Annual Rep ort 20 0 8 / 0 9

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 (Fair Labelling Organisation; www.fairtrade.net), IFAT (International Fair Trade Organisation; www.ifat.org), NEWS!
(Network of European Worldshops; www.worldshops.
org) and EFTA (European Fair Trade Association; www.
eftafairtrade.org).

EZA Fairer Handel is Austria’s largest
Fair Trade import organisation, with
34 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
Austria
Phone: +43 6216 20 200
Fax: +43 6216 20 200 999
E-mail: office@eza.cc
Website: www.eza.cc

Dear Readers,
the purpose of this annual report is to give you an overview of our activities in the
past business year. The reporting period extends from 1 July 2008 to 30 June 2009. In
view of the financial and economic crisis, which has affected many industries and in
whose wake thousands of workers also in Austria have been put on short time or lost
their jobs, it is all the more encouraging that our Fair Trade products continue to be the
preferred goods of choice for many consumers: a sales increase by 7.8% compared to
the year before underlines this continuing trend.
The turbulences of the past months may have had awareness-raising effects so that
eventually those not directly affected by the crisis have reconsidered the issue of
where, and to what end, they want to use their purchasing power, and what type of
business they are willing to support. The challenge for us is to point out alternatives
that are attractive in every respect. It is of prime necessity to understand quality in an
all-encompassing sense and to orient our activities accordingly.
The global crisis started long before September 2008 and it cannot be overcome with
small upwards trends in growth. The point is what kind of growth we are aiming at.
More of the same? Growth at the expense of millions of people and of our environment?
EZA has been following a different path. Our trading activities are aimed at reconciling the interests of our partners in Latin America, Africa, Asia and the Middle East
on the one hand and the demands of our customers in Europe on the other. Our philosophy is to combine economic sustainability with social and ecological responsibility
and accountability. This is the basis of our work, and it is a promising perspective to
see rising numbers of people coming along with us.

Yours
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Online in a new design
In the reporting period, the redesign of our food packages and printed materials was followed by a
revision of our website: www.eza.cc provides detailed information on the approaches that EZA
pursues, and it gives an overview of both the range of products that are currently available and the
people behind them. A concise description of EZA’s history from the establishment in 1975 up to
the present illustrates the different stages in the development of our enterprise.

Worldshops Conference
More than 100 participants took part in the nation-wide Worldshops Conference held at Salzburg’s Brunauerzentrum from 12 to 14 September 2008. On this occasion EZA organised an information day
to introduce the focal country campaign on Thailand and Vietnam. In the context of the traditional
EZA journey, which took place in spring 2008, a group of 20 EZA and worldshop staff had travelled
to Fair Trade partner organisations in these two countries. Their impressions of Thailand and Vietnam formed the basis and starting point for the conference.
Oliver Pye of the University of Bonn, Germany, delivered a paper on the current political and economic situation of Thailand, and Vitoon Panyakul of Green Net, a Thailand-based marketing network,
gave his audience an insight into the activities of his organisation. He especially pointed to the
food crisis and explained in which way the small farmers of Green Net meet the crisis by means of
organic farming, Fair Trade structures and the principle of food security for the local population.
Lan Tran Tuyet of Craft Link, a Fair Trade organisation in Vietnam, gave an impressive account of
Craft Link’s history and the work processes in crafts production.
In the workshops, the themes that had been outlined at the beginning were treated in more detail. In
addition Oliver Pye and his colleague Trang Dai Vu, also from the University of Bonn, discussed
with the participants the history and present situation of Vietnam. Susanne Leikermoser, dietician
and Ayurveda specialist, contributed input on rice as a component of a healthy diet. The day was
rounded off by an evening programme for the participants, with an introduction to the art of Qigong,
Thai massage and Thai dance.

Films
Two new films were presented at the Worldshops Conference: Wo die Saat aufgeht (Where the seed is
bearing fruit) and Die Kunst in ihren Händen (Taking art into your own hands). The material that
Manfred Wimmer had gathered during the visits to the Green Net and Craft Link partner organisations was completed in cooperation with EZA so that the films were ready for the focal country
campaign. They give a good overview of the work of rice farming families, coconut farmers, Viet

Thailand and Vietnam
as well as EZA’s partner
organisations in these
two countries have
been the centre of
attention in this year’s
focal country weeks.
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namese bamboo craft and pottery workshops as well as the ethnic minorities of the Hmong and
Dao with their long-standing embroidery tradition, who live in the north of Vietnam. The films are
available to rent at EZA and the worldshops.
EZA’s partners visiting
Austria: an opportunity
for many to experience
direct contacts and
exchange for more
insight in the everyday
life of producers.

Country focuses
This year’s focal country weeks, run in the majority of worldshops, concentrated on Thailand and Vietnam. A preparatory information day was held for the shops’ staff, and EZA also provided a package
of materials on the focal countries. In addition, EZA organised a tour for the two guests from Asia:
Vitoon Panyakul of Green Net and Tran Tuyet of Craft Link went to 12 towns and cities between
Vorarlberg in the west and Vienna in the east of Austria and talked about the work of the local
organisations as well as topical themes such as the food crisis and climate change. For Panyakul,
the exchange with Austrian organic farmers was greatly interesting, and it showed how much they
have in common.
The local worldshops again proved to be highly committed, competent cooperation partners. The
good media response was another encouraging result of the focal weeks.

natürlichFAIR newsletter
The extensive autumn issue of the natürlichFAIR newsletter also discussed the country focuses and
provided further information on the people behind the traditional fragrant Hom Mali rice and the
coconut farmers’ committed fight for the preservation of an intact environment as well as the diversity of Vietnam’s crafts production. A further important focus concerned the presentation of EZA’s
new line of natural cosmetics and the partner organisations in this field. In addition the 20-year
history of Café Orgánico was covered, and new products such as fruit spreads from Brazil were
presented.

Natural cosmetics launched
The reporting period saw the start of a new product line: high-quality natural cosmetics according to
BDIH standards. This was preceded by a comprehensive training programme for the worldshops
where the cosmetics are sold. The training schedule included background information on the composition as well as ingredients and active substances of the cosmetics, the Fair Trade partner organisations involved and the BDIH criteria.

Transparency back to the source
Early in 2009, the newly designed, updated and revised information folders on EZA’s partners were
completed. They give descriptions of all trading partners with whom EZA is cooperating and thus
ensure transparency and traceability, and they serve as an information basis for both the worldshops’ staff and customers interested in this issue. All texts on our partners have been added to
EZA’s revised website, where they are also available for download.

Study trip to Mexico
In spring 2009 the annual journey to EZA’s partner organisations took place. This year’s destination was
Mexico: after a visit to a small group of potters in Cuernavaca who sell their products to EZA through
the organisation Xochipilli, the rest of the journey was dedicated to Café Orgánico: as a result of the
great success of this popular brand of Fair Trade organic coffee the number of cooperatives that deliver this high-quality arabica coffee to EZA has greatly risen. The group of around 20 travellers went
to two of the 14 cooperatives: FIECH and Tiemenlonla Nich Klum, both of which are situated in Chiapas. This was an opportunity for the visitors from the Austrian worldshops to get to know the various stages of work involved, from planting the seedlings to cultivating the plant, picking the ripened
cherries, removing the flesh, fermenting the seeds and drying them in the sun, until eventually the
green coffee beans are ready for export. The Austrians also got an idea of the difficult everyday life of
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Mexican small farming families for whom the pressure is increasing as a consequence of the difficult
economic conditions. It also became obvious that Fair Trade alone cannot solve all problems, but it
is in fact an important basis for improving the general situation of the producers.

Fair fashion
The new spring collection of FAIRTRADE-certified fashion made of organic cotton was another highlight of the reporting period. The clothes by the Göttin des Glücks designer group, with whom EZA
has cooperated since 2007, as well as EZA’s own designs, have made available a growing range of
fashion produced on a basis of social responsibility – and the demand is growing. A short film produced by Nikolaus Jantsch in cooperation with EZA was shown to make transparent the production
chain from the cotton fields in India to Craft Aid, our trading partner in Mauritius. The information
material on fair fashion is available to the worldshops for their promotion activities.

natürlichFAIR newsletter
The spring issue of the natürlichFAIR newsletter also focused on fashion with value added. It covered
new developments of Craft Aid, EZA’s partner in Mauritius, whereas other, unattractive, aspects of
textile production were reported by Kalpona Akter, labour rights activist in Bangladesh, who had
been invited to tour Austria in the context of the Clean Clothes campaign. The newsletter also presented new products such as Kembali, a coffee speciality from Indonesia, and it included reports on
measures to respond to the climate change, taking Green Net, our partner organisation in Thailand,
as an example.

EZA: The practice of Fair Trade

Photos: EZA/mawi, Braunau worldshop

A rising number of (student) groups have come to EZA’s headquarters at Köstendorf to take part in guided tours of the house and to attend lectures on Fair Trade. The majority of these visitors are from
schools of the region or the province of Salzburg, but also other groups of visitors came to see us. In
the reporting period, a total of 32 student groups and 8 other groups, among them day trippers, of up
to 60 people, visited EZA. In addition, we hosted a number of information events for multipliers in
the context of the Bio Fair Breakfast and Snack initiative (see also Chapter 6).

Rice (plants in photo left) is a central
product of Thailand’s Green Net
organisation of small farmers. Vitoon
Panyakul of Green Net and Roswitha
Lobe of the Braunau worldshop at the
organic farm run by the Ortner family at
Ranshofen, Austria (photo right).
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The number of people
who profit from Fair
Trade with EZA has
grown further.

By 30 June 2009, EZA cooperated with 144 partner organisations in Latin America, Africa, Asia and
the Middle East. Our partners represent a great variety of both products and forms of organisation.
In the case of handicrafts these partners may be small groups of craftspeople as well as considerably
larger, socially committed marketing organisations which in turn cooperate with workshops or
groups of producers. Regarding food, we continue to give priority to the support of small-scale
farming structures. Products that come from plantations are an exception, and only a number of
organic black and green tea brands are plantation products. Here our policy is to ensure that the tea
pickers and workers may profit from the advantages of Fair Trade and that labour rights as well as
their right to take part in decision-making are respected.
For an overview and further details on the world of EZA’s partners please visit our website, where
you will find information on each of the 144 partner organisations as well as reports about recent
mutual visits.

Direct trade relations
We buy 99% of our handicrafts and 100% of our fair fashion directly from our trading partners. In the
group of foodstuffs, due to a division of labour and specialisation at European level, 60% of our
products are direct imports, and the rest is supplied by other Fair Trade importers that buy goods
also on behalf of EZA, or the production is coordinated in Europe, e.g., in the case of chocolate. EZA
in turn buys certain handicrafts and fair fashion products for other European partners. A central
aspect here is to ensure transparent structures from the start of the production chain to the retail
store and that the producers at the other end of the chain profit from the Fair Trade relations. In
addition, EZA maintains direct relationships to numerous partner organisations, e.g., in the form of
mutual visits, also if the products in question are bought through third parties.

Exchange visits
The visits by our partners from the South and journeys by EZA workers to partner organisations are
of vital importance for maintaining our trade relations. Direct contacts are opportunities for an exchange of expectations and discussions on the advancement of our Fair Trade relations.
In the reporting period, EZA staff visited approximately 30 (existing and potential) partner organisations in nine countries. Invited by Sagrada Familia, a winemakers’ association in Chile, EZA took
part in a seminar that aimed at establishing a network of Chilean producers’ organisations, studying
Fair Trade in Chile and defining joint strategies. Apart from the visit to Sagrada Familia, the journey
was an opportunity to meet representatives of APICOOP (honey), Consorcio Vinícola (wine) and
Pueblos del Sur (handicrafts).



our partners

The exchange with existing, new and future partners in the field of coffee was intensive in the reporting period: in Mexico, EZA staff visited the following 12 organisations – cooperatives of coffee
farmers, coffee processors and certifiers: FIECH, ISMAM, Paluchen, Redcafés, Tiemenlonlá, UCIRI,
Yeni Navan, 21 de Septiembre, Más Café, Juan Sabines, Tzijib Babi, and the Certimex certification
organisation. In Guatemala, they contacted Cecapro und Guaya’b. Another coffee journey took us
to the producers of EZA’s new Kembali coffee in Sumatra, Indonesia, and to small farming families
and organisations in India, from whom EZA will buy the Orissa coffee speciality.
The handicraft and fair fashion producers that EZA visited included Xochipilli in Mexico; Craft Network Cambodia and Cambodian Craft Cooperation in Cambodia; Craft Link in Vietnam; EMA, Sasha, CRC and Silence in India; AMWA and Streetwires in South Africa and finally Yuri Enga and
Kalangu in Ghana.
In the reporting period, visitors from 18 organisations in 8 countries came to see EZA:
Swapna Das (EMA, India), Ram Ramasamy (SIPA, India), Rajat Jaipuria (Rajlakshmi Cotton Mills,
India), Narendra Shahi (Third World Craft Nepal, Nepal), Meera Bhattarai, Gabish Joshi and Srishti
Bajracharya (ACP, Nepal), Vitoon R. Panyakul (Green Net, Thailand), Lan Tran Tuyet (Craft Link,
Vietnam), Thai Thi Le Khanh and Le Phuong My (Mai Vietnamese Handicrafts, Vietnam), Ruth Salditos (PFTC, Philippines), Chowdhury and Ershadul Hoque (Prokritee, Bangladesh), Gonzalo Mariaca
Cori (Jilata, Bolivia), Martin Schachner (Fundación Chankuap, Ecuador), Paola Leiva Barahona and
Don Agenor (Consorcio Vinícola, Chile), Suraiya Gervacio S. Santiago and Israel E. Paz García (21 de
Septiembre, Mexico), Jussara Santos, Domingas and Adilson (Coopercuc, Brazil), Fred Masinde and
Aloys O. Otieno (Undugu Society, Kenya) and Gabriel Kamudu (Craft Aid, Mauritius).

New partner organisations
The reporting period again saw an increase in the number of organisations with whom EZA is cooperating. Our partners’ committee decides whether a cooperation with a new organisation should
initiated or not. As a result of EZA’s wider product range, new cooperations were started in particular in the handicrafts sector: Rajlakshmi Cotton Mills Ltd in India produces textiles of organic and
FAIRTRADE-certified cotton; Craft Network Cambodia is a producer of recycling bags in Cambodia;
Conserve from India also delivers bags made of recycling materials, and Bawa La Tunaimi of Kenya
is a partner delivering costume jewellery.
Regarding organic sugar, as a result of the EFTA cooperation a greater number of producers were
needed because the continual growth of the range of organic products, especially chocolate, led to
a greater demand for organic sugar. Therefore a cooperation with the partner organisations El Arroyense and Montillo of Paraguay was started. Another promising development is the contact to Ten
Senses, a Fair Trade organisation in Slovakia, which made it possible to import locally processed
and packaged macadamia nuts grown by small farmers in Africa. Another goal of the cooperation
with Ten Senses Africa also is to certify their organic and Fair Trade products.
Maintaining long-term relations is a central pillar of Fair Trade, and a great number of organisations
have been our partners for many years. Ending a cooperation is the exception and not the rule: in
such a case, our policy is to enter into a dialogue with the partner concerned and to explain our
reasons openly and in due time. In the reporting period, EZA terminated the cooperation with
Getrade in Ghana.



New trading partners
permit an expansion
of EZA’s range of
products and the
Austrian market is thus
opened to producers.
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Production of
candles at Silence
in Kolkata, India.



OUR PARTNERS

«

A world that estimates and uses products not just
because of their quality but that also appreciates
the lives of those who have made them will
contribute to the preservation of cultural variety
enriching human existence.
Adriana Soza, Fundación Chankuap, Ecuador

Fair networks
EZA is an active member in two large Fair Trade networks: the European Fair Trade Association (EFTA)
and the World Fair Trade Association (WFTO, the former IFAT). In the reporting period, we again
contributed to the continuous reflection upon, and further advancement of, the idea of Fair Trade,
its criteria, monitoring, evaluation and standardisation.
In the context of the WFTO, the discussion of an improved monitoring system was continued. At present, WFTO members have to undergo self-evaluation processes at regular intervals, according to
defined standards, and the reports submitted are internally checked by the other members. This is
complemented by external spot checks. In a pilot project, the implementation of the Sustainable
Fair Trade Management System has now been tested. The monitoring system, which is developed
in the context of the WFTO, is used for analysing organisations in a more detailed way. Certification
as a Fair Trade Organisation will make it possible in the long run also for handicraft organisations
obtain the Fair Trade label for their products. Discussion about this issue is ongoing and will be
continued in the international forums of the WFTO, in which both members and other stakeholders
are represented.
At present the majority of WFTO members are handicraft producers. 57% of EZA’s handicraft partners is integrated in this network.

Support, assistance and consulting
As a member of the European Fair Trade Association, EZA also takes part in the EFTA monitoring
group. Providing support and assistance to partner organisations that want to implement Fair Trade
criteria is one of the main objectives of this body. In the reporting period the focus was placed on
improving and advancing EFTA’s information and evaluation system; training courses for external
evaluators were organised and an evaluation manual was prepared. In order to avoid parallel activities by both producers and importers, the EFTA monitoring group provides ample input and shares
experience in order to facilitate the work of WFTO.

Evaluation: chance and challenge
In the reporting period, EZA had two partner evaluations performed. The evaluator in charge was Bella
Bello Bitugu, who is familiar with both the general situation of the country concerned, i.e., Ghana,
and the criteria and principles of Fair Trade. The two organisations evaluated were Yuri Enga in
the north of the country and Kalangu, seated in Ghana’s capital of Accra. Parallel to the evaluation
a comprehensive seminar on Fair Trade took place. The results have shown a very positive picture:


Following the criteria
of Fair Trade is
a challenge that
both producers and
importers have to meet.
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in addition to the strengths of the two organisations – the members’ integration and participation in
decision-making was described as excellent – also weak points were identified and approaches to
improvement were outlined. The main aspects in this context included the exact documentation of
responsibilities within the organisation, improvement of workplace safety and more transparency
regarding pricing and costing. The discussion of these points was a useful input for the members of
the organisations and encouraged them to embark upon the necessary measures.

FAIRTRADE label ensures external control
EZA has been a licensee of the FAIRTRADE label since the establishment of this initiative in Austria
in 1993. The label is awarded to a number of products in the group of foodstuffs as well as roses,
footballs and cotton. The external control of the Fair Trade criteria is ensured by FLO, an independent international Fair Trade labelling organisation. The label is only awarded to products for
which FAIRTRADE standards have already been defined and which come from partner organisations that have been included in the international producers’ registry of the Fair Labelling Organisation. 67 out of EZA’s 88 food partners have been entered in this registry.

Third-party support for our partners
Whenever possible, EZA also attempts to obtain financial support from third parties for programmes
and projects with which our partners approach us. In recent years numerous countries have increasingly been affected by natural disasters, the damage of which has also been felt by our partner
organisations: in the reporting period CECAPRO, our long-standing coffee partner, suffered great
losses because of a hurricane, and the work of many years was destroyed within a few hours. A
great number of worldshops contributed to the reconstruction works. EZA’s shareholder A3W also
turned to Salzburg’s Provincial Government to apply for financial support, and the money they were
granted could be used to rebuild the wet processing equipment for organic coffee, which had been
completely destroyed.

Photos: EZA/mawi

The FAIRTRADE
label guarantees an
independent external
control of FAIRTRADE
standards.

Suraiya Gervacio. S. Santiago,
organic coffee farmer from Mexico,
writing a guest book entry for EZA
(photo left). Hermelinda, organic
coffee farmer from Chiapas,
roasting coffee for her family in
the large pan.
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Worldshops
The worldshops accounted for a turnover of EUR 5.3 million, which is an increase by another 5.9%
compared to the previous year. One reason for this ongoing upwards trend is the numerous activities
started by the worldshops. In the reporting period a further number of shops moved to better locations, and new shops were opened. Apart from the Fair Trade for a Good Climate campaign that was
concluded in the reporting year, several promotion activities (such as the nationwide focal country
weeks on Thailand and Vietnam) showed an encouraging response. The increase of the product range also helped further improve the image of the specialised Fair Trade shops.
The greatest growth was found in the group of ‘other foodstuffs’, which includes products such as
rice, cocoa, bread spreads, tea, spices, juice, honey, quinoa and sugar. Many new foodstuffs such
as high-quality organic vegetable oils, organic coconut milk, fruit spreads, flavoured tea and new
blends of spices also contributed to this success.
The fair fashion line, with its widened range of clothes, bags and jewellery and the introduction of a
new category of natural cosmetics according to BDIH standards also boosted the sales growth.
This trend is all the more promising as the traditional Fair Trade sector, in spite of rising prices of raw
materials and the economic crisis, has been able to hold its own. With a share of 37.9% in total
sales, the worldshops continue to be EZA’s largest group of customers. In the reporting period 87
worldshops and 2 world cafes were run.

Grocery retailers
In this distribution channel an increase in sales by 4.1%, to nearly EUR 3.6 million, was registered.
The main product here was coffee (EUR 2 million). The factors accounting for this growth include
an improved product range that meets the specific needs of this distribution channel, and inclusion
of additional products. Moreover, new customers were won, and assistance on the spot by our field
workers was intensified.
At present, the following grocery retailers are selling EZA products: Interspar, Eurospar, SPAR supermarkets, Spar Gourmet, Spar groceries, Merkur, Billa, Adeg, dm drugstores, M-Preis, Kastner Nah
und Frisch, Pfeiffer Nah und Frisch, Maximarkt, Winkler, Sutterlüty, Unimarkt, Prokaufland, Tabor,
Wellas Park, Wedl Nah und Frisch, Betten Reiter, Konsum Salzkammergut, Greinöckler&Willibald,
Hörtnagl and OMV Viva Shops. EZA’s products are also available at C+C, Kastner and Pfeiffer C+C
supermarkets.
11
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The activities of the FAIRTRADE labelling organisation have also contributed to the propagation of the
idea of Fair Trade and have thus attracted new customers.

Resellers and organic distributors
This group of customers primarily includes organic food shops and distributors that supply specialised organic food shops with a number of products of different enterprises. Regrettably, this channel
has seen a decline in sales by 10.4%, which, among other reasons, is the result of closing organic
shops and organic supermarkets, which in turn has reduced sales by distributors. This sector has
been hit especially hard by the present economic crisis, which has also affected our sales in this
distribution channel. The greatest declines were found with regard to the product lines of coffee
and chocolate.

EZA worldshops
EZA owns three worldshops: in Salzburg and in Vienna’s 1st and 8th districts. Competent shop assistants, good locations and attractive interiors are important factors that make these shops top sellers
among Austria’s worldshops. The expansion of the range of products to include fair fashion, i.e., clothes made of FAIRTRADE-certified organic cotton and high-quality alpaca knitwear, was continued
in the reporting period. A test sale of attractive linen products was concluded with positive results.
This experience encouraged also other worldshops to expand this line of products.

Turnover by distribution channel
EZA’s turnover is accounted for by sales of products
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The sales to private customers of EZA’s three worldshops resulted in a turnover of nearly EUR 1.3
million. A share of approximately 70% of sales was accounted for by handicrafts and clothing.

Institutions
In addition to a large number of private organisations and public agencies that buy EZA products, e.g.,
educational organisations, hospitals and offices, a few large institutional customers play a significant role in this group of customers: for instance, in the reporting period the Catholic organisation
Missio, with its youth action, and the Carol Singing Campaign of the Catholic Children’s Movement
bought great numbers of products. The sales increase in this group was 6.2%.

Action groups
The sales to this group of customers, who sell our products in the context of voluntary work at bazaars,
have gone down continually in the last few years. As the network of worldshops has grown, many
action groups now buy their goods directly from the shops, and a number of groups were dissolved
because our products have become available in an increasing number of supermarkets, or they have
shifted their focus of activity to other fields of social concern. Still, the sales figures in this field
have remained at the level of the previous year.

Final consumers
The increase by 19.3% of sales to final consumers is a very gratifying development. These customers
primarily live around our headquarters at Köstendorf, where a rising number of people have become aware of the wide range of Fair Trade products that are available in their neighbourhood. The
fact that you cannot only buy products but may also get information on Fair Trade has met with
growing interest. EZA has become a popular destination for students and excursions organised for
a variety of groups. In addition, EZA has established itself as a location for training events on the
Biofair Breakfast and Snack action model (see also Chapter 6).

Europe and the European Union
The greatest increase, i.e., by 66.9%, was accounted for by sales to our European Fair Trade partners.
It has proved to be a good decision to start a strategic purchasing cooperation with other European
partner organisations that obtain their fair fashion and handicraft products through EZA. Even
though the sales margins are small in this field, they still help us reduce relative fixed costs and
this permits the expansion of specific product lines. This is a division of labour that increases cooperation at European level.
In the reporting period EZA was able also to intensify its relations to many partners in countries
where the idea of Fair Trade has not been widespread so far. In Slovenia, the establishment of
Odjuga, a Fair Trade umbrella organisation, marks a further step in the process of building alternative trade structures. The contacts to the Ten Senses NGO in Slovakia (operation of a Fair
Shop and joint import of foodstuffs) have been enhanced, as has our cooperation with its sister
organisation in Bulgaria. Our relations with NGOs in the Czech Republic have also shown good
results: for instance, an additional worldshop was established in Prague, and contacts to groups
in Plzen have been initiated. The situation in Hungary continues to be difficult for Fair Trade
because of the current economic problems.
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Our products

Coffee
Coffee continues to be the most important product of EZA’s, accounting for a share in total sales of
31.6%. After many years of rising trends, often with two-digit growth figures, the reporting period
was characterised by stagnation. This primarily resulted from the decline among organic distributors
and organic food shops and could not be offset by increases in other distribution channels.
While the espresso brands showed mild growth rates and the introduction of Abessa, a coffee speciality from Ethiopia, was successful, Café Orgánico, which has always accounted for the greatest share
in coffee sales, stagnated at a high level. In May 2009 Indonesian Kembali coffee was introduced,
thus further increasing our range of coffee specialities.
In the past business year a total of 534 tons of roasted coffee was sold, 95% of which was organic
coffee. EZA coffee thus accounts for around 50% of the FAIRTRADE-certified coffee that is sold in
Austria.

Chocolate
The second-most important product in the group of foodstuffs, chocolate accounts for 17.9% of total
sales. The prices of organic cocoa reached an absolute peak. In Fair Trade, the producers’ organisations directly profit from this development. The retail prices were raised moderately, which means
that only a part of the massive price increase was passed on to EZA’s customers, and part of it was
absorbed in the form of smaller margins. Still, it is a positive sign that the increase in turnover has
also been paralleled by a rise in quantities sold.
In the worldshops, mild increases in sales of Compañera and chocolate snacks were registered.
The sales of the Sonrisa line to grocery retailers showed a very favourable development. Again,
the Catholic organisation Missio with its youth action, was one of our most important chocolate
customers.

Other foodstuffs
This group showed a significant growth by 9.1%. In addition to the existing products of rice, spices,
chutneys, muesli, quinoa, dried fruit, fruit gums, tee, honey, lemonade, orange juice and wine, also
new products were developed and offered for sale: for instance, a cooperation with the Catholic
Men’s Movement of Upper Austria eventually led to a new trading partnership with the Coopercuc
small farmers’ cooperative in Brazil. EZA supports the further advancement of Coopercuc’s fruit
spreads, e.g., those made of the exotic fruit umbu, and has made it possible to launch them in the
Austrian market. In addition, new organic tea blends were developed. The organic vegetable oils
that had been introduced in the previous year developed very favourably, especially the popular
argan oil from Morocco and the extra-virgin olive oil made by Arab small producers in Galilee.
These new products, as well as the traditional fragrant Hom Mali rice significantly contributed to
the positive development in this sector.
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O ur P roducts

Cosmetics
The reporting period saw the launch of a completely new line of natural cosmetics that meet BDIH
standards. This products series is made of high-quality raw materials, the majority of which is organically grown. Eight partner organisations of EZA’s, in Latin America, Africa and Asia contribute to
the cosmetics, which are produced in Austria. We regard this as a consequent further development
of our range of products, with very promising perspectives.

The share of organic
products in the food
category has grown to
77%.

Fair Fashion
As a result of our strategic decision to expand our fair fashion line, we restructured the product categories used for our statistical analyses. Before, the entire non-food category was included in the group
of handicrafts. As of 2009 we have divided this category into fair fashion (clothing, jewellery and
bags) and handicrafts.
Sales in the fair fashion line amounted to EUR 2 million, or 17.3% of EZA’s total turnover, and this
group showed the greatest increase compared to the previous business year: 19.7%. We see great
potential especially in the clothing category. The positive development of the FAIRTRADE-certified organic cotton collection of fashion has encouraged us to expand this line and to ensure the
required staff capacities: the first result of this decision has been a test collection of linen clothes
and the development of new cotton collections for spring 2010. Our successful cooperation with
the Göttin des Glücks designer group has been continued.

Handicrafts
This group includes attractive home decoration goods and articles of daily use as well as a number of
exotic musical instruments and games for children and adults. In the past business year, a share of
11.7% of total sales was accounted for by this group of products, with a turnover of EUR 1.6 million,
i.e., at a level comparable to the year before.

Sales by product category
0
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T O TA L S A L E S:

2007/08

€ 12 673 247

2008/09

€ 13 667 757

2007/08

2008/09
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EZA’s business year
covers the period from
1 July 2008 to 30 June
2009.

Assets
Fixed assets were reduced by the depreciation of EZA’s distribution centre. Inventory could be lowered because of an increased inventory turnover, which reduced current assets. These two factors
led to a smaller balance sheet total. In sum, assets were 4.5% below the previous year.

Liabilities
The net income of EUR 31 799 in the business year 2008/09 led to an increase in cumulative income
to EUR 1 069 083. Greater liquidity, not least due to the increase in small loans from EUR 2.14 million to EUR 2.27 million, permitted a considerable reduction in due to banks. The smaller balance
sheet total raised the capital stock-to-assets ratio to a share of 17.5%.

Income statement
Sales revenues rose by 7.8%, to EUR 13 667 757. The increase in other operating income results
from damages paid. The rise in income relative to sales, i.e., +2.5% compared to the previous year,
is below average. This reduction in margins is due to higher purchasing prices paid to producers
and unfavourable exchange rates for U.S. dollars and Swiss francs. In view of the difficult general
economic situation these it was considered impossible to fully pass on these two price increases to
consumers in the form of higher retail prices.
Personnel expenses rose by 7.7, which is slightly below the sales increase, resulting in a very small
rise of the sales revenues-to-personnel ratio, to 17.5%. The rental costs item includes all costs for
rent and lease, also the leasing costs for EZA’s copy machine, which has increasingly been used
for the production of various information materials that had been outsourced before, therefore the
corresponding costs have risen significantly. In view of the less favourable income situation, a reduction in selling expenses has been planned. Unfortunately, the reporting period also saw damage
in various product categories. This operating damage is the main reason for the considerable rise in
administrative costs. Depreciation went down because of reduced new investments. Interest developed favourably because of lower interest rates.

Photos: EZA/mawi, Streetwires
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A n n u a l s tat e m e n t

Handicrafts convey a cultural message. This is
illustrated by traditional hand-painted ceramic bowls
from Vietnam (photo left) and creative bead works
from South Africa (photo right).
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A N N UA L S TAT E M E N T

In the reporting period, EZA employed 64 staff (at headquarters and in EZA’s three worldshops): 43
women and 21 men. In terms of fulltime employees, this corresponds to an annual average of 53.1
FTEs.

Annual statement as at 30 June 2009
Figures refer to euros

07/08

08/09

Comparison

8 382

16 187

93.1%

2 975 577

2 759 762

-7.3%

36 575

36 575

0.0%

FIXED ASSETS

3 020 534

2 812 524

-6.9%

Inventories

4 899 600

4 462 559

-8.9%

Accounts receivable and other assets

1 163 396

1 370 935

17.8%

Intangible assets
Tangible assets
Financial assets

Cash on hand & cash in banks
CURRENT ASSETS

232 861

238 062

2.2%

6 295 857

6 071 556

-3.6%

70 528

77 196

9.5%

9 386 919

8 961 276

-4.5%

Share capital

378 000

378 000

0.0%

Revenue reserve

123 628

123 628

0.0%

Cumulative net income/loss

1 037 283

1 069 083

3.1%

CAPITAL STOCK

1 538 911

1 570 711

2.1%

523 167

527 417

0.8%

Due to banks

3 679 045

3 057 718

-16.9%

Due to small lenders

2 144 387

2 272 845

6.0%

Other liabilities

1 491 934

1 528 907

2.5%

LIABILITIES

7 315 366

6 859 470

-6.2%

9 475

3 678

-61.2%

9 386 919

8 961 276

-4.5%

Comparison

Prepayments and accrued income
ASSETS

ACCRUED LIABILITIES

Deferred income
LIABILITIES

Income statement
Figures refer to euros

Sales revenues
Other operating income

07/ 08

08/09

12 673 247

13 667 757

7.8%

54 444

119 218

119.0%

Cost of sales

7 498 617

8 425 536

12.4%

INCOME

5 229 074

5 361 439

2.5%

Personnel expenses

2 225 153

2 397 132

7.7%

170 137

187 460

10.2%
-1.9%

Rental
Selling expenses

1 379 784

1 353 523

Administrative expenses

837 147

901 180

7.6%

Depreciation

303 891

281 374

-7.4%

Interest

223 066

207 575

-6.9%

24 875

1 396

-94.4%

5 164 053

5 329 640

3.2%

65 021

31 799

-51.1%

Corporate income tax
EXPENSES
NET INCOME/LOSS
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Our annual statement
makes figures
tangible.
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Fair n e t w o rks

EZA is a member of the Austrian Global Responsibility Association, an umbrella organisation that represents the interests of Austrian NGOs in the areas of development cooperation, development policy
work in Austria, humanitarian aid as well as sustainable global, economic, social and ecological
development.
EZA also participates in Austria’s Fair Trade Forum of actors that are especially committed to the
idea of Fair Trade. As a licensee of the FAIRTRADE label, EZA has again been able to increase its
range of certified products in the reporting period.
As a member of the Climate Alliance EZA is obliged to take active steps to protect the climate, which,
for instance, is reflected in the continual expansion of the share of organic products in the foodstuffs
group and also in the company canteen, as well as an environmentally sound heating system for
EZA’s low-energy headquarters building, use of eco electricity and transition to climate-neutral printing of information materials as well as transport of goods by railway wherever possible.
In the past business year the Austrian Worldshop Association, the umbrella organisation of Austria’s
worldshops, received 1.5% of the worldshops’ annual sales revenues earned through sales of EZA
products, in order to consolidate the worldshop system. In the context of a training programme of the
Fair Trade Academy initiated by the Austrian Worldshop Association, EZA again shared its expert
knowhow in the fields of monitoring, value added by Fair Trade as well as selection of, assistance to
and continuous cooperation with, partner organisations in the South. In the further training course
for graduates of the Fair Trade Academy organised in this context, EZA communicated information
on the current situation of WFTO, the World Fair Trade Organisation.
EZA also collaborated with Bio-Austria Salzburg, the Welthaus organisations, EZA’s shareholder A3W
and the Südwind Salzburg association as a new partner, to organise two seminars in the context of
the Biofair Breakfast and Snack model, for the target group of multipliers. Here the focus was placed
on the themes of organic farming and Fair Trade.
At European level, EZA is a member of EFTA, the European Fair Trade Association of 11 alternative
trading organisation in nine European countries. Through its membership EZA contributes to the
funding for the advocacy post in Brussels of the three large Fair Trade networks (EFTA,WFTO and
18

FA I R N E T W O R K S
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FLO) in order to promote Fair Trade issues also at the level of the European Union. EZA took part
in a total of nine European meetings. In addition to its active role in the field of monitoring (see also
Chapter 2) and bodies at the level of general managers and staff in charge of purchasing products,
EZA initiated a new body aimed at network-building and exchange among fields workers providing
services for worldshops.

Photos: EZA/mawi

EZA is a founding member of WFTO, the World Fair Trade Organisation (the former IFAT). This is an
international network that at present has around 380 members all over the world, and almost one
out of three are seated in Europe. Today, 58 European organisations are members of WFTO Europe
(the former IFAT Europe). Thus, after the regional chapters for Asia, Latin America and Africa,
since 2007 also a European structure has been established that will enhance the activities of the
international WFTO. EZA has contributed to the start of the new chapter and until the end of 2008
represented the Austrian members at WFTO. As of 2009 the Austrian Worldshop Association has
taken over this function. The integration into WTFO Europe of the worldshop umbrella organisations resulted in the dissolution of the former NEWS! Network of European Worldshops. A process
of defining criteria for Fair Trade shops was started. At international level, a prominent topic on
the agenda was the improvement of the monitoring system (Sustainable Fair Trade Management
System, see also Chapter 2), and in addition, the Charter of Fair Trade Principles was adopted:
a statement on principles for the main pillars of Fair Trade agreed upon by WFTO and FLO, the
international Fair Labelling Organisation.

Ursula Maringer of the
Vöcklabruck worldshop
harvesting coffee in the
context of the EZA journey to
Mexico (photo right). Beans
are a staple diet for the rural
population of Mexico (photo
left).
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www.bio-austria.at
www.eftafairtrade.org
www.fairtrade.at
www.globaleverantwortung.at
www.wfto.org
www.klimabuendnis.at
www.suedwindsalzburg.at
www.suedwind-agentur.at
www.weltlaeden.at
www.welthaus.at

«

So what can I do?
I can open my eyes and my ears and my heart,

feel responsible,

show solidarity, ask questions and stop taking things for granted,
I can speak up and act – democratically,
also, and especially, in the world of business.
Christian Felber in: Neue Werte für die Wirtschaft
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