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PREFACE

2021 was another year marked and  
affected by the COVID-19 pandemic but we 
are looking back with a feeling of gratitude in 
spite of it – or perhaps because of it. The great 
level of understanding and flexibility that many 
of our customers demonstrated, our suppliers’  
solution-oriented and cooperative approach, 
and our employees’ tireless commitment were 
very often the silver lining in these very challen-
ging times.

We also experienced 2021 as a kind of 
new beginning. Following many years as  
Varistor, it was year ‘one’ as an independent 
subsidiary: ‘yourharvest AG’. It is not only the 
new name and a fresh corporate identity, but 
also a company strategy that focuses even 

more on sustainability, long-term planning, and 
our partners at the source that are now the 
backbone of yourharvest’s future. 

Our self-critical assessment has forced 
us to face the fact that the reorganisation and 
 realignment phase together with an even grea-
ter reduction in personal contacts have meant 
that we have as yet fallen short of our own ex-
pectations for implementing our sustainability 
strategy in every area. Yet we have still been 
able to make a difference... read more about it 
in this report.

Kind regards,

Pascal Schwarz
Managing Director
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SUSTAINABILITY  
AT YOURHARVEST

SUSTAINABILITY GOALS 2021-2024 
We consider sustainability to also mean 

long-standing, close partnerships on an equal 
footing and a cooperation built on respect and 
fairness. Sustainability is a process under 
constant development that can only be achie-
ved by working together with the various parties 
within a supply chain. The start of 2021 saw a 
new phase in our sustainability strategy with 
the aim of embedding it even more deeply in 
the company. The most important instrument in 
this strategy are the Sustainability Goals 2021-
24. During the strategy review, four core areas 
for yourharvest emerged from the materiality 
 analysis:

1 — Company and employees
2 — Sustainable procurement
3 — Product ranges and marketing
4 — Climate

From these core areas, we derived focus 
topics and goals that yourharvest AG will re-
port on annually as part of the Sustainability 
 Progress Report. 

Having already started setting up organic projects back in the 
1990s, sustainability has been part of our daily business for 
many years now and it has been more than ten years since we 
also began focusing on developing Fairtrade supply chains.

The following colour coding applies to 
quantitative targets: 

For the qualitative targets, the degree of target 
achievement shall be determined by the attain-
ment of predefined measures and the progress 
made in implementing. This will be evaluated 
by the sustainability officer.

For more information about the Sustainability 
Goals 2021-24, please consult this page 
yourharvest.ch/sustainability/strategy

On course to achieve goal

Behind on achieving goal

Goal achieved

https://yourharvest.ch/en/sustainability/strategy/
https://yourharvest.ch/en/sustainability/strategy/
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CORPORATE ETHICS

We are committed to ethical business  
practices. Our employees and suppliers 
sign the corresponding Code of Conduct.

In the reporting year, we drafted and adop-
ted a new Code of Conduct for both our sup-
pliers and employees. While all our employees 
have already signed the Code of Conduct for 
Employees, we did not start sending it to our 
suppliers until early 2022.

CORE AREA: 
COMPANY AND 
EMPLOYEES

LEADERSHIP AND SPIRIT

We encourage our employees to contribute 
to our sustainability management and 
to therefore become active sustainability 
ambassadors.

The goal was not achieved. For the re-
porting year, we had planned 12 staff events, 
both big and small, with a focus on a number 
of sustainability aspects. These could not take 
place, however, due to the ongoing COVID-19 
pandemic.

We could only arrange two of the events 
and accompanying activities. On the one hand, 
all yourharvest employees took part in a clean-
up day (see page 7) and we also did a quiz on 
a number of sustainability topics that were then 
explained in more detail during a get-together. 
Among the topics we discussed were, e.g., drin-
king water, child labour and greenhouse gases.

Behind on achieving goal

On course to achieve goal

For more information about the Sustainability Goals 2021-24, 
please consult this page
yourharvest.ch/sustainability/documents

https://yourharvest.ch/en/sustainability/documents/
https://yourharvest.ch/en/sustainability/documents/
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We are setting up an ombudsman's office 
to provide a point of contact for employees.

In the reporting year, we set up a ombuds-
man's office. Employees were informed of this 
new office and how it would be handled as part 
of a compulsory event for all employees and it 
was also included in the Code of Conduct for 
Employees.

Goal achieved

Goal achieved

We promote an optimal work-life 
integration for our employees.

We conducted a survey among employees 
to evaluate their well-being. While all emp-
loyees have a positive view of the integration, 
75% even had a very positive view. The flexible 
working hours and the high share of home office 
hours resulting from COVID-19 are the most im-
portant factors in terms of work-life integration. 
In order to maintain our employees’ satisfac-
tion with their work-life balance, we would also 
like to continue to offer the option of working 
from home and hybrid working even after the  
COVID-19 crisis is over.

NETWORKS AND PARTNERSHIPS

We join relevant networks for sustainability 
or fair trade.

 As such, we newly joined the öbu partner 
organisations and UN Global Compact in the 
reporting year. Joining these two networks all-
ows us to commit to sustainable business and 
the ten principles set out by UN Global  Compact 
at even more levels.

For more information about our partnerships, 
please consult this page 
yourharvest.ch/sustainability/
partner-organisations

Simone Frei,
Head of 
Communication & 
Marketing Varistor AG 

‘I am happy to be the primary point 
of contact for the employees. Depending 
on the situation and needs, I call in the 
appropriate professional support.’

Goal achieved

https://yourharvest.ch/en/sustainability/partner-organisations/
https://yourharvest.ch/en/sustainability/partner-organisations/
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We yourharvest AG employees were part of the Coop com-
mitment #TagDerGutenTat (#gooddeedsday) and took action 
against littering in the city of Baden. ‘Good Deeds Day’ is a day 
of doing good. It is about achieving great things by doing many, 
many little and big things to achieve a big whole. We cleaned up 
a number of places around the city such as Kurpark, Theater-
platz, Ölrainbord and Limmatpromenade and were amazed at 
what we found and how much rubbish we collected. We came  
to the conclusion that humans still have a lot to learn.

Together against littering,
‘Good Deed Day’, 24/25 August 2021

Team Tuesday 24.08 Team Wednesday 25.08



8  –  Core area: sustainable procurement

TRANSPARENCY AND 
COMPLIANCE 

We map 100% of our suppliers and 
their supply chains.

 In the reporting year, we evaluated a large 
number of software options and were able to 
find a provider in Xylene (xylene.io) that exactly 
met yourharvest’s requirements and wishes. 
Being part of the Early Adopter Programme, we 
also have the opportunity to further develop the 
software. This is an exciting opportunity for us 
and we very much appreciate our open and ef-
ficient cooperation with Xylene. The next step is 
to integrate our suppliers into the new platform. 

We promote traceability of raw materials 
down to the cultivation level.

 The target is partially on course. Xyle-
ne’s Supply Chain Mapping solution also offers 
a traceability tool that uses blockchain techno-
logy. We plan to test it as part of a pilot project 
with two or three products as soon as we have 
integrated the first suppliers on the platform.

CORE AREA: 
SUSTAINABLE 
PROCUREMENT

We ensure that 90% of our producers’  
factories in high-risk countries undergo 
a sustainability audit to ensure their 
compliance with social and environmental 
standards.

 We intend to take stock in 2022 so that 
we can understand which suppliers or which of 
their factories have already been approved for 
their social standards through a BSCI amfori or 
SMETA (Sedex) audit. Implementing this goal is 
closely linked to our progress on the ‘We map 
100% of our suppliers and their supply chains’ 
goals.

COMMITMENT AT THE ORIGIN 

We invest 5% of budgeted EBT annually in 
our partners to promote sustainability in 
the countries of origin that we source our 
products in.

This goal received very little attention in 
the first year of implementing the sustainability 
strategy. We have therefore, made this goal 
(among other sustainability goals) part of our 
employees’ bonus-relevant personal goals. The 
step is designed to cement the topic of sustai-
nability even more firmly in daily business and 
to put the goal back on track.

Behind on achieving goal

For more information about Xylene, please consult this page  
yourharvest.ch/sustainability/
partner-organisations

Behind on achieving goal

Behind on achieving goal

On course to achieve goal

https://yourharvest.ch/en/sustainability/partner-organisations/
https://yourharvest.ch/en/sustainability/partner-organisations/
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We evaluate projects, work with strategic 
partners to implement them and participate 
in financing them.

 We were able to evaluate some interesting 
projects and market needs, among them Fair-
trade pecan nuts or Fairtrade hazelnuts. While 
we are very likely to be able to apply the Fair-
trade standard to pecan nuts, we are currently 
unable to do so for hazelnuts. This is despite 
such a demand becoming ever more apparent 
in the market and in communication with our 
customers, so we are in constant exchange with 
our suppliers and Max Havelaar and  working 
on a solution.

NEW VALUE CHAINS
 

We are building three new sustainable 
value chains in the Global South.

 
Our product managers carried out a 

 demand analysis in the reporting year and 
found that there was significant demand for 
dried mangoes in particular. We have been able 
to find an exciting potential partner from Kenya 
in the form of a women-owned company in the 
dry mango sector. A more in-depth examination 
had to be postponed until 2022, however, since 
the COVID-19 pandemic was still very much  
affecting business until early that year.

Behind on achieving goal

Behind on achieving goal

PROMOTION OF WOMEN 

We promote and empower women along 
the entire value chain.

 
Since travel and related project work have 

been difficult over the past couple of years, the 
issue needs to be given high priority in 2022.

On course to achieve goal
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CORE AREA:
PRODUCT RANGES 
AND MARKETING

‘SUSTAINABLE’-CERTIFIED 
PRODUCTS 

We are raising sales (kg) of sustainable 
products by 40%.

Unfortunately, compared to last year, 7% 
fewer organic or fair-trade products were sold. 
One reason for this was certainly the difficult 
second COVID-19 year that affected the prices 
of many foodstuffs. In addition, we have lost an 
important customer for Fairtrade mangoes and 
the strong growth in the dried fruit sector from 
Ghana has only affected conventionally grown 
products. Sales of organic figs and apricots also 
declined in the reporting year due to very high 
prices. 2022 saw the first sales of Bio Suisse 
and Fairtrade-certified deodorised coconut oil 
to the industry.

RELATIONSHIP WITH PRODUCERS
AND CUSTOMERS
 

We are launching two sustainability 
projects that require customers’ active 
participation.

 We are still at the very beginning in 
achieving this goal. With the help of the custo-
mer account plans that we created in 2021, we 
will be able to strategically address the goal in 
2022.

WORKING TOGETHER 
AS PARTNERS 

We increase sales (kg) in direct procure-
ment with southern partners* by 30%.

 
The reporting year saw an increase in sa-

les of 17.8% compared to the year before. This 
is thanks in particular to the close cooperation 
with our partners Bomarts, Ce'Nedra and Excel.

PROJECT START WITH MIYONGA
It is especially in challenging times that 

entrepreneurial thinking is essential for sha-
ping the future.  That is likely just what Yvonne 
Otieno from Miyonga fresh greens Ltd in  Kenya 
was also thinking when she contacted us in 
 December 2020 to discuss a possible partner-
ship for tropical dried fruits. Following first talks 
and sample shipments, it became clear to both 
partners that working together was definitely 
possible. We will see what the year 2022 brings. 
We will keep you posted.

 2020  2021

 23.8  22.1

 2020  2021

 3 790  4 463

SALES OF SUSTAINABLE PRODUCTS  
(IN MILLION CHF)

SALES DIRECT PROCUREMENT  
(IN TONNES)

Behind on achieving goal

Behind on achieving goal
*yourharvest has defined ‘southern partners’ as ‘all countries excluding G7 and 
EEA states’ (European Economic Area)

Goal achieved
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CORE AREA: 
CLIMATE

SCOPE 3 EMISSIONS 

We are developing a Scope 3 
reduction strategy.

 Reducing emissions along the entire 
supply chain is becoming ever more import-
ant. We have therefore set ourselves the goal 
of developing a Scope 3 reduction strategy by 
the new strategy period. In the reporting year, 
we were able to create a good knowledge 
base through research work and participation 
in the UN Global Compact Climate Accelerator 
 Programme.

 

We are launching six climate-neutral 
products.

 In the reporting year, we chose mangoes 
as the product. While calculating the emissions 
footprint has been completed, rollout requires 
more processing. We also need to nominate 
five other products.

We generate 5% of our turnover with 
climate-neutral products.

 While initial needs assessments have 
been carried out, not enough progress has 
been made to be able to effectively offer custo-
mers climate-neutral products. 

SUSTAINABLE TRANSPORT 

We promote sustainable transport for our 
products and sustainable mobility among 
our employees.

– Incentive system to encourage the use 
 of public transport on business trips 
 and cost sharing by yourharvest for 
 those using public transport to travel 
 to work. 

– Part of the Scope 3 strategy.

– From 2022, the aim is reimburse  
 employees for ¹⁄³ of their public trans- 

  port costs if they commute to work by 
 train/bus/bicycle or on foot.

– Rules for business travel from 
 2022: whenever possible and viable, 
 employees should travel by train in 
 Switzerland and neighbouring Euro-
 pean countries. To encourage this, we 
 maintain a Train Reward Account for 
 all employees and they receive 
 bonuses at the end of the year for 
 taking the train. 

– Company vehicles: From 2021, any 
 newly purchased company vehicles 
 must be purely electric.

Behind on achieving goal

On course to achieve goal

Behind on achieving goal

On course to achieve goal



The majority of our customers are streng-
thening their commitment to sustainable procu-
rement and this is leading to a large number of 
procurement projects with the Swiss industry. 
This is particularly evident at Migros in their 
move from ‘EU Bio’ to ‘Bio Knospe’ for their or-
ganic products and at Coop in their move from 
conventional products to Fairtrade. In most 
cases, we can fall back on our wide range of 
sustainable products.

Climatic turbulences continue to be an ever 
greater challenge. In Ghana, for example, cli-
mate change caused part of the harvest to fail 
(mangoes). In other regions such as Eastern 
Europe, the persistent drought led to crop failu-
res. It makes our commitment to greater sustai-
nability all the more important, also in terms of 
strengthening the resilience of our producers.

12  –  Highlights and challenges

HIGHLIGHTS AND 
CHALLENGES

‘In my job, the delivery bottlenecks 
with the 2021 shipments from Asia were 
extremely noticeable and left me unable 
to deliver many customers' orders on 
time. I kept having to put them off. The 
worst part was that there was nothing I 
could do about it and customers someti-
mes received the goods too late. Unfor-
tunately, my hands were tied. Shipping 
costs have risen sharply and that has 
also seriously impacted our business.’

Cristina Schärer 
Internal Sales

‘Over the past year, we have seen 
a significant rise in awareness of alter-
natives to meat. Vegan alternatives have 
left their shadowy existence and have 
become part of our everyday lives. This 
trend with plant-based products beco-
ming more mainstream is bringing with 
it more diversity and innovation and that, 
in turn, is driving interest. I am curious 
to see how the market will develop and 
which new products will manage to be-
come established in the long term.’

Colin Iten
Product Manager 
Alternative Food & Flavours

‘The COVID-19 crisis has been very 
challenging for me in the sales depart-
ment, too. The lead time for orders in-
creased and planning product shipments 
became increasingly difficult. We had to 
put up with huge delays in deliveries and 
that is something neither our customers 
nor we were happy about. Thanks to 
 flexible logistics partners and new trans-
port routes, we managed to master the 
challenge and it has taught us new pos-
sibilities when it comes to logistics and 
handling.’

Jeannine Podolak
Internal Sales
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Our Head of Sustainability, accompanied by a video blogger, 
visited our Happy Hazelnut project during the 2021 harvest. 
The result is an authentic video about our commitment to 
sustainable hazelnuts from Turkey.

Click here to see the video and project
happyhazelnut.ch

https://www.happyhazelnut.com/
https://www.happyhazelnut.com/


OUTLOOK 2022 yourharvest AG will continue to consistently 
pursue the path that Varistor took years ago – 
to become an even more sustainable company 
with a focus on organically and fairly produced 
food with the greatest possible transparency. 
Our ambitious sustainability goals will help us 
to develop even closer ties with our partners in 
the countries of origin and to support and chal-
lenge them in their sustainable development – 
just as we will also do with our customers.

14  –  Outlook
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