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Austrian Worldshop Conference – Spotlighting Sri Lanka
Our focal activities of autumn 2014 concentrated on Sri Lanka. The experience gathered during the 
study trip to Sri Lanka that EZA had organised for worldshop staff in spring 2014 was integrated 
into the agenda of the Austrian Worldshop Conference in September 2014: the spotlight was on 
two Sri Lankan partners of EZA, namely the marketing organisation PODIE, which cooperates with 
small-scale spice farmers, and Selyn, a company specialising in the creation of stuffed animals, 
jewellery and home textiles, all made from hand-woven fabrics.

Our special guests included Tyrell Fernando, PODIE’s long-standing general manager, who gave a lively 
insight into the way in which the farmers cultivate a great variety of organic spices in small-scale 
gardens and thus contribute to the preservation of biodiversity on their properties, and explained 
why PODIE does not export its spices bulk style but instead hires approximately 50 young women 
to process and package them on the spot. Selyna Peiris was another visitor from Sri Lanka. She 
works with Selyn, the company founded by her mother, and described how they manage to ensure 
humane working conditions in manufacturing, particularly for women, and also to ensure a trans-
parent chain of production from the weaving of fabrics to the finished textile toy.

Walter Keller, an acknowledged expert who has studied the social, political, cultural and economic 
conditions in Sri Lanka for over 30 years, provided information on the current situation. David 
Horvath from Südwind Styria discussed the unacceptable conditions in global toy manufacturing 
and the attempts undertaken to improve the situation. 

Both Selyn and PODIE – as well as EZA – are members of the World Fair Trade Organisation (WFTO). Bir-
git Cálix from EZA explained the new developments in the WFTO Guarantee System and described 
its individual steps from the members’ self-assessment to the external verification of compliance 
with the 10 Principles of the WFTO system (see also page 10).

The topic of spices and toys
After the conference, Selyna Peiris from Selyn and Tyrell Fernando from PODIE toured Austria for 10 
days and visited schools, worldshops, as well as numerous events, where they offered first-hand 
information on their organisations and the importance of Fair Trade. 20 worldshops in eight provin-
ces were part of the visiting programme. In this way, 700 people were reached directly.

For the worldshops’ further information and public relations activities, photo series with explanatory 
texts were produced – for instance, about Selyn and PODIE – as well as photo series with back-
ground music, about other partner organisations from Sri Lanka (e.g. the Golden Palm producers of 
wooden toys and the SOFA small-scale tea producers), and a special issue of EZA’s natürlichFAIR 
magazine was published.
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Dear Readers,

‘Before we make a decision, we think about the effects they have on the people we’re working 

with.’ That’s how Selyna Peiris put it on her latest visit to Austria in autumn 2014. Selyna is 

a staff member with the Sri Lanka-based Selyn company and the co-founder’s daughter. This 

sentence, the guiding principle for our partner Selyn’s activities, simply makes sense – and, in a 

way, seems to be self-evident. However, it isn’t! If it were a matter of course, business and trade 

all over the world would be run differently, and many people would at least be better off than 

they actually are today. 

Taking into account the effects that our decisions have on the planet on which we are living 

would thus be a logical consequence: because how can one be seriously concerned about hu-

mans’ well-being without ensuring that the very basis for their survival is preserved?  

EZA can look back on an eventful business year – and, since 2015, on 40 years of history: four 

decades ago, EZA was established to introduce Fair Trade in Austria. Much has changed since 

then, and much has been advanced, but the idea behind Fair Trade and our goals have remained 

the same: practising an alternative way of doing business, as an enterprise that is not just aimed 

at making monetary profit but rather at sustainably contributing to more fairness in trade. Our 

focus is on transparency, solidarity, openness and fairness in our relationships with our part-

ners, who supply us with an incredible store of outstanding products. And what’s more – this 

orientation must also be reflected in our activities in Austria, both within the company and 

vis-à-vis our customers.

In our relations with our partners in Latin America, Africa, Asia and the Middle East we are 

often confronted with the incredibly difficult conditions that our partners have to cope with. 

Nevertheless, the combined efforts of those concerned can open up the path to places of hope, 

where people are able to have control over their lives, and do not despair in the face of a bleak 

present and future. That’s a reality we become most clearly aware of whenever we talk with our 

partners. 

This alone is a good reason for continuing to do business in a way that serves the people, and 

for not being put off by those who maintain that there’s no alternative to the current economic 

mainstream. There’s not just one alternative, there are many! By joining forces we can make 

things happen and expand the scope for alternative approaches. We’re happy to know that 

you’re on our side, cultivating this large field.

Best wishes,

A N D R E A  S C H L E H U B E R ,  G E N E R A L  M A N A G E R
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EZA study trip to Guatemala and Honduras
Central America was the destination of this year’s study trip for worldshop staff, which took place in Feb-
ruary 2015. In Guatemala, the group of 20 visitors travelled to the Aj Quen handicrafts organisation 
in Chimaltenango, the COPAVIC glassblowers’ cooperative at Cantel, as well as the CIASFA coffee 
farmers’ association at La Unión.

Aj Quen – or ‘weaving together’ in English – was established in 1989, and in the beginning primarily 
addressed women who had lost their husbands during the decades in which dictatorial regimes 
had waged war against the guerrillas, and eventually the civilian population, mostly indigenous 
people. Today, women still account for 95% of the staff of over 400. They weave fabrics and use 
them to produce textiles such as hammocks. What they see as a strong point of Aj Quen is that it 
provides access to further training and to production orders, that they are part of a group and that 
their children can get a good education. Petrona Chiroy Yaxón underlined that the cooperation with 
Aj Quen had also strengthened her own personality. ‘Before, I was afraid to leave my home. But I’ve 
overcome that. Today, I’m selling goods on the market myself, and I travel to events and training 
courses alone.’ 

The COPAVIC glassblowers demonstrated the entire production process – from sorting the waste glass, 
melting and forming, to the final product, and the visitors also gained an insight into COPAVIC’s 
impressive, though not always easy, history. The starting point was that a few young men decided 
to leave their employer and establish their own self-organised glassblowing workshop. After the 
difficult initial phase, a spirit of optimisms prevailed when they finally succeeded in selling their 
products on the local market, and when Fair Trade organisations placed their first orders. At pre-
sent, they are facing the challenge of having to cope with a decline in the quantities ordered as it 
has become increasingly hard to compete with large-scale manufacturing.

Both organisations emphasise the importance of new designs and ideas for new products in order to 
hold their ground. In this respect, they hope for support by Fair Trade organisations.

At La Unión, the travellers visited the small-scale coffee farmers’ families that joined forces to establish 
CIASFA, a partner of EZA since 1988. They were shown the individual steps of coffee processing 
after the harvest – and they gained practical experience, picking coffee on steep slopes in the pou-
ring rain: hands-on knowledge of the hard work behind every cup of coffee. 

At Marcala, the headquarters of the APROLMA women’s cooperative in Honduras, coffee again was the 
main theme discussed. APROLMA had started trade relations with EZA shortly before. It is our main 
partner for the new Adelante coffee made by women, which has been marketed in Austria since 
autumn 2015, based on a cooperation of EZA, the Austrian Catholic Women’s Movement and the 
worldshops. The visitors were introduced to the history of the cooperative, which pursues one main 
goal: empowering women in every respect – with regard to personal development as well as at the 
economic, social and political levels. Being able to market their own high-quality coffee, produced 
on their own land, and deciding how to use the income thus earned, is an important basis for that.

Presentation of the Anukoo spring collection  
To celebrate EZA’s 40th anniversary, the Bon voyage Anukoo event was organised in mid-March at 
Vienna’s Albert Schweitzer Haus, inviting the audience to embark on a journey to the origin of our 
textiles. In a discussion group, our guests Mrunal Lahankar, Gabriel Kamudu and Katharina Mühl-
berger enabled a glance at the background of our cotton collections. Mrunal Lahankar represented 
the Chetna Organic Farmers Association from India, a FAIRTRADE-certified small farmers’ coope-
rative. Its organic cotton is used for a large part of the Anukoo fashion. ‘For Chetna, Fair Trade and 
organic farming are two complementary approaches,’ explains Mrunal. Organic farming preserves 
the fertility of the soil and contributes to the farmers’ good health. Fair Trade, in turn, is a step 
towards greater independence. ‘It is a means for disadvantaged farmers to regain control over their 
work, by joining together to form strong organisations, to get better access to resources and to be 
respected as equal partners in the value chain.’ 

01

The name Aj Quen 
means ‘weaving together’.  

Aj Quen supports 
disadvantaged women 

in Guatemala.

Irma Esperanza Quintero, 
coffee farmer from Honduras 
and member of the APROLMA 
women’s cooperative. 
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Gabriel Kamudu is the long-term general manager of Craft Aid, a company situated in Mauritius. Here, 
part of Chetna’s cotton is tailored, in accordance with Craft Aid’s principles. As a WFTO member, 
Craft Aid generally subscribes to the philosophy of Fair Trade. In addition, jobs and training for 
persons with various disabilities play a key role, as their situation is especially difficult, Gabriel 
explains.

Katharina Mühlberger, who is in charge of the products and the design of the Anukoo brand, described 
the process – from the first inspiration to the development of a consistent collection with a team 
of designers, and finally the arrival of the finished products at EZA. It has become apparent what a 
challenge it is to stand one’s ground in the fast-paced fashion industry while following a different 
approach to fashion, and what an important role is played by direct, intensive cooperation with 
local fashion partners. 

After the guests’ input, new models from Anukoo’s 2015 spring collection were ‘staged’ in a splen-
did fashion show.

A new outfit for Salzburg’s worldshop
We want our products to have a perfect stage for their ‘performance’. The way in which EZA’s pro-
ducts are presented should reflect the competence, care and creativity that our partners employ for 
producing them. In spring 2015, EZA thus commissioned Atelier Heiss Architekten from Vienna to 
completely refurbish its shop at Linzergasse in Salzburg. The unique style of the Heiss architects 
has already become a trademark of EZA’s worldshops in Vienna’s 1st and 8th districts, as well as 
in the Anukoo fashion shop in the 6th district of Vienna. By late March 2015, the former entrance 
to EZA’s shop in the pedestrian precinct of Salzburg had been replaced by a wide glass-and-wood 
front. The materials chosen convey elegance without being ostentatious. The unobtrusive colours 
in the shop, its lighting and clearly defined layout provide a harmonic background for our colourful 
range of products, and permit a perfectly structured presentation of the individual product groups.

F O C A L  AC T I V I T IE S 01

Since March 2015, EZA’s 
worldshop has presented 
itself in a new outfit. Good 
lighting and unobtrusive 
elegance – a perfect stage for the 
world of Fair Trade products. 

The future of handicrafts in Fair Trade
The second event to celebrate our 40th anniversary took place early in June 2015: an expert meeting 
in Salzburg, on the future of handicrafts in Fair Trade. Importing handicrafts from disadvantaged 
groups and organisations in Latin America, Africa and Asia has always been an integral part of 
EZA’s activities. Handicrafts are a distinguishing feature of the worldshops. Jute bags are among 
the most prominent products of our early years. ‘Jute not plastics’ was the first major campaign that 
EZA launched in 1977, in cooperation with several developmental NGOs. 

Handicrafts represent the preservation of traditional techniques, creativity and skill, and are often made 
from local natural materials. However, they are now facing the fierce competition of mass-produced 
goods. In addition, customers’ expectations with regard to design, quality and all-round practicality 
have risen.

The focus of the meeting was on input by representatives of our handicrafts partners from India (CRC 
and EMA), Bangladesh (Dhaka Handicrafts), Kenya (Undugu), Peru (Allpa) and Guatemala (Copa-
vic). Many of them are currently feeling the effects of the economic crisis in Europe. The quantities 
ordered have gone down. Still, customers nevertheless continue to expect a great variety of pro-
ducts. But, as Tanu Dey from Dhaka Handicrafts (Bangladesh) explained, it is hardly ever profitable 
to produce many different goods in very small quantities. She appealed to the Fair Trade organisa-
tions to aim at larger volumes.

For many producers, their artisanship is their only possibility of earning money. They often produce 
handicrafts in addition to farming, which helps control the rural exodus. Tanu Dey, the general 
manager at Dhaka, also underlined that handicrafts production can have effects that go beyond that 
– provided that you can rely on stable trading partners.

Dhaka Handicrafts focuses 
on women in rural areas of 
Bangladesh. In June 2015, 
Tanu Dey (r.) discussed the 

future of handicrafts 
in Fair Trade.
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‘With Dhaka, the women in the villages with whom we’re cooperating now have work during the entire 
year. That hasn’t been always been the case. Weaving baskets means more than just earning money. 
It also enhances social reputation,’ she said. 

Indro Das Gupta from India’s Craft Resource Center added that, through Fair Trade, the groups with 
whom they are working have learned much about the worth of their work, and have thus also be-
come more self-confident when negotiating prices with conventional traders. ‘They won’t put up 
with intermediaries who’re trying to exploit them. Fair Trade provides them with more than just a 
source of income. It has helped them realise what they need for a life in dignity, and they can now 
successfully assert that in the local market.’

Fred Masinde from Undugu (Kenya) underlined the importance of creating a firm economic basis for 
people in rural areas, as this is the only way for their children to have hope for the future. Accor-
ding to Fred, the greatest challenge is not only to preserve existing markets but to expand them. 
‘The point is, in fact, to have employment for more than just a few months. People should work 
eleven months a year and have one month of holidays.’ 

To (re)achieve that is a key goal of the COPAVIC glassblowers’ cooperative. Hector Yac Chuc impressi-
vely portrayed the history of his cooperative, which he co-founded almost 40 years ago, when he 
was 17. In spite of all difficulties, this has been an experience he wouldn’t have wanted to miss, he 
insists. Those profiting from the cooperative include not only the glassblowers’ children, whose 
fathers’ income has enabled them to get a better education – it has benefited the entire community, 
which the cooperative has supported whenever its own situation has been profitable.

Our partners from abroad asked us to give more feedback, to help them develop new products, and 
to place focused orders, i.e. not to order many different products but, rather, more relevant quanti-
ties. The customers, in turn, have indicated aspects such as good usability and durability as being 
important quality features.  

Glassblowers from Guatemala touring Austria 
After the expert meeting, Hector Yac Chuc of the COPAVIC glassblowers’ cooperative in Guatemala tou-
red Austria and visited six worldshops in four provinces. At several public events, he presented his 
cooperative and answered questions on the relevance of Fair Trade and the current challenges the 
cooperative is facing. In addition, a video produced by EZA and film-maker Manfred Wimmer was 
shown, and can now be used by the worldshops to open a window on the world of glass production.

Chuc was deeply impressed by the audience’s great interest in him and his cooperative’s achievements. 
For the audience, meeting our guest from Guatemala was another welcome opportunity for a direct 
exchange with Fair Trade producers. As a customer from the Braunau worldshop put it, ‘Now that 
I know more about the history of glass-making and the craftsmanship required, I like the COPAVIC 
products even better.’ And bought a new glass jar for her home. 

We discuss Fair Trade
First-hand information – that’s what numerous guests from the South can contribute when they 
visit Austria to talk about their own experience and how their organisations are operating, what 
challenges they have to overcome and what a difference Fair Trade makes. In the reporting period, 
we intensified our activities in this field, particularly in the context of our 40th anniversary. The 
worldshops have again been invaluable partners here, playing host to our guests and thus seizing 
the opportunity for an intensified exchange on Fair Trade in their communities.  

F O C A L  AC T I V I T IE S 01

We focus on cooperation 
and networking to 
champion endeavours to 
change unfair structures 
in international trade. 

Our guests from India, 
Bangladesh, Kenya, 

Peru and Guatemala 
painted a multifaceted 

picture of Fair Trade with 
handicrafts.

Hector Yac Chuc from Guatemala 
at the Braunau worldshop, 

talking about his work at the 
COPAVIC cooperative.
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In the past business year, EZA took part in a variety of events, contributing lectures and articles on Fair 
Trade, our corporate policy, and specifically on the fair fashion approach.

The visitors to our headquarters at Köstendorf who made tours of the house and discussed Fair Trade 
matters with us included a total of 33 groups (students and adults), as well as several hundred wo-
men farmers who came to EZA during the farmers’ study trip organised by the Agricultural Cham-
ber of the district of Kitzbühel, Tyrol. 

At the national level, EZA was represented at the platform of the Clean Clothes campaign in the 
reporting period, and also cooperated with the Südwind development organisation and with Bio-
Austria.

At the European level, EZA was invited by the European Parliament Fair Trade Working Group to 
take part in an event in Brussels. Linda McAvan, chair of the European Parliament’s International 
Development Committee and Fair Trade Working Group, welcomed the participating MEPs (approx. 
50), among them Monika Vana from the European Greens, as well as Fair Trade stakeholders from 
the individual EU member states. Bernd Lange, chair of the EU Committee on International Trade, 
underlined the importance of fairness in international trade relations; Nyagoy Nyong’o from Fairt-
rade Africa presented the work of her organisation; and Giorgio Dal Fiume, President of the World 
Fair Trade Organization Europe, pointed to the relevance of awareness-raising by Fair Trade actors. 
‘The time has come for the EU to define a Fair Trade strategy that contributes to the necessary co-
herence between the Union’s trade and development policies,’ Sergi Corbalán, head of the Brussels 
Fair Trade Advocacy Office, explained.  
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Hand-painted ceramic products 
are created, item by item,

 at the workshop of Isuna, a 
South African new trading 

partner of EZA.
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PA RTNER  C O O PER AT IO N02EZA – Guaranteed Fair Trade
EZA is a founding member of the World Fair Trade Organisation (WFTO), an international network that 
currently has around 360 members, and two out of three are organisations from the South represen-
ting producers. The 10 WFTO Fair Trade Principles that have been jointly adopted by its members 
form the basis of our activities. They define the direction in which we are heading as a Fair Trade 
organisation, how we cooperate with our trading partners and customers, and the way in which we 
advance Fair Trade in Europe and implement its principles within the company. 

In recent years, the WFTO has endeavoured to lay down a framework of regulations that further enhance 
the credibility of the WFTO system and provide an opportunity of awarding a recognised status 
to all members that practice Fair Trade. After a long deliberating process, the WFTO Guarantee 
System was established. All WFTO members that pass the Guarantee System procedure, which 
is concluded with a positive third-party audit report, receive the status ‘WFTO: Guaranteed Fair 
Trade’. This status is awarded to the company as a whole and not to a single product, as in the case 
of the FAIRTRADE certificate. EZA attained this status in June 2015.

The third-party monitoring audit of EZA took place in April 2015 and was conducted by Olaf Paulsen, a 
former staff of Fairtrade International, who now works as a freelance consultant and assessor. The 
audit followed a comprehensive internal self-assessment process implemented in November and 
December 2014. This process also included a reverse assessment, i.e. an assessment of EZA by their 
direct partner organisations in the South, with regard to EZA’s compliance with the Fair Trade 
criteria. After the third-party monitoring audit, further audits were carried out by five EZA partner 
organisations that are neither members of the WFTO nor bearers of the FAIRTRADE certificate. In 
this way, the WFTO checks the effectiveness of the internal monitoring of WFTO members – i.e. of 
EZA in our case – thus closing a gap in the assessment procedure for Fair Trade organisations in the 
North and in the South. EZA sees compliance with Fair Trade criteria as a key corporate principle: 
this has now been confirmed not only by an intensive self-assessment, but has also been endorsed 
in an external monitoring audit.

EZA’s partner policy paper is the basis for our cooperation with our partners. It is oriented towards the 
10 Principles of the World Fair Trade Organisation (WFTO; www.wfto.com) and lays down in wri-
ting what we expect of our partner organisations, and what our partners can expect of EZA, in the 
context of a fair trading partnership. In the case of FAIRTRADE certified products, the FAIRTRADE 
standards are an additional basis for our trade relations. In order to ensure transparency, our partner 
policy principles, as well as information on all partner organisations behind EZA’s products, have 
been published on our website.

EZA’s partners’ committee decides whether or not trade relations with an organisation should be initiated 
or ended. In the reporting period, trade relations were started with the following new partners: Miel 
Azteca (organic honey from Mexico), APROLMA (organic coffee from Honduras), SPOSEL (organic 
coffee from Mexico), Apovinces (organic cocoa from Ecuador), MOJE (wooden products and pot-
tery from El Salvador), Isuna (hand-painted ceramics from South Africa), Kick Trading (greeting 
cards from Kenya) and Oxidos (metal products from Columbia). We have stopped cooperating with 
three handicrafts organisations from Nepal, Cambodia and South Africa. One organisation has been 
closed down, and in the case of the two other partners, it has become impossible to sell their goods.

87 out of the total of 152 trading partners behind EZA’s products work in the food sector. The vast ma-
jority of them (71) are FAIRTRADE certified. Two organisations hold Fair for Life certificates, and 
three are WFTO members. 11 organisations are not represented in any of the above systems. In close 
cooperation in the context of the European Fair Trade Association (EFTA), which represents the 
pioneers of Fair Trade – including EZA – they are covered by a monitoring system that is oriented 
towards the 10 WFTO Principles.
 

The WFTO 
Guarantee System 

focuses on the 
company as a whole.
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Andrea Stehrer from EZA (l.) 
is introduced to traditional 
jewellery production at a fa-
mily business near Delhi that 
cooperates with our partner 
organisation Manjeen. 
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Cotton collection and 
alpaca knitwear: our 
colleague Katharina 

Mühlberger on one of 
her regular visits to 

the producers.
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65 partners of EZA produce handicrafts and fair fashion. With the exception of footballs, no FAIRT-
RADE standards for handicrafts have so far been adopted by FAIRTRADE International. For this 
reason, membership of the World Fair Trade Organisation is particularly relevant, as its members 
commit themselves to following the 10 WFTO Principles. 36 partner organisations of EZA in the 
field of handicrafts are part of the WFTO. One partner has FAIRTRADE certification, and 28 part-
ners are covered by the EFTA or EZA monitoring systems.

Journeys to our partner organisations
In the reporting year, EZA staff visited 44 partner organisations in 12 countries – including the study 
trip to Guatemala and Honduras (see p. 4).  Direct exchange on the spot is a good opportunity for 
gathering information on the partners’ way of working, seeing – or jointly developing – new pro-
ducts, and informing our partners about EZA’s current situation.

In the foodstuffs sector, as every year, a journey to coffee producers in Mexico and Guatemala was on 
the agenda. Our colleague Franz Denk travelled to our long-standing partner organisation Ciasfa 
(former name: Cecapro) in Guatemala. In Mexico, he met representatives of ISMAM, CIRSA, FIECH, 
Paluchen, Juan Sabines, Uciri, Tiemenlonlá, Flor de Cafetal, Yaxcoffee, Sposel and Yeni Navan/
Michiza.

As in the previous year, the fight against the Roya fungus that destroys coffee plants, particularly old 
and weak plants, continues to be a central issue. ‘The cooperatives that have started to systema-
tically renew their coffee plants during the past few years and take good care of their plants have 
registered fairly small losses,’ Franz reports. ‘The organised farmers have access to information 
and training courses, whereas the other farmers hardly know where to turn for assistance. One 
non-organised farmer said he lost up to 90% of his harvest. Membership in a cooperative has again 
proven its worth.’

During the reporting period Denise Günter, EZA’s food importer, travelled to the Nam Om rice produ-
cers and the Green Net coconut producers in Thailand. She has confirmed that the roofed storage 
facility for the coconuts, for which EZA provided financial support last year, has now been com-
pleted.

Journeys to our handicrafts and fair fashion partners
Katharina Mühlberger, who is in charge of the products and the design of the Anukoo fashion brand, 
travelled to Craft Aid on Mauritius, Rajlakshmi in India, to Allpa, Raymisa and CIAP in Peru, as 
well as to Coproca, Qhana and Señor de Mayo in Bolivia, where she helped prepare the cotton and 
alpaca collections for 2016, which also include a small menswear collection.  

Eva Mayrhuber, EZA’s handicrafts purchaser, visited our partner organisations Sasha, EMA, CRC and MKS 
in India in order to decide on the leather bag lines for the next season. Her tour included a stop at the 
tannery that supplies our partners with leather that has been tanned without the use of chromium or 
heavy metals. In Vietnam, she travelled to Craft Link in Hanoi and saw the workshop from which EZA 
imports various ceramic lines. Our colleague Andrea Stehrer visited Tara, Noah’s Ark, Manjeen and 
Asha in India. Here, as in her journey to La Cucaracha in Columbia, the focus was on selecting and 
defining jewellery lines. In Columbia, she also visited the Oxidos workshop in Bogotá, where unique 
clocks and other decorative articles are produced, often from recycled iron sheet.

Invited by Agroexport Guatemala, Gerhard Wimmer from EZA again visited the handicrafts fair in Anti-
gua, Guatemala, where numerous partners of EZA from Guatemala and El Salvador presented their 
products. His stay also presented a good opportunity for an exchange with our handicrafts partner 
Pop Atziak and the COPAVIC glassblowers’ cooperative. He then travelled on to Nicaragua, to MIM, 
a small handicrafts group in Masaya.

In Ghana, Gerhard met representatives of our long-standing partner organisation Kalangu, which pro-
duces djembes and other musical instruments, as well as Yuri Enga in Bolgatanga, where women 
weave the typical regional Bolga baskets. Both organisations are facing considerable challenges. 
Their main concerns are structural problems that impede good cooperation. According to Gerhard, 
a positive development at Yuri Enga is that by now, leading positions have been made available 
particularly to young people, who coordinate the production and marketing of the baskets at the 
local level, in one of the poorest regions of Ghana.

Support, assistance and evaluation
As a member of the European Fair Trade Association, EZA also plays an active role in the EFTA moni-
toring group. In the context of this cooperation, EZA has committed itself to carrying out or funding 
three partner assessments per year. In the assessment, the implementation of the standards of fair 
production and trade relationships is jointly analysed, on the basis of the 10 WFTO World Fair 
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Delmi Orellana Quejada lives 
and works at La Palma, El 
Salvador. In her cooperative 
Semilla de Dios, the typical local 
painting style is upheld. After 
work, cooperative members and 
their children take Birgit Cálix on 
a trip in their pick-up.

Don Chepe at José Atilio 
Castellano Vásquez’s workshop 
at Santo Domingo, El Salvador. 

According to José, he is the fastest 
weaver in the trade. He sells his 

hammocks through Exporsal.

We are integrated into 
Fair Trade networks 
at the European and 
international levels.

Evaluations of partner 
organisations provide 

impulses for further 
development. 

Trade Principles, and its results are then shared with other EFTA members. The implementation of 
any measures that have been agreed with the partners is also monitored.

During the reporting period Birgit Cálix, who is in charge of monitoring, travelled to El Salvador to visit 
and assess four partner organisations of EZA: Exporsal (hammocks), Semilla de Dios (painted woo-
den products), Manos Amigas (decorative articles made from calabash shells) and UCA Ruffatti (re-
cycling bags). ‘For all four organisations, my visit represented their first in-depth reflection on the 
criteria of Fair Trade,’ Birgit says. Her stay, which lasted two and a half weeks, was characterised by 
intensive talks and workshops with the craftspeople, visits to several producers’ workplaces, dis-
cussions on the current situation and the most pressing challenges. After this visit, Birgit travelled 
to Honduras, to the APROLMA women’s cooperative in Marcála, for a first direct contact on the 
spot, particularly to organise the delivery of coffee produced by women as of autumn 2015.

In addition, EZA commissioned and funded an EFTA evaluation, carried out by Bella Bello Bitugu, of 
our Ghanaian partner organisations Kalangu (drums, musical instruments and wooden figurines) 
and Yuri Enga (baskets).  

Visits by our partner organisations
Visits to Austria are an opportunity for EZA's partners to get to know their Fair Trade counterparts 
in Europe, to obtain direct feedback on their products and their work, to communicate first-hand 
information about their situation and to voice their expectations of Fair Trade (see also Chapter 1). 
In the reporting period, representatives of 16 organisations from 10 different countries came to see 
EZA: Andrew Mutisya (Bawala Tumaini, Kenya), Selyna Peiris (Selyn, Sri Lanka), Tyrell Fernando 
(Podie, Sri Lanka), Ravi Jayawardena (Golden Palm, Sri Lanka), Christina Strohm (Isuna , Germany 
– South Africa), Gabriel Kamudu (Craft Aid, Mauritius), Mrunal Lahankar (Chetna Organic Farmers 
Association, India), Ukrumah Suda & Heri Kusworo (Pekerti, Indonesia), Hector Yac Chuc  (Co-
pavic, Guatemala), Kuppusamy Panchaksharma (SIPA, India), Ruth Salditos (PFTC, Philippines), 
Fred Masinde (Undugu, Kenya), Indro Dasgupta, (CRC, India), Tanu Dey (Dhaka Handicrafts, Bang-
ladesh), Luis Heller (Allpa, Peru), Swapna Das and Sourav Saha (EMA, India).

Support for our partners
In the reporting period, EZA supported several partner organisations to help them launch and imple-
ment important projects in their organisations that go beyond trading activities in a strict sense. For 
instance, EZA’s funding enabled our Indian partner Sasha to carry out a textile production program-
me, which includes working with sewing and dyeing partners in order to improve the workflow 
and thus meet the high quality demands of the European market.

EZA cooperated with other EFTA members to support our long-standing partner Anapqui in Bolivia 
to run a programme for sustainable quinoa growing. This is particularly important in view of the 
strong soil erosion by which producers in the Bolivian altiplano are affected. The harsh climate, 
characterised by great dryness and wind, as well as instances of overexploitation, require intensive 
measures to protect soil fertility. Organic farming, which Anapqui has practised for many years, 
is no longer enough for stabilisation. The programme focuses on awareness-raising and training 
for the quinoa producers, the establishment of a plant nursery for growing trees that will serve as 
natural wind barriers, as well as the breeding of llamas to obtain natural fertiliser and increase soil 
fertility.

Promoting and advancing Fair Trade
At the European level, EZA took part in meetings at several working levels of the European Fair Trade 
Association (EFTA). In the area of handicrafts and fashion, the focus was on aspects of quality assu-
rance and the advancement of the jewellery line. This has also given rise to bilateral cooperation 
for product development.

In the monitoring group, as in the previous year, the main themes on the agenda were the further 
development of the EFTA assessment system, as well as exchange on our partner organisations.

At the international level, in May 2015 EZA, as well as around 270 other representatives of member 
organisations from 55 countries, took part in the World Fair Trade Organisation Conference in 
Milan. The themes discussed included experience gained so far with the new WFTO Guarantee 
System, discussions and exchange on the role of interest-representation in Fair Trade, new forms 
and local approaches to social, solidarity-based trade in the North and the South, current and future 
marketing opportunities for Fair Trade handicrafts, as well as a retrospective look at the 25-year 
history of the WFTO from the view of long-standing members.



16 17

03O UR  CUS T O M ERS

Worldshops
The worldshops account for a turnover of EUR 5.2 million, or 32.3% of EZA’s total sales. The shops 
specialising in Fair Trade, i.e. the independent worldshops plus the three worldshops owned by 
EZA (see below), are EZA’s most important group of customers. 

The 5.7% decrease in this area results on the one hand from restructuring in this group: for instance, 
EZA’s largest customer among the worldshops has left the Austrian Worldshop Association and no 
longer operates under the name ‘worldshop’. It is now represented in the group of resellers. On the 
other hand, the tight situation for Austria’s retail trade in general, i.e. increasing concentration on a 
small number of large chains, has had repercussions on the worldshop sector, too. For example, the 
large worldshop in the Citypark shopping centre of Graz, Styria, had to close down. But remarkably, 
a new worldshop has opened in the town centre of the Traun, Upper Austria.

A reduction in sales revenues has been registered for all product groups except chocolate and ‘other food-
stuffs’. Apart from the difficult general situation for the trade sector, the significant increase in com-
petitors that have been recognised by the Austrian Worldshop Association – at present, worldshops 
can choose from among 22 importers – has certainly been a decisive factor. EZA has responded by 
a further intensification of its product development, design and consulting activities, as well as by 
launching promotional and public relations campaigns in order to continue to provide an attractive 
offer for worldshops. In addition to the dialogue programmes with representatives of our trading 
partners that take place every autumn, the 40-year anniversary has offered an opportunity for intro-
ducing fresh approaches to highlight EZA’s range of goods and the background of their production, 
to the benefit of the worldshops in their role as specialised Fair Trade retailers.

Grocery retailers
Sales in this group amount to EUR 5.4 million, which represents 33% of EZA’s total turnover. As these 
customers do not sell non-food, additional trade for handicrafts producers cannot be generated in 
this area. 

The increase in turnover of 7.3% primarily results from a rise in coffee sales, as well as in the product 
groups of chocolate and ‘other foodstuffs’. Special promotion activities and combined presenta-
tions of products were launched in several supermarkets, and seasonal activities for private retai-
lers were started. In addition, our telephone customer services have been intensified, and a detailed 
catalogue of EZA’s food has been compiled.
 

OUR  CUSTO MERS03

EZA’s turnover is accounted for by sales of products

to the following groups of customers:

Sales by distribution channel

0 1.000.000 2.000.000 3.000.000 4.000.000 5.000.000 6.000.000 7.000.000

Worldshops
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Resellers & caterers

EZA worldshops

Institutions

Action groups

Final consumers

EU + non-EU

TOTAL SALES

2013/14 € 15 510 938 

2014/15 € 15 539 881  2013/14     2014/15

Worldshops 32.3% 

EU + non-EU 6.9%

Final consumers  1.5%

Action groups  1.4%

Institutions 6.8%

EZA worldshops  8.1% 

Resellers 

& caterers 9.6%

Grocery 

retailers  33.5%

Resellers
This group comprises various specialised retailers such as organic food shops, distributors and a few 
fashion boutiques. Whereas a decline has been registered with regard to fair fashion, sales in the 
product groups of chocolate and ‘other foodstuffs’ have increased, which has obviously been influ-
enced by the redefinition as a reseller of the former largest worldshop (the Innsbruck World Fair 
Trade Shop). However, the rises in this area are also due to the introduction of new products, an 
intensified communication with our customers (e-mail newsletter), as well as the new advertising 
materials for new customers (food catalogue). Resellers account for a turnover of approximately 
EUR 1.5 million, which is an increase of 7.1%. They are thus the third-largest group of customers. 

EZA worldshops and Anukoo fair fashion shop
The development of EZA’s own shops has been mixed: whereas the shops in Salzburg and in the 8th 
district of Vienna have reported an increase in sales, the shop in Vienna’s 1st district has stagnated. 
Regrettably, the fair fashion shop has remained below the figures of the previous year. Its location in 
a little-frequented street obviously poses a problem. Total sales figures have declined by 1.8%. The 
shop in Salzburg has developed favourably: after its renovation in February 2015, a sales increase 
was registered in spite of a closing period (see also page 6). Its annual turnover amounts to EUR 1.3 
million.

–5.7%

+7.3%

+7.1%

–1.8%

+3.4%

–12.1%

+2.5%

–6.6%
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Coffee
In the past business year, coffee accounted for 37.7% (EUR 6 million) of EZA’s total sales. Coffee thus 
is of key relevance for EZA’s profitability. EZA maintains long-term partnerships, and in the busi-
ness year 2014/15, we bought coffee from approximately 20 cooperatives. This year, our purchasing 
prices were much higher than in the previous year. We did not pass this increase on to our custo-
mers, in order to be able to keep the quantities sold stable. Accepting the lower sales margin has 
even enabled us to raise the sales volume, and thus the turnover, by 3%. The main increase can be 
attributed to purchases by grocery retailers. In sum, the business year 2014/15 saw sales of 558 tons 
of coffee (including 3.8 tons of instant coffee).

Chocolate
Even though we are facing increased competition by other suppliers in the Fair Trade sector, our turnover 
with regard to chocolate has risen by 2.8%, to EUR 2.3 million. The new brands of the Cariño line, 
which are also sold by traditional grocery retailers, have played a particularly important role here. 

OUR  PRO D U C T S04

Juan Escalante, organic
farmer at CISAFA in 

Guatemala, talking with 
Andrea Schlehuber, 

EZA’s general manager.

Institutions
This group of customers includes private organisations and public agencies such as educational institu-
tions, hospitals and offices, and a few single customers that place large orders, e.g. the Carol Singing 
Campaign. Our intensified communication activities, as well as work in the field, have shown good 
effects. The turnover has seen an increase of 3.4%, to approximately EUR 1.1 million. 

Action groups
The sales by action groups that offer our products in the context of volunteer work at various events 
have decreased by 12%, to only EUR 221 098. On the one hand, the groups have reduced their sales 
activities since EZA’s products have become more easily available in normal trade, and on the other, 
many active groups are supplied with products and information by local worldshops. 

Final consumers
These customers either visit us at Köstendorf in the context of our information events on Fair Trade, or 
buy goods there in response to a variety of advertising campaigns in cooperation with the Plus regi-
on. The sales increase of 2.5% results from the rising number of field trips to our headquarters. The 
visits to EZA by groups of the Austrian Catholic Women’s Movement, as well as several hundred 
participants in the women farmers’ study trip from the Kitzbühel region of the Tyrol, are particu-
larly worthy of mention. This positive development is further enhanced by EZA’s good network of 
local contacts. 

European Union and Switzerland
This group represents sales to our European partner organisation in Germany and Switzerland. Further-
more, Fair Trade partners from Slovenia, the Czech Republic, Slovakia and Poland are buyers of 
EZA's products. Here, the fair fashion segment has not developed as expected, while the purchases 
by Swiss partners have shown a downwards trend. As the turnover resulting from this selling co-
operation usually goes hand in hand with very low margins, the decline in sales has had dispropor-
tionately small effects on our overall result. Sales in this group amount to EUR 1.1 million.
 
In the reporting period, important steps have, however, been taken in this field: EZA started a coopera-
tion with the worldshops of South Tyrol and with their interest-representing organisation. In addi-
tion, in 2015 the association of the German worldshops recognised EZA as a new supplier. In June, 
EZA was present with its own stall at the German Worldshop Conference in Bad Hersfeld for the 
first time, and also provided input to the conference programme. This expansion of our activities is 
also expected to have positive effects on the sale of our products.
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Organic coconuts from the 
Ghanaian EAWOFA cooperative 
are available in strips, as 
nibbles, or as an ingredient 
to the popular Wiffzack and 
Blitzgscheit trail mixes. 
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Other foodstuffs
This group includes products such as tea, cocoa, sugar, nuts, dried fruit, bread spreads, honey, spices, 
oil, rice, quinoa and various drinks. Remarkable growth rates have been registered for Nam Om 
organic rice, coconut milk and trail mixes. However, the sales of other products in this group have 
also shown a promising growth: for instance, white tea and the Kunterbunt rooibos variations, as 
well as spices and honey. In addition, the range of products from Lebanon, which we launched in 
the past year, has been expanded and now also includes Baba Ganoush eggplant spread and saffron; 
and new products such as couscous from Palestine, risotto rice from Laos, as well as new iced tea 
brands have been added. Overall sales in this group have risen by 3.0%, to approximately EUR 3.3 
million.

Cosmetics
Our BDIH-certified line of natural cosmetics has seen a decrease of 8.0%. In the reporting period, EZA 
therefore started to reorganise this product group. The results will be presented in the business year 
2015/16, with a cosmetics line that will be organic, fair and vegan, thus complying with even higher 
standards than the present cosmetics. 

Fair fashion
Fair fashion, which comprises clothing, jewellery and bags, accounts for a turnover of EUR 2.6 million, 
or 14.5% of total sales, which represents a considerable decrease of 11.7%. This is mainly due to 

Eva Mayrhuber from EZA 
visiting Mr Kinh’s ceramics 
workshop at Bat Trang. The 
cooperation with Craft Link, 

a long-standing partner 
organisation of EZA in 

Vietnam, provides access
 to Fair Trade.
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EZA’s turnover is accounted for 

by the following groups of products:

TOTAL SALES

2013/14 € 15 510 938 

2014/15 € 15 539 881
 2013/14      2014/15

Sales by product category 
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Coffee 37.7%Handicrafts  10.2%

Chocolate  14.5%
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Other foodstuffs 20.5%

Fair fashion 16.2%

+3.0%

+2.8%

+3.0%

– 8.0%

–11.7%

+5.2%

declines in EZA’s sales to worldshops. In the clothing segment, the autumn and winter collections 
have not met with the expected acceptance. High-priced alpaca knitwear has been a particular pro-
blem in this respect. We plan to expand our cotton textiles in order to provide more alternatives in 
this group. EZA’s Anukoo fair fashion shop, our Göttin des Glücks (GDG) co-branding partner, as 
well as the purchases by our Swiss partner organisation have also remained below the envisaged 
sales figures. 

During the reporting period, EZA has therefore intensified its efforts in the area of product development. 
Design activities with regard to jewellery and bags will help expand our line of innovative fashion 
accessories. As far as clothing is concerned, we will reorient the new collections to further enhance 
their attractiveness for our customers. In this context, a small menswear collection has also been 
developed. The results of our activities have already been presented at several fairs, such as the 
Innatex international natural textiles fair, and have met with great interest.

Handicrafts
This product group includes home decoration goods, gifts and musical instruments. We worked with 
our trading partner Craft Link from Vietnam to create new ceramic designs; and the COPAVIC glass-
blowers cooperative produced the glass line that we jointly developed in the reporting period. Sales 
in this group have seen a 5.2% rise, to EUR 1.6 million, which has mainly been accounted for by 
sales to our European Fair Trade partners.
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Figures refer to euros 13/14 14/15 Comparison

Intangible assets 32 670 65 079 99%
Tangible assets 2 179 504 2 229 694 2%

Financial assets 36 494 1 099 –97%

FIXED ASSETS 2 248 668 2 295 872 2%

Inventories 5 738 062 6 231 850 9%

Accounts receivable and other assets 1 231 948 1 282 033 4%

Cash on hand and cash in banks 597 686 718 928 20%

CURRENT ASSETS 7 567 696 8 232 811 9%
Deferred income 47 195 45 219 –4%

ASSETS TOTAL 9 863 559 10 573 902 7%

Share capital 638 000 638 000 0%

Revenue reserve 0 0

Cumulative net income/loss 966 150 1 027 723 6%

CAPITAL STOCK 1 604 150 1 665 723 4%

ACCRUED LIABILITIES 798 532 877 844 10%

Due to banks 2 658 964 2 751 612 3%

Due to small lenders 3 182 572 3 549 068 12%

Other liabilities 1 619 341 1 729 655 7%

LIABILITIES 7 460 877 8 030 335 8%
Deferred income 0 0

LIABILITIES TOTAL 9 863 559 10 573 902 7%

Annual statement as at 30 June 2015

Income statement

Figures refer to euros 13/14 14/15 Comparison

Sales revenues 15 510 938 15 539 881 0.2%
Other operating income 92 775 64 134 –30.9%
Sales input 9 451 060 9 719 738 2.8%

INCOME 6 152 653 5 884 278 –4.4%
Personnel expenses 3 070 778 3 147 294 2.5%

Rental 200 291 205 207 2.5%

Selling expenses 1 233 498 1 194 624 –3.2%

Administrative expenses 881 054 873 069 –0.9%

Depreciation 264 712 270 993 2.4%

Interest 135 090 126 318 –6.5%

Corporate income tax 18 004 5 199 –71.1%
EXPENSES 5 803 427 5 822 705 0.3%

NET INCOME/LOSS 349 226 61 573 –82.4%

expenses reflect the cuts in the advertising budget. Depreciation reflects the investments in EZA’s 
worldshop in Salzburg. Interest expenses have declined due to the low level of interest rates, and 
good availability of liquid funds. Total expenses have almost remained at the level of the previous 
year. The annual net income amounts to EUR 61 573. 

In the reporting period, EZA employed a staff of 76 (at headquarters and in EZA’s four shops): 50 
women and 26 men. In terms of full-time employees, this corresponds to an annual average of 62.3 
FTEs.

Assets
The value of assets has grown due to the renovation of EZA’s worldshop in Salzburg. Inventories have 
primarily risen in monetary terms rather than in terms of quantities. On the one hand, this results 
from a considerable increase in the purchasing price of coffee. The average purchasing price for 
45.4 kg of green coffee was USD 247 (compared to USD 201 in the previous year). On the other, the 
euro’s depreciation against the dollar has led to an increase in the value of inventories. During the 
reporting period 2014/15, the U.S. dollar reached a low of 1.05 against the euro, whereas it was at 
a 1.35 peak in the previous year. Accounts receivable are near the level of the previous year. Cash 
on hand and cash in banks are significantly higher as against the previous year, which is due to 
reporting date factors.

Liabilities
The share capital is EUR 638 000. The cumulative net income has risen by the annual profit of EUR 
61 573, to EUR 1 027 723. The capital stock-to-assets ratio is 15.8%. The increase here is due to pro-
visions, primarily for dismissal payments, anniversary bonuses, holidays, and for covering a loss 
in the final financial statement of the cooperation worldshop at Citypark Graz, which was closed 
down in April 2015. Due to banks has risen, in part due to the high dollar exchange rate, and in 
part due to reporting date factors. Small loans have risen again, and now amount to approximately 
EUR 3.5 million. Other liabilities are lower than in the previous year, again due to differences in 
reference dates.

Income statement
Sales revenues have only seen a small rise of 0.2%. Whereas a slight increase of 1.0% has been rea-
lised at home, primarily due to sales to grocery retailers, sales to customers abroad have declined 
by 6.6%. Sales input has risen by 2.8%, mainly due to the high world market price for coffee and 
the strong U.S. dollar.

The rise in personnel expenses has been brought about by the rise in statutory wages, as well as the 
hiring of one additional full-time staff member in the second half of the business year. Selling 

EZA’s business year 

covered the period 

from 1 July 2014 to 30 

June 2015.
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Weaving and sewing:
Selyn helps generate
humane jobs in Sri Lanka.
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«„According to me Fair Trade is the only trade 
where we can think of sustainable trade. Fair 
Trade takes care of environment, gender equality, 
working conditions, long term relationship. It 
is the only trade where we take care of the 
marginalised.“

 Swapna Das, EMA, Indien
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