to do better .
We are conscious innovators .
We think as beginners and act as pioneers to provide unique products and 
services that leverage performance and reduce the impact on a global scale.

We are thoughtful listeners .

We step out of our comfort zone to set new standards
through empathy and collaboration , inside and outside .

We are down -to -earth visionaries .
We envision the goal of a sustainable future to achieve it , driven by the 
responsibility to change the world one choice at a time.

To come full circle and create our story.

Aquafil Brand Manifesto - Our Vision



Leading the Circular Economy Revolution

- Source: El len MacArthur Foundat ion 

Linear
Economy

Recycling
Economy

Circular
Economy

Our path to circularity began in 1990, when the Group started 
recovering Ɇlactamic waters ɇ produced during the polymerisation 
process. Since then, we have invested time and money to Ɇclose the 
loopɇ through cutting-edge technologies . The biggest turning point 
was the adoption of a ɆLife Cycleɇ approach. This led to the creation of 
our ECONYL® Regeneration System.

Aquafil change drivers are
Å Increasing volatility related to crucial raw materials both in term of 

availability and prices
Å Production process wastes management
Å Growing attention versus an Ɇenvironmentalɇ frame in the value 

chain and among stakeholders
Å Clients sharing the same vision
Å Many different regulators increasing focus to environmental 

laws all across Group presence countries 
Å First steps versus Extended Production Responsibility (ɆEPRɇ)   
Å Civil society growing sensitiveness 

Eco-Design is next crucial step, from the Ɇraw materialȾproduct Ⱦwasteɇ 
linear model to the Ɇclosing the loopɇ paradigm. Products build with raw 
materials which will become raw materials by themselves 
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Company Strengths

A successful Business 
Model. Proprietary 

technology with 
continuous R&D 

innovation. Manufacturing 
and operational excellence 

focused on high 
end segments.

Glocal.
A Global Company 

with
local productions.

Pioneer of Circularity 
with the ECONYL® 

Regeneration System, 
producing sustainable 

fibers and polymers from 
nylon 6 waste. 

Around 43,5% of fiber 
turnover.



Å ECONYL®nylon is 100% coming 
from waste. No fossil oil used!

Å It has the same quality and 
performance as standard nylon. 
Infinitely regenerable!

Å Unique proprietary technology.
Å In the past years, its growth rate 

has been on average more than 2.5 
higher than traditional fibres .

Å Global warming potential 
reduced up to 90% if compared 
with traditional oil -based raw 
material.

ECONYL®Regeneration 
System
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ECONYL ® : Our Source Of (Sustainable) Competitive Advantage



WASTE IN

ECONYL® nylon is made 
from waste otherwise 
destined for the landfill



NO WASTE OUT



Our Main 2025 
Enviromental Targets

60% Of Revenues Generated By 
Fibers From ECONYL® Branded 

Products

35,000 Tons Of Post consumer 
Waste Collected Annually

Water Consumption Reduced By 
30% Compared To 2018
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Our path to Sustainability RETHINKING PRODUCTS IN A 
CIRCULAR PERSPECTIVE

Innovating products to make them more 
and more circular, giving new life to waste 
materials, in an infinite cycle.

PROTECTING THE 
ENVIRONMENT

Producing consciously and 
responsibly, pursuing continuos 
improvement and excellence in 
every aspetc.

ATTENTION TO THE 
WELL-BEING OF PEOPLE

People who, with 
commitment and passion, 
are the foundation of the 
Group.

SHARED RESPONSIBILITY 
ALONG THE SUPPLY CHAIN

Collaborate with suppliers 
and customers to bring about 

change and environmental 
sustainability in the entire 

sector.

SUPPORT LOCAL 
COMMUNITIES

Grow in harmony with local 
communities, promoting a 
prosperous and respectful 

development of their territory.

Since 2008, we have formalized our commitment in our ECO PLEDGE®, 
a set of five principles that guide and inspire all the work of the Group.



Our Top 2021 Achievements
Aquafil is a top Italian 

Circular Economy 
excellence according to 
Symbola and EnelɃs 
report, Ɇ100 Italian 
Circular Economy 

Storiesɇ. 

Sustainalytics considers 
the companyɃs 

management of ESG 
material risk as strong. We 
improved our ESG ranking 
going from 56th to 32nd 

out of 176 textile 
companies .

After joining the 
Ellen McArthur 
Foundation in 

2020, our Group 
joined the 
Plastics 

Recyclers 
Europe 

association .

Aquafil contributes to 12 SDGs

ESG goals

ɋ 64% reduction in 
Scope 1 + Scope 2 
emissions in 5 years 
ɋ 100% of electricity 
coming from renewable 
resources 
ɋ 25% reduction in water 
consumption in 5 years 
ɋ 90% of waste 
recovered (recycling and 
energy recovery) 
ɋ Cradle to Cradle 
Material Health Gold & 
Silver certification for 
our ECONYL® products

ɋ 100% increase in the 
number of female 
executives in 2 years 
ɋ 92% increase in hours 
of training delivered vs 
2020
ɋ 2x welfare budget vs 
2020

ɋ Approval of a new 
remuneration policy 
ɋ Approval of a new 
engagement policy 
ɋ Acquisition of 3 more 
ISO 50001 (Energy 
management) and 4 
more SA8000 (Social 
Responsibility) 
certifications in our 
Slovenian facilities 
during 2021.

4 Quality Education

5 Gender Equaty

6 Clean Water and Sanitation

7 Affordable & Clean Energy

8 Decent Work & Economic 
Growth

9 Industry, Innovation & 
Infrastructure

10 Reduced Inequalities

11 Sustainable Cities & 
Communuties

12 Responsible Consumption 
& Production

13 Climate Action

14 Life Below Water

15 Life on Land



Financial Results



9M22 ςKey Message

9M22 General Results 

Sharply increasing compared to 9M21
Å Revenues+26,4% vs 9M21
Å EBITDA+23% vs 9M21

ECONYL® Branded Products

Å Revenuesup by 64,5% vs 9M21
Å 43,5% of revenues generated by fibers 

Aquafil Chile incorporated 
to expand procurement 

capacity
of raw materials for the 

ECONYL® process.

Benefit company Bluloop
S.r.L. Incorporated to sell 

ECONYL® branded 
products directly online.



9M22 ςKey Message

Revenues

9M

% on Revenues

3Q

% on Revenues

2022 2021 ɲ%

529,9 419,3 26,4%

178,9 144,6 23,7%

EBITDA

2022 2021 ɲ%

73,2 59,6 22,9%

13,8% 14,2%

21,7 20,2 7,2%

12,1% 14,0%

Net profit

2022 2021 ɲ%

26,1 14,3 83,3%

4,9% 3,4%

8,5 5,3 58,3%

4,7% 3,7%

NFP

30.09.22 31.12.21 ɲ%

(231,5) (179,3) -29,1%

Higher to 9M21 thanks to
Åbetter sales mix also 

thanks to ECONYL® 
products increase
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USA
ÅBest macro area

EMEA
ÅLower demand

Strong increase
driven by
ÅEBIT improvement
ÅLower financial costs

Higher of 29,1% vs Dec21

NFP/EBITDA LTM
2,49

On 31th December 2021
2,70

On 30th September 2022



Breakdown by Product Line
Revenues

9M

3Q

2022 2021

CARPET YARN TEXTILE YARN POLYMERS

70,8% 64,1%

20,5%
21,3%

8,6% 14,6%

74,2%
63,0%

17,4%
21,5%

8,4% 15,5%



55,3% 60,8%

29,1% 22,0%

15,6% 17,2%

Breakdown by Area
Revenues

9M

3Q

2022 2021

EMEA USA ASIA & OCEANIA

49,6%
60,7%

33,5%
23,5%

16,9% 15,8%



43,5% 35,9%

56,5% 64,1%

ECONYL® regenerated nylon
Revenues

9M

3Q

2022 2021

OTHER FIBERS ECONYL ® NYLON

Strong growth +65% vs 9M21 due to 
price increase and higher quantities 
driven by:

Å BCF fiber: higher demand in 
contract sector

Å NTF: higher demand from 
fashion brands

45,8%
37,3%

54,2%
62,7%



P&L ȾKPI

Revenues

2022 2021 Ɵ%

529,9 419,3 26,4%

EBITDA 73,2 59,6 22,9%
13,8% 14,2%

9M

2022 2021 Ɵ%

178,9 144,6 23,7%

3Q

21,7 20,2 7,2%
12,1% 14,0%% on net Sales

EBIT 32,4 22,3 45,1%
6,1% 5,3%

7,9 8,3 -5,1%
4,4% 5,7%% on net Sales

33,0 18,0 83,6%
6,2% 4,3%

8,9 7,0 26,8%
4,9% 4,8%EBT

% on net Sales

26,1 14,3 83,3%
4,9% 3,4%

8,5 5,3 58,3%
4,7% 3,7%NET RESULT

% on net Sales
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231,5

179,3

NFP ȾNFP on EBITDA

RATIO

Å NFP on 30th September 
2022 equal to 231,5 
ɘ/mil, higher of ca 13% 
compared to 31st 
December 2021

Å Ratio NPF/EBITDA LTM 
at 2,70x 

30 SEP 22 31 DEC 21

NFP

2,70

2,49



NFP
Increase of NWC mainly driven by inventory

NWC growth driven by increase of inventory value due to: 
Å higher unitary cost of raw material
Å increase of raw material quantities

30.09.2022



2022 Outlook
As a result of the different global political and
macroeconomic contexts, it is appropriate to analyze the
GroupɃsperformance separately in the different
geographical areas where it operates in order to provide
a more comprehensively information on its performance .

EMEA is showing the expected slowdowns in the end
market across all product lines due to the heavy
inflationary pressures that have impacted mainly raw
materials and energy . In the United States, the excellent
uptrend reported in the first nine months of the year is
confirmed . In Asia and Oceania, the market is showing
sound end customer demand levels thanks to the partial
recovery of the residential market and an excellent
performance by the Japanese market .

For the fourth quarter, we expect a less positive result
than in the previous quarters of 2022 yet better than in
the fourth quarter of 2021. On an annual basis, this will
translate into the highest levels of absolute profitability
ever achieved by the Aquafil Group .



Attilio Annoni
Executive Director

Stefano Lor
Director

Franco Rossi
Director

Silvia Bonazzi
Director

Simona Heidempergher
Director

Margherita Zambon
Director

Francesco Profumo
Director

Ilaria Maria Dalla Riva 
Director

Giulio Bonazzi
Chairman and CEO

Corporate Governance 
And 
Ownership Structure



Definition
«FIRST CHOICE REVENUES»
ɆFirst choice revenuesɇ are revenues generated by the sale of fiber
and polymers, gross of any adjustments (for example, discounts 
and allowances), but excluding revenues generated by Ɇnon-first 
choice productsɇ, revenues generated by Aquafil Engineering 
GmbH and Ɇother revenuesɇ. Based on historical figures, these 
revenues accounted for more than 95% of the GroupɃs consolidated 
revenues

NFP

This was calculated as per Consob Communication of July 28, 2006 
and the ESMA/2013/319 Recommendations:

A. Cash
B. Other liquid assets
C. Other current financial assets
D. Liquidity (A+B+C)
E. Current financial receivables
F. Current bank payables
G. Current portion of non -current debt
H. Other current financial payables
I.  Current financial debt (F+G+H)
J. Net current financial debt (I -D-E)
K. Non-current bank payables
L. Bonds issued
M. Other non -current payables
N. Non -current financial debt (K+L+M)
O. Net financial debt (J+N)

EBITDA
This is an alternative performance indicator not defined under IFRS 
but used by company management to monitor and assess the 
operating performance as not impacted by the effects of differing 
criteria in determining taxable income, the amount and types of 
capital employed, in addition to the amortisation and depreciation 
policies. This indicator is defined by the Aquafil Group as the net 
result for the year adjusted by the following components: income 
taxes, investment income and charges, amortisation, depreciation 
and write -downs of tangible and intangible assets, provisions and 
write -downs, financial income and charges, non -recurring items.



Appendix
Consolidate Income Statements 



Appendix
Consolidate Income Statements ȾRevenues 9M 



Appendix
Consolidate Income Statements ȾEBITDA & EBITD Adj



Appendix
Consolidate Balance Sheet (1) 


