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Dear readers,

As an international Fair Trade company, we are exposed to global market forces: from rising 
commodity prices due to crop failures, changes in national patterns of consumption or specula-
tion to unstable exchange rates and fluctuating oil prices that influence the costs of energy and 
transport. this has had noticeable effects on our financial situation. 

In the business year from 1 July 2010 to 30 June 2011, which is covered in this report, these 
mechanisms have had particularly unfavourable effects: the world market price of coffee, which 
had been 171 dollar (for 45.4 kg of green coffee) in april 2010, saw a sudden jump and by april 
2011 was as high as 303 dollars. this was paralleled by a short-term increase in dollar exchange 
rates. It was not possible for eZa to raise its retail prices at the same speed without risking con-
siderable declines in quantities sold. Furthermore, the value of the euro massively fell against 
the Swiss franc. as a result, the margins for chocolate produced in Switzerland went down 
considerably. Because coffee and chocolate account for almost half of our total sales revenues, 
smaller margins in these two important product groups can hardly be compensated for by other 
products. thus, a period of 11 profitable years has been followed by a year with a considerable 
loss of almost euR 510 000. 

Still, a positive aspect is that the coffee farmers have been able to sell their coffee for a very 
good price, which gives them a good perspective for coffee-farming as a means of income and 
makes it easier for them to cope with the rising cost of living in the coffee-producing countries. 

The positive developments of the past year include the favourable response to the introduction 
of our anukoo fashion line and the start of the new anukoo shop at Gumpendorferstraße in the 
6th district of Vienna. this has indeed been a far-sighted investment: an increasing number of 
people demand clothes that have been produced in a socially responsible way, which in turn 
opens up new possibilities for our partners to further expand their potential.

Even though Fair Trade cannot simply ignore global market mechanisms it still follows a different 
set of rules and values, always giving priority to fairness and solidarity. this has proved true also 
in this difficult year: both the worldshops and our european partners have provided financial 
support. our shareholders continue to stand by eZa and have endorsed their loyalty by raising 
their share capital after the past business year. 

We opted for cost cuts on the one hand and a necessary adjustment of selling prices on the other 
to respond to the new situation in the commodities market and the challenge of high exchange 
rates, and now we are optimistic about the future. as an enterprise that imports its entire range 
of products under Fair trade conditions we engage in intensive trade relations with many part-
ners. Based on dialogue with these partners we actively contribute to the advancement of the 
idea of Fair trade, and we will continue to introduce new accents to add further weight to the 
Fair trade philosophy.

Yours,

a n D R e a  S c h l e h u B e R

eZa Fairer handel is austria’s 
largest Fair trade import or-
ganisation, with 35 years of 
experience in this field. eZa 
was founded in 1975, taking 
a Dutch organisation as an 
example. eZa’s shareholders 
are a3W action third World 
association (40%), and the 
catholic Men’s Movements 
of upper austria (23.33%), 
austria (20%) and Innsbruck 
(16.67%).

EZA Fairer Handel GmbH 
Wenger Straße 5
5203 Köstendorf
Tel.  +43 (0)6216 20 200
Fax +43 (0)6216 20 200 999 
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Fair fashion from Mauritius
From 17 to 19 September 2010 the Austrian Worldshop Association held its annual conference, with 
more than 100 participants. In this context, eZa organised a focal programme on fair fashion from 
Mauritius. this marked the beginning of the worldshops‘ focal campaign of autumn 2010. Since 2005 
eZa has maintained direct trade relations with craft aid, a socially committed enterprise in Mauritius, 
from which eZa buys cotton textiles. the conference was an opportunity for the participants to meet 
two visitors from craft aid, namely Shila Devi Veerararghove, a worker, and Gabriel Kamudu, the general 
manager, and to learn more about the specific situation of the enterprise: the organic cotton that craft 
aid uses comes from a Fair trade partner in India, where it is grown, harvested and spun. 

In a cooperation with weltumspannend arbeiten, a development policy association of austria‘s trade 
unions, and Südwind agency, two guests from India were invited to the conference: Vijaya Srinivasan of 
the ambektar Institute for labour Studies, and trade unionist Rajendra Giri. they talked about a pressing 
issue in textiles and clothes production: the demand for wages that ensure the workers‘ livelihood. the 
paper by the guests from India met with great interest among the participants in the conference and the 
craft aid representatives from Mauritius. In addition, Vijaya and Rajendra used the conference for an 
exchange with craft aid to discuss its cooperation with eZa, and with worldshops workers, to learn more 
about their extraordinary approach to trade. 

The conference also saw the presentation of a short film on fair fashion. produced by Manfred Wimmer in 
cooperation with eZa, the film shows work routines at craft aid and follows the journey of cotton textiles 
from India to Mauritius and eventually to austria. the film is available to rent at eZa on DVD, and you 
can watch it on eZa’s website.  

After the conference, EZA staff accompanied their guests from Mauritius on a tour through austria to 
offer information on their activities also outside the conference setting. the tour was organised in coope-
ration with the worldshops and included events at amstetten, Braunau, Dornbirn, Gleisdorf, Graz, Sankt 
Johann in tirol and Vienna, and also attracted interest by the media.

Study trip to peru
In spring 2011 the annual journey to EZA’s partner organisations took place. this year, our destination 
was peru, where eZa has maintained trade relations with four handicrafts organisations over many years: 
allpa, cIap, Inti Raymi and Minka. the journey was an opportunity for 20 worldshop staff to get first-
hand know-how on the production of alpaca textiles, traditional peruvian handicrafts and essential oils, 
and to learn more about the importance that Fair trade has for the producers. 

Fair fashion: a focal 
activity of the past 
business year.
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anukoo: a new brand and a new shop
In March 2011 EZA launched its new fair fashion brand: Anukoo. Its message is: for fashion to fit it must 
fit in with fair production principles, or the picture would not be complete. anukoo‘s logo was developed 
with the designers of lichtwitz leinfellner to provide a single roof for the collections that are presented 
twice a year. the collections are planned as a cooperation of Katharina Mühlberger, eZa‘s fashion coordi-
nator, and local designers and producers. anukoo is based on the direct trade relations with our partners 
in Mauritius, India, peru and Bolivia, the countries of origin of the textiles. our fair fashion range inclu-
des clothes made from FaIRtRaDe-certified organic cotton which has been awarded the G.o.t.S label 
that ensures organic production along the entire supply chain, as well as silk and linen clothes, and fine 
alpaca knitwear for the cold season. anukoo fair fashion is available in the worldshops all over austria. 

A perfect location for an adequate presentation of the unique anukoo fashion was also found: in March, 
the anukoo shop was opened at Gumpendorferstraße in the 6th district of Vienna. the shop design co-
mes from the atelier heiss architects and highlights the historical elements of the location while maintai-
ning a straight-lined character of the shop to create an exclusive, natural background for presenting the 
fashion line. In addition to the anukoo collection, the shop also sells clothes designed by our cooperation 
partner Göttin des Glücks.

Journeys to our partner organisations 
When visiting our partners, EZA staff can find or develop new products and collections on the spot, they 
learn more about our partners‘ work routines and production processes, and they inform our partners on 
Fair trade.  

The reporting period saw journeys to 36 (existing and potential) partners in eight different countries. In 
the meetings with our coffee-producing partners the focus was on the massive rise in commodity prices. 
this situation is a great challenge for the cooperatives: they are facing strong competition by intermediate 
dealers, they have to enhance the team spirit within the cooperative, meet the rising demand for finance 
and fulfil all contracts concluded. In Mexico, we went to see the following organisations (coffee farmers‘ 
cooperatives, coffee-processing enterprises and certification organisations): FIech, ISMaM, Redcafés, 
tiemenlonlá, ucIRI, Yeni navan, 21 de Septiembre, Más café, Juan Sabines, tzijib Babi, poSI, cIRSa 
as well as certimex, the certification organisation. In Guatemala, we visited cecapro, Guaya‘b and Fede-
cocagua, and in peru, cepicafé, apavam, cocla, the Rootcapital financing organisation as well as Biola-
tina, the organic certification organisation. In addition, eZa staff took part in a meeting of the Speciality 
coffee association of america in houston, and they went to thailand to visit rice partners of the Green 
net cooperative as well as nam om community enterprise. 

The visits to partners in the handicrafts and fair fashion sectors included pueblos del Sur in chile; allpa, 
cIap, Inti Raymi and Minka in peru; tara, asha, cRc, Sasha and eMa in India; craft link in Vietnam 
and craft aid in Mauritius. another journey took us to partners in Bolivia, for the purpose of evaluation 
and for providing assistance.

Please visit EZA‘s website 
for an overview and 

portraits of all partner 
organisations in Latin 

America, Africa and Asia. 
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Support, assistance, consulting and evaluation 
As a member of the European Fair Trade Association, eZa also plays an active role in the eFta monito-
ring group. the tasks that eZa has taken over include coordinating and implementing the evaluation of 
Fair trade partner organisations. In this context, it is investigated whether the 10 Fair trade Standards 
are met (see www.euza.cc), and joint plans of action are drawn up. the following organisations were eva-
luated and supported in their development: Jilata and copRoca/awayu in Bolivia, suppliers of alpaca 
knitwear, and palam, a handicrafts organisation in India. 

Visits by our partner organisations
Visits to Austria are an opportunity for EZA‘s partners to get familiar with the european side of Fair trade. 
In the reporting period, representatives of 11 organisations in nine different countries came to see eZa: 
timon Saha (heed handicraft/Bangladesh), Gabriel and Mala Kamudu and Sheila Veeraraghoven (craft 
aid/Mauritius), Beth Wambua (Mango true/Kenya), Álvaro dos Santos neto (Multi expresao/Brazil), Juan 
eduardo henríquez (apicoop/chile), orlando and Jano Vásquez (Raymisa/peru), Fred Masinde (undugu 
Fair trade/Kenya), Ravi Jayawardena (Golden palm/Sri lanka), Ram Ramasamy (SIpa/India), Mr. Sund-
arkumar (palam/India) and Swagata Gosh (Sasha/India).

new partner organisations
EZA‘s partners’ committee decides whether trade relations with a new organisation should be initiated 
or not. our new partners are:  aj Quen (textiles from Guatemala), eaWoFa (dried organic coconut chips 
from Ghana), Gebana afrique (organic mangos from Burkina Faso), permata Gayo cooperative (organic 
coffee from Indonesia), Semilla de Dios (painted wood products from el Salvador), South organic (orga-
nic dates from tunisia) and uca Ruffati (recycling bags from el Salvador).

Supporting partners
Financial support by EZA, donations by the worldshops and a government subsidy were provided to help 
launch an important project of Yuri enga, our partner organisation in Ghana (shea butter and baskets): 
a well-sinking implement was bought to dig a well in order to improve the water supply of the villages in 
northern Ghana. Guaya‘b, our long-standing partner in Guatemala, also received money from eZa and 
donations from the worldshops to purchase a coffee-drying machine.
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Anukoo: a new shop specialising 
in fair fashion.
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Worldshops
The worldshops account for a sales volume of almost EUR 5.5 million. the sales increase by 1.2% com-
pared to the year before primarily results from higher selling prices of coffee. a share of 35.9% of eZa‘s 
total sales volume comes from the worldshops, which makes them eZa‘s largest group of customers in 
terms of turnover.  the reporting year saw the start of three new worldshops at Zwettl, Gallneukirchen 
and telfs, and the shops at egg and eisenstadt moved to better locations. this promising development 
again underlines that shops specialising in Fair trade are gaining in importance.

Grocery retailers
EZA‘s sales to grocery retailers totalled EUR 4.1 million, with coffee, the top product, accounting for a 
sales volume of euR 2.5 million. these figures, in part, reflect the rise in coffee prices, but an increase 
in quantities sold has also been registered.

Resellers
In this group of customers, which primarily includes organic food shops and distributors, large orders 
on the one hand and new customers on the other resulted in a sales increase by 18.2%.

eZa Worldshops and anukoo Fair Fashion Shop
In March 2011, EZA opened a fair fashion shop at Gumpendorferstraße in the 6th district of Vienna, 
which offers fashion by eZa‘s anukoo label and the Göttin des Glücks designers, a cooperation partner 
of eZa‘s. caused an increase in sales by 6.1% compared to the year before. In addition to the anukoo 
shop, eZa runs three worldshops, one in Salzburg and two Vienna (1st and 8th districts). 

Institutions
In this group of customers a 6.1% increase in turnover was registered, resulting from purchases by nu-
merous private organisations and public agencies such as educational institutions, hospitals and offices, 
and in particular by a few large customers: the catholic organisation Missio, in the context of its youth 
action, and the carol Singing campaign of the catholic children’s Movement again accounted for a major 
share in sales to institutional customers. 

Knitters in the Andes Altiplano of 
Peru, the destination of EZA‘s study 
trip in spring 2011.
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EZA’s turnover is accoun-

ted for by sales of products 

to the following groups of 

customers:

          Worldshops 35.9%

Sales by distribution channel

0 1.000.000 2.000.000 3.000.000 4.000.000 5.000.000 6.000.000

+1.2%

+6.0%

+18.2%

+6.1%

+6.1%

+0.1%

– 7.4%

+28.9%

Worldshops

Grocery retailers

Resellers and caterers

eZa-Worldshops

Institutions

action groups

Final consumers

eu and non-eu

eu and non-eu 8.3%

Final consumers 1.4%

action groups 1.9%

Institutions 7.5% 

eZa Worldshops

& anukoo

Shop 8.9% 

    Resellers 9.0%

               Grocery retailers 27.1%

TOTAL SALES

2009/2010 € 13,952,264.–

2010/2011 € 14,881,107.–  2008/2009   2010/2011

action Groups 
Even though an increasing number of EZA‘s products have become available through other distribution 
channels, the sales by action groups that offer our products in the context of voluntary work at bazaars 
have remained at the level of the past year. 

Final consumers
It has not been possible to maintain the high two-digit growth figures registered at our Köstendorf head-
quarters in the past two years. In spite of a decline by 7.4%, our shop room has still achieved sales 
figures at the level of a medium-sized worldshop.

european union and europe
EZA‘s sales to our European Fair Trade partner organisations in Germany and Switzerland developed very 
favourably. these organisations buy their fair fashion products and part of their handicrafts through eZa.  

Also younger Fair Trade importers from Slovenia, the Czech Republic, Slovakia and poland have purcha-
sed many products from eZa. While the rise in sales volumes, by 28.9%, seems high, contribution mar-
gins are small. For eZa, the primary benefit of such a strategic purchasing cooperation is that it brings 
down relative fixed costs. 
.
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ouR  p Ro Du c t S

coffee
Late in summer 2010, the world market price of coffee started to soar. In the business year 2009/10, 
eZa paid an average of uSD 190 for 45.4 kg of green coffee, but as much as uSD 290 in the year 
2010/11. 

There are many reasons for this development: crop failures due to the climate change have become more 
frequent, and per-hectare yields have gone down because, as a response to extremely low prices between 
1999 and 2003, farmers neglected or abandoned their coffee gardens. this has been paralleled by an 
increase in domestic demand in the coffee-producing countries themselves, e.g., in Brazil and Mexico, 
as well as by new fast-growing markets such as china and eastern europe and the booming demand for 
coffee specialities in the u.S. Speculation is another contributing factor. especially after the burst of 
the real estate bubble, financial investors have increasingly often turned to agricultural commodities and 
thus pushed up prices even further. 

In order to prevent sharp declines in quantities sold, eZa did not raise the selling prices of its products 
to the same extent to which the purchasing prices had gone up. as a consequence, sales margins have 
been considerably smaller than usual throughout the entire year, which has eventually resulted in a net 
loss. While the sales volume increased by 14.5%, to euR 5.2 million, the quantities sold went up by 6%. 
this growth obviously is a reason for optimism and shows that, although we had to raise our prices, the 
good quality of eZa‘s coffee continues to be a convincing argument for consumers. In the past business 
year, a total of 588 tons of roasted coffee was sold, 95% of which was organic coffee. 

chocolate
Chocolate is the second-most important product in the food category. at a turnover of euR 2.3 million, 
it accounts for 15.3% of total sales volume. In the reporting period, the commodities prices continued 
to be very high, in particular with regard to cocoa. however, also sugar, especially Mascobado whole 
cane sugar, was becoming very expensive. Besides, the exchange rate between the Swiss franc and the 
euro was unfavourable. this particularly affected the popular Mascao and compañera brands, which are 
produced in Switzerland. as a consequence, it was necessary to raise the selling prices of chocolate as 
well, but our sales margins are smaller than in the past. Regarding quantities sold, a downward trend has 
shown. the sales volume went down by 4.5%. 

other foodstuffs
In this group, the turnover rose by 4.8%. the newly introduced products in this group include hom 
nin, fragrant black rice from thailand‘s Green net cooperative, coconut chips from Ghana, dried dates 
and pineapples from tunisia and togo as well as fruit gums – all of them are organic products. In the 
reporting year lautaro, eZa‘s red wine from chile, received organic certification and was awarded the 
FaIRtRaDe label.

cosmetics
Our BDIH-certified natural cosmetics developed very favourably. this group saw a sales increase by 
11.4%.

03
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Fair Fashion
Fair fashion primarily comprises clothing, but also jewellery and bags. Much effort has gone into this 
area, resulting in a rise in sales by 7.9%. eZa‘s new fair fashion shop in the 6th district of Vienna, which 
was opened in March, significantly contributed to this development. Fair fashion accounts for a turnover 
of euR 2.5 million, or 16.6%, of eZa‘s total sales volume.  

handicrafts
This group of products includes home decoration goods, games and musical instruments as well as 
outdoor products such as hammocks and garden ceramics. Sales in this group saw a small rise com-
pared to the previous year.  

03O UR  P R O D U C T S

EZA’s turnover is accoun-

ted for by the following 

groups of products:

TOTAL SALES

2009/2010 € 13,952,264.–

2010/2011 € 14,881,107.–  2009/2010  2010/2011

Sales by product category

0 1.000.000 2.000.000 3.000.000 4.000.000 5.000.000 6.000.000

+14.5%

– 4.5%

+4.8%

+11.4%

+7.9%

+0.9%

coffee

chocolate

other foodstuffs

cosmetics

Fair Fashion 

handicrafts

coffee 34.0%

handicrafts 10.5%

chocolate 15.3%

cosmetics 1.3%

other foodstuffs 22.3%

Fair Fashion 16.6%

Weaving with simple hand looms 
is still common in many villages 

in India.
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GeSchÄFtSBeRIcht 2009/10

assets
The dramatic rise in the world market price of coffee, parallel to a strong Swiss franc, the currency nee-
ded for paying Swiss chocolate, resulted in an enormous increase in inventories, which went up by 16% 
as against the year before. as a consequence, both current assets and the balance sheet total also rose. 

liabilities
A net loss amounting to EUR 509 976 in the business year 2010/11 reduced eZa‘s cumulative net 
income to euR 573 556. consequently, the capital stock fell by 30%, to euR 1 111 520. the capital 
stock-to-assets ratio is 10.9%. expensive inventories on the assets side are paralleled by an increase by 
41% of due to banks, amounting to euR 3 805 439, and a 13% rise in small loans of euR 3 236 159, 
on the liabilities side.

Income statement
Sales revenues rose by 6.7%, to EUR 14 881 107. On the other hand, sales input saw a disproportio-
nate increase by 15.1%. this reflects an enormous rise in commodity prices and foreign currency, which 
is the main reason for the loss of euR 509 976. the higher figures regarding personnel expenses and 
rental primarily result from establishing the new fair fashion shop in Vienna. Selling expenses, apart 
from higher transportation costs due to the rise in sales volumes, also include advertising expenses for 
launching eZa‘s anukoo fashion label.  administrative expenses went down by 10.8%, which reflects the 
budget cuts of spring 2011. the rise by 27.6% of interest expenses results from a significant increase 
in loan capital, which eZa needed in view of the higher prices of commodities.

In the reporting period EZA employed a staff of 72 (at headquarters and in eZa’s four worldshops): 51 
women and 21 men. In terms of full-time employees, this corresponds to an annual average of 57.4 
Ftes (full time employees).

eZa’s business year covers 

the period from 1 July 

2010 to 30 June 2011.

Where women are empowered 
through Fair Trade, the entire 
family will profit.
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In euro 09/10 10/11 Comparison

Intangible assets 8,907 5,564 -38%

tangible assets 2,562,407 2,541,983 -1%

Financial assets 36,575 36,494 0%

FIXeD aSSetS 2,607,889 2,584,041 -1%

Inventories 5,279,740 6,138,779 16%

accounts receivable and other assets 1,273,901 1,187,191 -7%

cash on hands and cash in banks 198,901 228,847 15%

cuRRent aSSetS 6,752,542 7,554,817 12%

Deferred income 67,383 56,039 -17%

aSSetS 9,427,814 10,194,897 8%

Share capital 378,000 378,000 0%

Revenue reserve 123,628 159,964 29%

cumulative net income/loss 1,083,532 573,556 -47%

capItal StocK 1,585,160 1,111,520 -30%

accRueD lIaBIlItIeS 541,134 579,105 7%

Due to banks 2,703,602 3,805,439 41%

Due to small lenders 2,876,258 3,236,159 13%

other liabilities 1,721,065 1,462,674 -15%

lIaBIlItIeS 7,300,925 8,504,272 16%

Deferred income 595 0 -100%

lIaBIlItIeS 9,427,814 10,194,897 8%

annual statement as at 30 June 2011

Income statement

In euro 09/10 10/11 Comparison

Sales revenues 13,952,264 14,881,107 6.7%

other operating income 192,114 121,746 -36.6%

Sales input 8,529,178 9,814,368 15.1%

INCOME 5,615,200 5,188,485 -7.6%

personnel expenses 2,546,330 2,639,289 3.7%

Rental 186,686 192,293 3.0%

Selling expenses 1,423,176 1,477,817 3.8%

administrative expenses 1,030,166 918,877 -10.8%

Depreciation 273,999 274,573 0.2%

Interest 135,617 173,109 27.6%

corporate income tax 4,777 22,503 371.1%

EXPENSES 5,600,751 5,698,461 1.7%

net IncoMe/loSS 14,449 -509,976 -3629.5%

04A N NUA L  S TAT EMEN T
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«„Fair Trade is a trading partnership, based on dialogue,

transparency and respect, that seeks greater equity in

international trade.

It contributes to sustainable development by offering better trading conditions to, 
and securing the rights of, marginalised producers and workers – especially in the 
South. 

Fair trade organisations, backed by consumers, are engaged actively in supporting 
producers, awareness raising and in campaigning for changes in the rules and 
practice of conventional international trade.“ *

* This definition of Fair trade was agreed upon

in December 2001 by representatives of  FLO

(Fairtrade Labelling Organisation; www.fairtrade.

net), IFAT (International Fair Trade Organisation;

today WFTO, www.wfto.com), NEWS! (Network of

European Worldshops; www.worldshops.org)

and EFTA (European Fair Trade Association; 

www.eftafairtrade.org).
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