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The Cover
MISS CHIQUITA’S TRADEMARK

WIDE-BRIMMED HAT IS ALWAYS

FILLED WITH SUPERIOR QUALITY

BANANAS AND A MIXTURE OF

TROPICAL AND OTHER FRUIT.

CHIQUITA MARKETS AND DIS-

TRIBUTES THESE AND MANY

OTHER FRESH AND PROCESSED

PRODUCTS IN OVER 60 COUN-

TRIES WORLDWIDE.

Our Jingle
THE TRULY MEMORABLE

MELODY AND LYRICS OF CHIQUITA

BANANA FIRST HIT THE AIR-

WAVES IN 1944. AT ITS PEAK,

THIS JINGLE WAS PLAYED ON

U.S. RADIO STATIONS MORE

THAN 375 TIMES A DAY. OVER

THE YEARS, THE FAMILIAR

MUSIC HAS REMAINED THE

SAME BUT THE LYRICS HAVE

CHANGED MANY TIMES, USUALLY

TO SUPPORT SPECIAL CAUSES

AND PROJECTS. DURING THE

SUMMER OF 1997, CHIQUITA

SPONSORED A CONSUMER

CONTEST IN NORTH AMERICA

TO UPDATE THE LYRICS TO

PROMOTE THE BENEFITS OF

EATING CHIQUITA BANANAS

EVERY DAY. JOYCE APPELQUIST,

A FIFTH GRADE TEACHER

FROM SAN MATEO, CALIFORNIA,

CREATED THE LYRICS FOR THIS

WINNING ENTRY. 

MUSIC © 1945  SHAWNEE PRESS INC.

LYRICS © 1997  CHIQUITA BRANDS, INC.

PORTIONS OF THIS ANNUAL REPORT CONTAIN FORWARD-LOOKING STATEMENTS WHICH REFLECT MANAGEMENT’S CURRENT VIEWS AND ESTIMATES OF FUTURE ECONOMIC CIRCUMSTANCES, INDUSTRY CONDITIONS AND

COMPANY PERFORMANCE. THE STATEMENTS ARE BASED ON MANY ASSUMPTIONS AND FACTORS INCLUDING PRODUCT PRICING, COSTS TO PURCHASE OR GROW (AND AVAILABILITY OF) FRESH PRODUCE AND OTHER RAW

MATERIALS, CURRENCY EXCHANGE RATE FLUCTUATIONS, NATURAL DISASTERS AND UNUSUAL WEATHER CONDITIONS, OPERATING EFFICIENCIES, ACCESS TO CAPITAL, ACTIONS OF GOVERNMENTAL BODIES, AND OTHER

MARKET AND COMPETITIVE CONDITIONS, MANY OF WHICH ARE BEYOND THE CONTROL OF CHIQUITA. ANY CHANGES IN SUCH ASSUMPTIONS OR FACTORS COULD PRODUCE MATERIALLY DIFFERENT OUTCOMES.
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C h i q u i t a  B a n a n a
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O u r  B u s i n e s s

Chiquita Brands International, Inc. is a leading international marketer, producer

and distributor of bananas and other quality fresh and processed foods sold under the

Chiquita and other brand names. Bananas were the original and are the best-known

Chiquita product despite the brand’s extension to other superior quality products

worldwide. The Company is the U.S. leader of private label canned vegetables and

has a growing export business. The diversified foods product line includes fruit

and vegetable juices and beverages; processed bananas and other processed fruits

and vegetables; fresh cut and ready-to-eat salads; and edible oil-based products. 



C h i q u i t a  i s  o n e  o f  t h e  f e w  t r u l y  g l o b a l  b r a n d s .





A r o u n d  t h e  w o r l d ,  a  va r i e t y  o f  f r e s h  a n d  p r o c e s s e d  p r o d u c t s  c a r r y  t h e  C h i q u i t a  a n d  o t h e r  b r a n d  n a m e s .



P r o d u c t s  f r o m  C h i q u i t a  s t a n d  f o r  s u p e r i o r  q u a l i t y ,  t a s t e  a n d  w h o l e s o m e n e s s .
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Income 
(loss) from Total

Operating continuing operating Long–term Shareholders’ Total
($ in thousands) Net sales income (loss)(1) operations(1) assets(2) debt equity capitalization

1997 2,433,726 100,166 343 1,768,920 961,972 780,086 1,894,622

1996 2,435,248 84,336 (27,728) 1,653,035 1,079,251 724,253 1,938,593

1995 2,565,992 175,770 27,969 1,775,648 1,242,046 672,207 2,086,586

1994 2,505,826 71,185 (84,311) 1,990,143 1,364,836 644,809 2,230,696

1993 2,532,925 103,848 (51,081) 2,012,408 1,438,378 584,069 2,214,654

1992 2,723,250 (96,588) (221,708) 1,895,386 1,411,319 667,962 2,308,567

1991 2,604,128 197,818 110,909 1,533,138 1,202,839 967,925 2,358,585

1990 2,186,452 166,180 95,831 970,343 494,182 687,709 1,288,589

1989 1,892,657 157,746 83,840 620,086 385,250 463,954 907,744

1988 1,679,429 114,232 57,216 598,123 367,714 400,792 786,742

1987 1,457,732 109,645 62,288 389,561 120,086 418,471 553,496

1986 1,379,222 79,938 39,258 385,751 101,805 406,811 526,624

1985 1,346,854 69,240 15,159 490,508 191,227 387,825 610,402

1984 1,339,098 24,469 (4,207) 555,442 225,439 310,392 605,579

(1) Includes the following unusual items: write-downs and costs of $70 million in 1996; a net gain of $19 million in 1995; charges and losses of $67 million in
1994; restructuring and reorganization charges of $61 million in 1992.

(2) Consists of total assets less cash and equivalents, marketable securities, restricted cash and total liabilities other than debt.

F i n a n c i a l  H i g h l i g h t s
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E x e c u t i v e  M e s s a g e For many years prior to the 1992 announcement of a restrictive

quota system for European Union banana imports, Chiquita

demonstrated the ability to consistently grow earnings by harnessing

the power of its brand and other operating assets. Since its adoption,

the EU quota regime has dramatically affected the entire world-

wide banana business and severely burdened the performance

of our European operation. We firmly believe in the strength

of the Chiquita brand and remain committed to achieving the

Company’s full earnings potential.

Chiquita’s 1997 results were essentially break even at the

bottom line with a $.29 per share loss after preferred dividends.

These results were adversely affected by a stronger dollar in relation

to major European currencies and higher banana production costs

and lower productivity on farms that were rehabilitated following

1996 flooding. Our long-term currency hedging program mitigated

part of the adverse currency effects.

We continue to make measurable progress toward objectives

which further the realization of Chiquita’s earnings capacity.

These objectives include:

Growth in markets with increasing demand

In recent years, Chiquita has regained significant competitive

sha r e  in  Nor th  Amer i c a  e s t ab l i sh ing  a  more  e f f i c i en t

p roduc t i on  and  l og i s t i c s  s y s t em f o r  th i s  marke t .  Our

b u s i n e s s today in the 100-year-old North American market

is characterized by continuing growth in per capita consumption
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of bananas accompanied by a more efficient production and logistics

system. In European markets not subject to the EU banana quota

such as Central and Eastern Europe, Chiquita continues to participate

in the development of a more stable and consumer-driven market-

place. Recently, Chiquita has strengthened its business in Japan

with a more vertically integrated structure and has begun to trade

bananas in the emerging Chinese market.

Further development of diversified foods

In late 1997 and early 1998, we completed three acquisitions that

expand the capacity, product lines and geographic distribution of our

vegetable processing business. Today, our expanded business is the

largest U.S. private-label vegetable canner and a major participant

in the overall vegetable processing industry. These merger transac-

tions improved Chiquita’s capital structure with the issuance of

$120 million of stock and, we believe, will be accretive to earnings

per share for 1998 and beyond. Only a portion of the benefits to be

achieved from cost rationalization and economies of scale will hit the

bottom line in 1998, with further benefits to come in future years.

Deleveraging

Debt reduction efforts produced a lower net interest cost for the

fourth consecutive year. At the end of 1997, long-term debt was

one-third lower than at its 1992 peak and comprised approxi-

mately one-half of the Company’s total capitalization.

Regulatory relief in the European quota market 

Long-standing efforts to obtain relief from the illegal European

Union banana quota system resulted in a 1997 landmark ruling in

the World Trade Organization (WTO) proceedings brought by the

United States, Ecuador, Guatemala, Honduras and Mexico, which

were recently joined by Panama. The appeal process following this

ruling provided an even stronger condemnation of EU banana

import practices. The EU has stated that it will adopt a new system

on or before January 1, 1999 that fully conforms with WTO

guidelines and decisions. While we are unable to predict the various

aspects of the system yet to be adopted, the U.S. and other plaintiffs

have consistently stated publicly that they will act to ensure that

any new banana regime will be WTO compliant.

E x e c u t i v e  M e s s a g e
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Looking forward

Several factors may affect the prospects for progress in the imme-

diate future:

❋ With the rehabilitation of flooded farms complete, we anticipate

a reduction in production costs, improved efficiency and continued

high quality delivered product.

❋ Increasing free market demand for Chiquita bananas provides an

opportunity to achieve a favorable economic formula from higher

marketed volumes.

❋ No one knows the extent to which the current El Niño weather

pattern will affect the banana trade. However, industry experts

acknowledge that production in Ecuador, the largest banana

exporter, is prone to adverse effects from heavy El Niño rainfalls.

In addition, competing fruits produced in California and other

regions similarly affected have reported disruptions to normal

production patterns. We believe that Chiquita is well-positioned,

as compared to the industry in general, should supplies of

bananas or competing fruits be severely affected by the El Niño. 

❋ Should the dollar maintain its strength relative to European

currencies, the resulting negative effect could be mitigated by

hedging benefits and improvements in local currency pricing.

In the longer term, growth in unrestricted worldwide banana

markets combined with a balanced industry supply should provide

the best environment for achieving the full potential of our banana

business. We believe that worldwide consumer demand for bananas

will continue its long-term growth pattern. Chiquita is the world’s

largest producer of bananas and has the management experience,

the most powerful brand and the right operating assets to tap the

potential of these growing markets. 

In 1997, we established a new organization for the Chiquita

Banana Group which is led by a seasoned industry veteran, Bob

Kistinger, President and Chief Operating Officer. Peter Horekens,

President and Chief Operating Officer for Europe, has 20 years of

management experience covering all aspects of consumer products,

food manufacturing and marketing with major international

companies. Ben Paz, President and Chief Operating Officer for

North America, brings 24 years of experience as a recognized

leader in the banana industry.



Our formula for further development of diversified food

businesses is working well, and its continued success should provide

a superior result over time. Chiquita’s expanded processed foods

business and international fresh fruit distribution operations are

led by Tony  Battaglia, President, Diversified Foods. Dennis Doyle,

President, Far and Middle East, Austral/Asia, is rebuilding market

position in the Japanese market and expanding into new product

and geographic areas in the Pacific Rim.

We were deeply saddened by the death of Ronald F. Walker

on May 15, 1997. Ron had been a director of the Company since

1984 and was its President from 1984 to 1989.  His wisdom,

counsel and generosity of spirit were deeply valued. We miss our

friend tremendously.

We remain grateful for the commitment of the Company’s

40,000 associates around the world in their endeavor to make

Chiquita highly profitable and the most socially responsible enter-

prise in the industry. We also appreciate the cooperative efforts of

our many customers and suppliers, whose values and high expecta-

tions help improve the products and services Chiquita delivers.

Sincerely,

Carl H.  Lindner

Chairman and Chief Executive Officer

Keith E.  Lindner

Vice Chairman 

Steven G.  Warshaw

President and Chief Operating Officer
Carl H. Lindner

E x e c u t i v e  M e s s a g e
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Steven G. WarshawKeith E. Lindner
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Chiquita Banana
Group
AS A LEADING PRODUCER,

DISTRIBUTOR AND MARKETER

OF BANANAS, CHIQUITA IS

DEDICATED TO PROVIDING

SUPERIOR QUALITY PRODUCTS

AND SERVICES TO RETAILERS

AND CONSUMERS. THE COM-

PANY IS ALSO DEDICATED TO

CONTINUING ITS COMMITMENT

TO BEING THE INDUSTRY

LEADER IN INNOVATIVE ENVI-

RONMENTAL PROGRAMS.

CHIQUITA IS A VERTICALLY

INTEGRATED SUPPLIER, SO

THE FAMOUS “CHIQUITA”

BRAND CAN DELIVER VALUE

TO TRADITIONAL AND EMERG-

ING MARKETS. 

ROBERT F. KISTINGER

PRESIDENT AND CHIEF

OPERATING OFFICER
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Chiquita Banana -
Europe
CHIQUITA CONTINUES TO SET

ITSELF APART AS THE PRE-

FERRED PREMIUM BRAND.

ALTHOUGH SEVERELY

RESTRICTED BY THE CONTIN-

UATION OF THE ILLEGAL

EUROPEAN UNION BANANA

QUOTA, THE COMPANY HAS

FOCUSED ITS EFFORTS ON

BUILDING RECOGNITION OF

THE BRAND AND ITS VALUE IN

FREE TRADE AND EMERGING

MARKETS ON THE EUROPEAN

CONTINENT.

PETER A. HOREKENS

PRESIDENT AND CHIEF

OPERATING OFFICER

Chiquita Banana –
North America
CHIQUITA HAS STRENGTHENED

ITS POSITION, IMPROVED

SERVICE AND SUPPORTED

THESE DEVELOPMENTS

THROUGH ADVERTISING AND

PROMOTIONS, INCLUDING

THE CERTIFICATION OF

CHIQUITA BANANAS BY THE

AMERICAN HEART ASSOCIATION

AS A HEART-HEALTHY FOOD

WHEN EATEN AS PART OF A

LOW-FAT HEALTHY DIET. 

BENJAMIN PAZ

PRESIDENT AND CHIEF

OPERATING OFFICER 
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Diversified Foods
Group
CHIQUITA BECAME THE

LEADING U.S. PRIVATE LABEL

VEGETABLE CANNER WITH

THE ACQUISITIONS OF

AMERICAN FINE FOODS,

OWATONNA CANNING COMPANY

AND STOKELY USA AS ADDI-

TIONS TO ITS FRIDAY CANNING

OPERATIONS. OTHER BUSINESS

UNITS CONTINUE TO PROVIDE

OPPORTUNITY FOR FUTURE

GROWTH AND PROFITABILITY.

ANTHONY D. BATTAGLIA

PRESIDENT

Chiquita Banana –
Far and Middle East,
Austral/Asia
CHIQUITA HAS INCREASED

ITS PRESENCE IN THIS

REGION BY DEVELOPING A

FULLY INTEGRATED SYSTEM

FOR DELIVERING SUPERIOR

QUALITY BANANAS AND OTHER

FRUITS AND VEGETABLES. IN

THE FOURTH QUARTER,

MARKETING OF BANANAS IN

CHINA BEGAN FOR THE FIRST

TIME. THE COMPANY’S

AUSTRALIAN SUBSIDIARY,

CHIQUITA BRANDS SOUTH

PACIFIC, LTD., IS NOW PUBLICLY

TRADED UNDER THE CHQ

SYMBOL ON THE AUSTRALIAN

STOCK EXCHANGE. 

DENNIS M. DOYLE

PRESIDENT 



E n v i r o n m e n t a l  S t e w a r d s h i p  

Chiquita’s corporate values balance good citizenship and social responsibility with

profitable business growth. Chiquita is a major contributor to the economies of

Central American nations where it operates. The Company has a strong commit-

ment to ethical, social and environmental standards and works closely with inde-

pendent organizations on improvements in these areas. 

One manifestation of the Company’s corporate values is its substantial progress in

environmental production programs and ecological practices. As the banana industry’s

environmental leader in Latin America, Chiquita is forging the way by improving

its agricultural operations as well as supporting environmental reclamation,

restoration, research and education. 
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Several years ago, Chiquita made a long-term commitment to the Better Banana

Project, a farm certification program created by the Rainforest Alliance, an international

nonprofit organization dedicated to the conservation of tropical forests. The

Rainforest Alliance now serves as the International Secretariat of the Conservation

Agriculture Network, an association of independent organizations conducting

socio-environmental certifications throughout the region. Certification criteria

ensure that farms conserve wildlife habitat and natural resources, responsibly manage

agrichemicals, and promote worker welfare and community well-being.

In 1997, Chiquita increased its level of certification to close to 50% of company

owned farms, bringing the total to more than 35,000 acres of banana farms. To date,

the Company has received certification of 100% of its farms in Costa Rica, 60% in

Panama and 30% in Colombia. Chiquita expects to have all company owned farms

in Latin America certified by the end of 1999. 
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As a Company that is serious about its environmental responsibilities, Chiquita has

committed tens of millions of dollars toward capital improvements and annual

operating expenses so its farm infrastructure and bananas meet the Better Banana

Project criteria. The Company uses modern production techniques and state of the

art technologies to minimize the use of agrichemicals. Chiquita now requires its

independent producers to adopt the Better Banana Project’s environmental and

worker safety practices as their contracts are renewed. Associate producers in

Guatemala and other countries are preparing for certification. 

Chiquita has underwritten wildlife studies to better understand the impact of its

agricultural operations. For example, the Company has funded avian biodiversity

studies, amphibian and reptile inventories, and manatee habitat studies in areas

near its operations. Chiquita also continues to provide annual grants to Amigos de

las Aves (Friends of the Birds), a Costa Rican based group devoted to research,
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preservation and breeding of the macaw species, particularly the endangered Great

Green Macaw. Following their initial success with breeding six Great Green

Macaws in 1996, the group welcomed another 17 baby macaws during 1997. 

Company banana workers, who are employed year round, have a higher standard of

living than other agricultural workers in Latin America. Chiquita is proud of its

record as an employer in Latin America. 

Consumers worldwide are concerned about the environment and social issues. They

expect companies to fulfill their responsibilities of global citizenship. As the banana

industry leader, Chiquita welcomes the interest in ethical standards and pledges to con-

tinue improving environmental and social conditions where the Company operates. 
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