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Forward-Looking Statements

In this Annual Report (the “Report”), references to “$” and “dollars” are to United States dollars. References in this
Report to Fresh Del Monte, “we”, “our” and “us” refer to Fresh Del Monte Produce Inc. and its subsidiaries, unless the
context indicates otherwise. Percentages and certain amounts contained herein have been rounded for ease of
presentation. Any discrepancies in any table between totals and the sums of amounts listed are due to rounding. As
used herein, references to the years ended 2009, 2010 and 2011 are to fiscal years ended January 1, 2010, December

31, 2010 and December 30, 2011, respectively.

This Report, information included in future filings by us and information contained in written material, press releases
and oral statements, issued by or on behalf of us contains, or may contain, statements that constitute forward-looking
statements in particular, information in Item 1. Business and Item 7. Management’s Discussion and Analysis of
Financial Condition and Results of Operations — Trend Information, contained in this Report. In this Report, these
statements appear in a number of places and include statements regarding the intent, beliefs or current expectations of
us or our officers (including statements preceded by, followed by or that include the words “believes”, “expects”,
“anticipates” or similar expressions) with respect to various matters, including our plans and future performance. These
forward-looking statements involve risks and uncertainties. Fresh Del Monte’s actual plans and performance may
differ materially from those in the forward-looking statements as a result of various factors, including (i) the uncertain
global economic environment and the timing and strength of a recovery in the markets we serve, and the extent to
which adverse economic conditions continue to affect our sales volume and results, including our ability to command
premium prices for certain of our principal products, or increase competitive pressures within the industry, (ii) the
impact of governmental initiatives in the United States and abroad to spur economic activity, including the effects of
significant government monetary or other market interventions on inflation, price controls and foreign exchange rates,
(iii) the impact of governmental trade restrictions, including adverse governmental regulation that may impact our
ability to access certain markets, (iv) our anticipated cash needs in light of our liquidity, (v) the continued ability of
our distributors and suppliers to have access to sufficient liquidity to fund their operations, (vi) trends and other
factors affecting our financial condition or results of operations from period to period, including changes in product
mix or consumer demand for branded products such as ours, particularly as consumers remain price-conscious in the
current economic environment; anticipated price and expense levels; the impact of crop disease, severe weather
conditions, such as flooding, or natural disasters, such as earthquakes, on crop quality and yields and on our ability to
grow, procure or export our products; the impact of prices for petroleum-based products and packaging materials; and
the availability of sufficient labor during peak growing and harvesting seasons, (vii) the impact of pricing and other
actions by our competitors, particularly during periods of low consumer confidence and spending levels, (viii) the
impact of foreign currency fluctuations, (ix) our plans for expansion of our business (including through acquisitions)
and cost savings, (x) our ability to successfully integrate acquisitions into our operations, (xi) the impact of
impairment or other charges associated with exit activities, crop or facility damage or otherwise, (xii) the timing and
cost of resolution of pending legal and environmental proceedings, (xiii) the impact of changes in tax accounting or
tax laws (or interpretations thereof), and the impact of settlements of adjustments proposed by the Internal Revenue
Service or other taxing authorities in connection with our tax audits, and (xiv) the cost and other implications of
changes in regulations applicable to our business, including potential legislative or regulatory initiatives in the United
States or elsewhere directed at mitigating the effects of climate change. All forward-looking statements in this report
are based on information available to us on the date hereof, and we assume no obligation to update any such
forward-looking statements.

The forward-looking statements are not guarantees of future performance and involve risks and uncertainties. It is
important to note that our actual results may differ materially from those in the forward-looking statements as a result
of various factors. The accompanying information contained in this Report, identifies important factors that could
cause our actual results to differ materially from those in the forward-looking statements.
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The volume data included in this Report has been obtained from our records. Except for volume data for Fresh Del
Monte, the market share, volume and consumption data contained in this Report have been compiled by us based upon
data and other information obtained from third-party sources, primarily from the Food and Agriculture Organization
of the United Nations (the “FAO”), and from our surveys of customers and other company-compiled data. Except as
otherwise indicated, volume data contained in this Report is shown in millions of 40-pound equivalent boxes.
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PART 1

Item 1. Business

History and Development of Fresh Del Monte

Our legal name is Fresh Del Monte Produce Inc., and our commercial name is Del Monte Fresh Produce. We are an
exempted holding company, incorporated under the laws of the Cayman Islands on August 29, 1996. At December 30,
2011, the close of our most recent fiscal year, members of the Abu-Ghazaleh family directly owned 34.7% of our
outstanding Ordinary Shares.

Our principal executive office is located at Walker House, 87 Mary Street, George Town, Grand Cayman, KY1-9002,
Cayman Islands. The address of our U.S. executive office is Del Monte Fresh Produce Company, 241 Sevilla Avenue,
Coral Gables, Florida 33134. Our telephone number at our U.S. executive office is (305) 520-8400. Our Internet
address is http://www.freshdelmonte.com. The electronic version of this Annual Report on Form 10-K, along with
other information about us, our operations and our results and other documents filed with the Securities and Exchange
Commission (“SEC”) can be found on our Web site. Information on our Web site is not a part of this Report on Form
10-K.

Our global business, conducted through subsidiaries, is primarily the worldwide sourcing, transportation and
marketing of fresh and fresh-cut produce together with prepared food products in Europe, Africa and the Middle East.
We source our fresh produce products (bananas, pineapples, melons, tomatoes, grapes, apples, pears, peaches, plums,
nectarines, cherries, citrus, avocados, blueberries and kiwi) primarily from Central and South America, Africa, the
Philippines, North America and Europe. We source our prepared food products primarily from Africa, Europe, the
Middle East and Asia. Our products are sourced from company-owned operations, through joint venture
arrangements and through supply contracts with independent producers. We distribute our products in North
America, Europe, Asia, the Middle East, Africa and South America.

Our capital expenditures totaled $79.4 million in 2011, consisting of approximately $30.5, principally for
improvements and expansion of production facilities in Costa Rica, Guatemala, North America and Chile related to
the other fresh produce segment and $26.2 for improvements and expansion of production facilities in Guatemala,
Costa Rica and distribution facilities in North America and Saudi Arabia related to the banana segment. Our capital
expenditures in 2011 also included $22.7 million for improvements and expansion of production facilities in Jordan,
Saudi Arabia, Kenya and Greece related to the prepared food segment. Our capital expenditures totaled $70.8 million
in 2010, consisting of approximately $31.0 million, principally for expansion of production facilities in Guatemala,
Costa Rica and Brazil combined with improvements to our port facilities in North America and distribution facilities
in Saudi Arabia related to the banana segment. In 2010, we also spent approximately $33.1 million principally for
expansion of production facilities in Costa Rica, Guatemala, Chile and the Philippines and fresh-cut facilities in the
United States and the United Kingdom related to the other fresh produce segment and $6.7 million principally for
expansion of production facilities in Kenya, Greece and Jordan related to the prepared food segment. Our capital
expenditures totaled $84.5 million in 2009, consisting of approximately $51.4 million primarily for distribution
centers in Saudi Arabia and for expansion of production facilities in Costa Rica, Guatemala, Brazil and the Philippines
related to the banana segment, $27.8 million principally for expansion of our pineapple operations in Costa Rica and
the Philippines, expansion of non-tropical fruit operations in Chile and expansion of fresh-cut fruit facilities in North
America and the United Kingdom related to the other fresh produce segment and $5.3 million for expansion of
production facilities in Jordan and Kenya related to the prepared food segment. The principal capital expenditures
planned for 2012 consist primarily of the expansion and improvement of production facilities in Costa Rica,
Guatemala, Chile, Kenya, Greece and the Philippines and for our distribution and fresh-cut facilities in North America
and Saudi Arabia.
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Business Overview

We are one of the world’s leading vertically integrated producers, marketers and distributors of high-quality fresh and
fresh-cut fruit and vegetables, as well as a leading producer and distributor of prepared fruit and vegetables, juices,
beverages and snacks in Europe, Africa and the Middle East. We market our products worldwide under the

DEL MONTE® brand, a symbol of product innovation, quality, freshness and reliability since 1892. Our global
sourcing and logistics network allows us to provide regular delivery of consistently high-quality fresh produce, juices,
beverages, processed fruit and vegetables and value-added services to our customers.
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We have leading market positions in the following product categories. We believe we are:

the number one marketer of fresh pineapples worldwide, including our Del Monte Gold®Extra Sweet pineapple;
the third-largest marketer of bananas worldwide;

a leading marketer of branded fresh-cut fruit in the United States, the United Kingdom, United Arab Emirates and
Saudi Arabia;

a leading re-packer of tomatoes in the United States;
a leading year-round marketer of branded grapes in the United States;
a leading marketer of branded non-tropical fruit in selected markets; and

a leading marketer for branded canned fruit and pineapple in the European Union (EU) and other European markets
and the Middle East.

We source and distribute our fresh produce products on a global basis. Our products are grown primarily in Central
and South America, Africa and the Philippines. We also source products from North America and Europe. Our
products are sourced from company-controlled farms and independent growers. At year end 2011, we transported our
fresh produce to markets using our fleet of 12 owned and 12 chartered refrigerated vessels, and we operated four port
facilities in the United States. We also operated 42 distribution centers, generally with cold storage and banana
ripening facilities in our key markets worldwide, including the United States, the United Kingdom, Germany, Japan,
South Korea, Hong Kong, Poland, the United Arab Emirates and Saudi Arabia. We also operate 15 fresh-cut facilities
in the United States, the United Kingdom, Japan, the United Arab Emirates and Saudi Arabia, some of which are
located within our distribution centers. Through our vertically integrated network, we manage the transportation and
distribution of our products in a continuous temperature-controlled environment. This enables us to preserve quality
and freshness, and to optimize product shelf life, while ensuring timely and year-round distribution. Furthermore, our
position as a volume producer and shipper of bananas allows us to lower our average per-box logistics cost and to
provide regular deliveries of our premium fresh fruit to meet the increasing demand for year-round supply.

We market and distribute our products to retail stores, food clubs, wholesalers, distributors and foodservice operators
in more than 100 countries around the world. North America is our largest market, accounting for 50% of our net sales
in 2011. Europe, Asia and the Middle East regions are our other major markets, accounting for 24%, 12% and 12% of
our net sales in 2011, respectively. Our distribution centers and fresh-cut facilities address the growing demand from
supermarket chains, club stores, foodservice providers mass merchandisers and independent grocers to provide
value-added services, including the preparation of fresh-cut produce, ripening, customized sorting and packing,
just-in-time and direct-store-delivery and in-store merchandising and promotional support. Large national chains are
increasingly choosing fewer suppliers — ones that can serve all of their needs on a national basis — and we believe that
there is a significant opportunity for a company with a full fresh and fresh-cut produce line, a well-recognized brand, a
consistent supply of quality produce and a national distribution network to become the preferred supplier to these
large retail and foodservice customers. We believe that we are uniquely positioned as a preferred supplier, and our
goal is to expand on this status by increasing our leading position in fresh-cut produce, expanding our banana and
pineapple business and diversifying our other fresh produce selections. We are a multinational company offering a
variety of fresh produce in all major markets along with fresh-cut produce in selected markets and a prepared food
product line that includes prepared fruit and vegetables, juices, beverages and snacks in Europe, Africa, the Middle
East and countries formerly part of the Soviet Union.

10



Edgar Filing: FRESH DEL MONTE PRODUCE INC - Form 10-K

Our strategy is focused on a combination of maximizing revenues from our existing infrastructure, entering new
markets and strict cost control initiatives. We plan to continue to capitalize on the growing global demand for fresh
produce and expand our reach into existing and new markets. We expect sales growth of fresh produce in key markets
by increasing sales volume and per unit sales prices as permitted by market conditions. Our strategy includes
increasing volumes from existing production and distribution facilities in order to improve operating efficiencies and
reduce per unit costs. We plan additional investments in production facilities in order to expand our product offering
in established markets and continue with our recent expansion in growth markets, such as the Middle East, Africa and
countries formerly part of the Soviet Union.

Products Sourcing and Production
Our products are grown and sourced primarily in Central and South America, Africa and the Philippines. We also
source products from North America and Europe. In 2011, 48% of the fresh produce we sold was grown on

company-controlled farms and the remaining 52% was acquired through supply contracts with independent growers.
Costa Rica is our most significant

2

11
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sourcing location representing approximately 35% of our total sales volume of fresh produce products and where we
have 43% of our property, plant and equipment in 2011.

We produce, source, distribute and market a broad array of fresh produce throughout the world, primarily under the
DEL MONTE® brand, as well as under other proprietary brands, such as UTC® and Rosy®. We also produce,
distribute and market prepared fruits and vegetables, juices, beverages and snacks under the DEL MONTE® brand, as
well as other proprietary brands, such as Fruit Express™, Just Jui®eFruitini® and other regional trademarks in Europe,
Africa, the Middle East and countries formerly part of the Soviet Union.

The following table indicates our net sales by product for the last three years:

Year ended
December 30, December 31, January 1,
2011 2010 2010

(U.S. dollars in millions)
Net sales by product category:

Banana $1,653.1 46 % $1,620.3 46 % $1,510.9 43 %
Other fresh produce:

Gold pineapples 529.3 15 % 506.3 14 % 475.6 14 %
Fresh-cut produce 353.8 10 % 317.3 9 % 314.8 9 %
Non-tropical fruit 333.7 9 % 293.0 8 % 278.6 8 %
Melons 123.3 3 % 179.5 5 % 242.1 7 %
Tomatoes 104.8 3 % 114.3 3 % 120.0 3 %
Vegetables 64.4 2 % 65.4 2 % 68.4 2 %
Other fruit, products and 723 2 % 97.0 3 % 148.6 4 %
services

Total other fresh produce 1,581.6 44 % 1,572.8 44 % 1,648.1 47 %
Prepared food 355.0 10 % 359.8 10 % 337.4 10 %
Total $3,589.7 100 % $3,552.9 100 % $3,496.4 100 %

See Note 22, “Business Segment Data”, to the Consolidated Financial Statements included in Item 8. Financial
Statements and Supplementary Data for further information.

Bananas

Bananas are the leading internationally traded fresh fruit in terms of volume and dollar sales and the best-selling fresh
fruit in the United States. Europe and North America are the world’s largest banana markets and Asia is the third
largest market. According to the latest published statistics from the Food and Agriculture Organization of the United
Nations (“FAO”), in 2009, Europe, North America, Asia and the Middle East consumed 18.3, 9.0, 4.6 and 1.7 billion
pounds of bananas, respectively. Bananas are a key produce department product due to their high turnover and the
premium margins realized by retailers.

Bananas have a relatively short growing cycle and are grown in tropical locations with humid climates and heavy
rainfall, such as Central and South America, the Caribbean, the Philippines and Africa. Bananas are grown throughout
the year in these locations, although demand and prices fluctuate based on the relative supply of bananas and the
availability of seasonal and alternative fruit.

We believe that we are the world’s third-largest marketer of bananas, based on internally generated data. Our banana
sales in North America, Europe, Asia and the Middle East accounted for approximately 47%, 22%, 18% and 11% of
our net sales of bananas in 2011, respectively. We produced approximately 40% of the banana volume we sold in

12
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2011 on company-controlled farms, and we purchased the remainder from independent growers.

Bananas are the best-selling fresh produce item, as well as a high-margin product for many of our customers.
Accordingly, our ability to provide our customers with a year-round supply of high-quality DEL MONTE® bananas is
important to maintaining our existing customer relationships and attracting new customers. Our position as a volume
shipper of bananas has also allowed us to make regular shipments of a wide array of other fresh produce, such as
pineapples, melons and plantains, reducing our average per-box logistics costs and maintaining higher quality produce
with a longer shelf life.

3
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We produce bananas on company-controlled farms in Costa Rica, Guatemala, Brazil, Cameroon and the Philippines
and we purchase bananas from independent growers in Costa Rica, Ecuador, Colombia, Guatemala and the
Philippines. Although our supply contracts are primarily long-term, we also make purchases in the spot market,
primarily in Ecuador. In Ecuador and Costa Rica, there are minimum export prices for the sale of bananas, which are
established and reviewed on a periodic basis by the respective governments.

Due in part to limitations in the Philippines on foreign ownership of land, we purchase the majority of bananas in the
Philippines through long-term contracts with independent growers. Approximately 83% of our Philippine-sourced
bananas are supplied by one grower, representing 15% of the Philippines banana industry volume in 2011. In the
Philippines, we have leased approximately 1,200 hectares of land where we have planted approximately 880 hectares
of bananas for the Asia market.

Gold Pineapples

Pineapples are grown in tropical and sub-tropical locations, including the Philippines, Costa Rica, Hawaii, Thailand,
Malaysia, Brazil, Indonesia and various countries in Africa. In contrast to bananas, pineapples have a long growing
cycle of 18 months, and require re-cultivation after one to two harvests. Pineapple growing requires a higher level of
capital investment, as well as greater agricultural expertise.

The premium pineapples, such as our Del Monte Gold® Extra Sweet pineapple, which has enhanced taste, golden
shell color, bright yellow flesh and higher vitamin C content, has replaced the Champaka and other traditional
pineapple varieties in popularity and demand and has led to increased competition.

We believe we are the market leader of fresh pineapples worldwide, based on internally generated data. Pineapple
sales in North America, Europe, Asia and the Middle East accounted for 52%, 26%, 16% and 5%, respectively, of our
net sales of pineapples in 2011. From 1996 to 2011, our volume of the Del Monte Gold® Extra Sweet pineapple
increased from two and a half million boxes to 30.9 million boxes. Our pineapple sales volume increased by 6% in
2011. Based on FAO data, for the 10-year period from 1999 to 2009, the volume of pineapple sales in the United
States, Europe, Asia and the Middle East increased by 156%, 163% and 61% and 713%, respectively. We believe that
a substantial portion of this growth is due to our introduction of the Del Monte Gold® Extra Sweet pineapple. As a
result of our continued expansion of existing pineapple operations, we expect to continue to increase the sales volume
of our extra sweet pineapples in the near future with extra sweet pineapples grown in Costa Rica and the Philippines.

The principal production and procurement areas for our gold pineapples are Costa Rica and the Philippines. Given the
complexity of pineapple cultivation relative to our bananas, a higher percentage of the fresh pineapples we sell (83%
by volume in 2011) are produced on company-controlled farms.

Fresh-Cut Produce

Fresh-cut produce first gained prominence in many U.S. and European markets with the introduction of washed and
cut vegetables. While packaged salads continue to lead the category of fresh-cut produce sales, the category has
expanded significantly to include gold extra sweet pineapples, melons, mangos, grapes, citrus and assorted vegetable
produce items that are washed, cut and packaged in a ready-to-use form. Market expansion has been driven largely by
consumer demand for fresh, healthy and ready-to-eat food alternatives, as well as significant demand from foodservice
operators. Within this market, we believe that there has been increasing differentiation between companies active
primarily in the packaged salad market and other companies, like us, that can offer a wide variety of fresh-cut fruit and
vegetable items.

14
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The majority of fresh-cut produce is sold to consumers through retail and club store settings, as well as
non-conventional settings such as convenience stores, gas stations and airports. We believe that outsourcing by food
retailers will increase, particularly as food safety regulations become more stringent and retailers demand more
value-added services. We believe that this trend should benefit large branded suppliers like us, who are better
positioned to invest in fresh-cut facilities and to service regional and national chains and foodservice operators, as
well as supercenters, mass merchandisers and club stores. We also believe that large branded suppliers benefit from
merchandising, branding and other marketing strategies for fresh-cut products, similar to those used for branded
processed food products, which depend substantially on product differentiation.

We believe that the fresh-cut produce market continues to be one of the fastest-growing categories in the fresh
produce segment, largely due to consumer trends favoring healthy and conveniently packaged ready-to-eat foods. We
established a platform in this industry through acquisitions and by building upon our existing fresh-cut pineapple
business. We believe that our experience in this market, coupled with our sourcing and logistics capabilities and the
DEL MONTE® brand, have enabled us to achieve a

4
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leading position in this highly fragmented market. Based on the latest supermarket scan data as supplied by an
independent market data provider for 2011, we believe that we continue to be the market leader in branded fresh-cut
fruit in the United States. Our fresh-cut fruit products include pineapples, melons, grapes, citrus, apples, mangos,
kiwis and other fruit items. The fruit we use in our fresh-cut operations are sourced within our integrated system of
company-controlled farms and from GAP-certified (good agricultural practices) independent growers. We also offer
fresh-cut vegetables for prepared salads, such as coleslaw and potato salad. We purchase our vegetables for these
purposes from GAP-certified independent growers in the United States and in Europe. Our purchase contracts for both
fruit and vegetables are typically short-term but vary by produce item. Our fresh-cut products are sold in the United
States, the United Kingdom, the Middle East and Japan.

Non-Tropical Fruit

Non-tropical fruit includes grapes, apples, pears, peaches, plums, nectarines, cherries, avocados, citrus and kiwis.
Generally, non-tropical fruit grows on trees, bushes or vines that shed their leaves seasonally. Approximately 39% of
our non-tropical fruit net sales are from grapes. Fresh grapes are a favorite quick, easy and healthy snack among
consumers young and old. In addition to their taste, a growing body of research on fresh grapes suggests that grapes
may offer significant health benefits as well. Fresh grapes are a well-known fruit worldwide, fitting into almost any
lifestyle. Based on the United States Department of Agriculture (“USDA”), Economic Research Service, fresh grape
consumption grew 10% between 1998 and 2009 in the United States and, on average, Americans consumed
approximately 7.9 pounds of fresh grapes in 2009. Fresh grapes are also processed for the production of wine, raisins,
juices and canned products. The higher production cost and higher product value of fresh grapes result from more
intensive production practices than are required for grapes grown for processing. While California supplies the
majority of total grape volume, imports have made fresh grapes available year-round in the United States, with
shipments mostly from Chile. Most U.S. production is marketed from May to October. Chilean grapes dominate the
market from December to April.

Approximately 21% of our non-tropical fruit net sales are from the sale of avocados. According to the latest
published statistics from the USDA, for the 10-year period from 2000 to 2010, avocado imports to the United States
increased by 412%. Per capita consumption of avocados in the United Sates also increased significantly in the last 10
years. According to the Economic Research Service of the USDA, per capita consumption of avocados reached
approximately 4.1 pounds during 2009.

We sell a variety of non-tropical fruit, including all of the types referred to above. In 2011, non-tropical fruit sales in
North America, Europe, the Middle East, Asia and South America accounted for approximately 54%, 7%, 21%, 12%
and 6%, respectively, of our total net sales of non-tropical fruit. We obtain our supply of non-tropical fruit from
company-owned farms in Chile and from independent growers in Chile, the United States, Mexico, Spain and New
Zealand. In Chile, we purchase non-tropical fruit from independent growers and also produce a variety of
non-tropical fruit on approximately 5,100 acres of company-owned or leased land. Our avocados are sourced
principally from Mexico. In Mexico, we have our own sourcing operations, ensuring a consistent supply of
high-quality non-tropical fruit during the growing season. Purchase contracts for non-tropical fruit are typically made
on an annual basis.

Melons

Based on FAO data, for the 10-year period from 1999 to 2009, the volume of imports of cantaloupes and other melons
increased in Europe and the Middle East by 50%, 122%, respectively, and decreased by 3% in North America and
12% in Asia. Melons are one of the highest volume fresh produce items, and this category includes many varieties,
such as cantaloupe, honeydew, specialty melons and watermelon. During the summer and fall growing seasons in the
United States, Canada and Europe, demand is met in large part by local suppliers of unbranded or regionally branded
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melons. By contrast, in North America and Europe, imports significantly increase, and melons generally command
premium pricing from November to May. Melons are grown in temperate and tropical locations and have a relatively
short growing cycle.

We sell a variety of melons including cantaloupe, honeydew, MAG® melon, watermelon and specialty melons, which
we introduced to meet the different tastes and expectations of consumers in Europe. Cantaloupes represented
approximately 74% of our melon sales volume in 2011. We are a significant producer and distributor of melons from
November to May in North American and European regions by sourcing melons from our company-controlled farms
and independent growers in Central America, where production generally occurs during this period. Melons sold in
North America and Europe from November to May generally command a higher price due to fewer operators and the
availability of alternative fruits. Melon sales in North America and Europe accounted for 87% and 12%, respectively,
of our net sales of melons in 2011. In terms of volume, we produced 92% of the melons we sold in 2011 on
company-controlled farms and purchased the remainder from independent growers.
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We are able to provide our customers in North America with a year-round supply of melons from diverse sources. For
example, we supply the North American market during its summer season with melons from Arizona, California and
the East Coast of the United States.

We have devoted significant research and development efforts towards maintaining our expertise in melons, especially
cantaloupes. Melon crop yields are highly sensitive to weather conditions and are adversely affected by high levels of
precipitation during the growing period of the fruit. We have developed specialized melon growing technology that
we believe has reduced our exposure to the risk of intemperate weather conditions and significantly increased our
yields. In recent years, there has been an industry over-supply of melons. Accordingly in 2011, we rationalized our
melon operations in Central America by reducing production volumes.

Tomatoes

The United States is one of the largest producers of tomatoes in the world, ranking second to China. Mexico and
Canada are also important suppliers of fresh tomatoes within North America. Based on information from The Packer,
an industry publication, in 2010, fresh tomatoes remained a top performer for food retailers, generating approximately
7.5% of a retailers’ total produce sales.

We source our tomatoes mainly from the United States, Mexico, Canada, Guatemala and El Salvador. The tomato
category is highly fragmented with many suppliers, re-packers and wholesalers in various geographic regions of the
United States. As a high volume item, tomatoes are important for our network of distribution and re-packing
facilities. This product category allows us to add value through leveraging our purchase volumes to reduce costs and
perform the sorting, packaging and custom labeling locally, in addition to delivering on a just-in-time basis to retail
chains and foodservice customers. With our fresh-cut fruit and vegetable facilities, we can add additional value by
incorporating tomatoes into our consumer-packaged products. We have developed greenhouse tomato operations in
Guatemala where we source volume for the North America market.

Vegetables

We distribute and market a variety of vegetables including potatoes, onions, bell peppers and cucumbers. While we
sell bulk product, we also use our size and distribution network to find opportunities to add value such as sorting and
packaging. We source our vegetables from independent growers in North and Central America.

Other Fruit, Products and Services

We produce, distribute and market a variety of other fruit, including strawberries, plantains and mangos, as well as
various other varieties of fruit. We source these other fruit items from company controlled farms and independent
growers in Costa Rica, Colombia, Guatemala and the United States.

Included in Other Fruit, Products and Services is also our third-party ocean freight business, our third-party plastics
and box manufacturing business and our Argentine grain business. Our third-party ocean freight business allows us to
generate incremental revenue on vessels’ return voyages to our product sourcing locations and when space is available
on outbound voyages to our major markets, which reduces our overall shipping cost. As a result of unfavorable
economic conditions, in the fourth quarter of 2009, we eliminated our third-party ocean freight service from North
Europe to the Caribbean. Our plastics and box manufacturing business produces bins, trays, bags and boxes.
Although this business is intended mainly to satisfy internal packaging requirements, we also sell these products to
third parties. As a result of continued under-performance, in 2010, we discontinued our grain operation and sold our
grain silos in Argentina.
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We have a royalty-free perpetual license to use the DEL MONTE® Trademark in connection with the production,
manufacture, sale and distribution of prepared foods and beverages in over 100 countries throughout Western, Eastern
and Central Europe, Africa, the Middle East and countries formerly part of the Soviet Union. In Europe, Del Monte is
the premier brand with an over 85 year history associated with fruit-based or fruit-derived products and is the leading
brand for canned fruit and pineapple in many Western European markets. The Del Monte brand has had a presence in
the United Kingdom, the largest market, since 1926 and is perceived to be a quality brand with high consumer
awareness. The Del Monte brand has a reputation with both consumers and retailers for value, quality and reliability.
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We produce, distribute and market prepared pineapple, peaches, fruit cocktail, pears, tomatoes, fruit juices and other
fruit and vegetables. Our prepared pineapple products are primarily sourced from our own facility in Kenya and are
also sourced from independent producers in Asia. Our deciduous prepared food products, which include peaches, fruit
cocktail, pears and apricots are principally sourced from our own facility in Greece and contract growers in South
Africa. Our tomato products are sourced from independent producers in Europe and the Middle East. We also
distribute and market beverages, including ambient juices and juice drinks as well as various snacks.These products
are sold primarily under the DEL MONTE® label and under the buyers’ own label for major retailers. We also
produce and market industrial products that are composed of fruit that has been processed in our production facilities
in the form of purees, pulps and concentrates for further processing (juice, yogurt, cake manufacture, pizza, etc.) and
for sale to the foodservice industry worldwide. We expect to continue investing in new product development to
increase revenue, defend our premium price position and maintain market leadership in our product categories. We
plan to expand our offerings in the snack category by offering multiple varieties and sizes of fruit and vegetables in
plastic pots with new and improved recipes and various juice bars, targeting the convenience store and foodservice
trade in selected European and Middle East markets.

Our prepared food segment also includes our Jordanian food business. This business includes a state-of-the-art
vertically integrated poultry business, including poultry farms, feed mill, slaughterhouse and meat processing plant in
Jordan. Our Jordanian poultry business is the leading provider of poultry products to retail stores and foodservice
operators in that country. The meat processing operation provides meat products for the Jordanian market and to other
Middle East and North African markets.

Logistics Operations

We market and distribute our products to retail stores, foodservice operators, wholesalers and distributors in over 100
countries around the world. As a result, we conduct complex logistics operations on a global basis, transporting our
products from the countries in which they are grown to the many markets in which they are sold worldwide.
Maintaining fruit at the appropriate temperature is an important factor in preventing premature ripening and
optimizing product quality and freshness. Consistent with our reputation for high-quality fresh produce, we must
preserve our fresh fruit in a continuous temperature-controlled environment, beginning with the harvesting of the fruit
in the field through its distribution to our end markets.

We have a fully integrated logistics network, which includes land and sea transportation through a broad range of
refrigerated environments in vessels, port facilities, containers, trucks and warehouses. Our objective is to maximize
utilization of our logistics network to lower our average per-box logistics cost, while remaining sufficiently flexible to
redeploy capacity or shipments to meet fluctuations in demand in our key markets. We believe that our control of the
logistics process is a competitive advantage because we are able to continuously monitor and maintain the quality of
our produce and ensure timely and regular distribution to customers on a year-round basis. Because logistics costs are
also our largest expense other than our cost of products, we devote substantial resources to managing the scheduling
and availability of various means of reliable transportation.

We transport our fresh produce to markets worldwide using our fleet of 12 owned and 12 chartered refrigerated
vessels. During 2010, we sold four of our older, less efficient vessels and took delivery of two Japanese built vessels
capable of carrying approximately 430,000 40-pound boxes of palletized and containerized fruit. We believe that our
fleet of owned vessels, combined with longer-term charters, is effective in reducing our ocean freight costs and
mitigates our exposure to the volatility of the charter market. We also operate a fleet of approximately 4,100
refrigerated containers, 34% are owned or under capital leases and the remaining 66% are under operating leases. Our
logistics system is supported by various information systems. As a vertically integrated food company, managing the
entire distribution chain from the field to the customer requires the technology and infrastructure to be able to meet
our customers’ complex delivery needs.
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Sales and Marketing

DEL MONTE® is a 119-year old brand that is recognized by consumers worldwide for quality, freshness and
reliability. We employ a variety of marketing tools, including but not limited to advertising, public relations and
promotions, to reinforce our brand equity with consumers and the trade. Depending on the product and market, we
also provide technical, logistical and merchandising support aimed at safeguarding the superior quality of our products
to the ultimate consumer. Our sales and marketing activities are conducted by our sales force located at our sales
offices worldwide and at each of our distribution centers. Our commercial efforts are supported by marketing
professionals located in key markets and regional offices. A key element of our sales and marketing strategy is to use
our distribution centers as a means of providing value-added services for our customers.

We actively support our customers through technical training in the handling of fresh produce, in-store merchandising
support, joint promotional activities, market research and inventory and other logistical support. Since most of our
customers carry only one branded product for each fresh produce item, our marketing and promotional efforts for
fresh produce emphasize trade advertising and in-store promotions.

7
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We have an exclusive worldwide 10-year license to the Controlled Ripening Technology (“CRTY, one of the most
recent innovations in banana packaging. Launched in October 2009, the patent pending CRT Packaging was created
for individual single-serve packages, 10-pound institutional pack and 40-pound bulk banana boxes. This packaging
utilizes state-of-the-art technology to help improve the ripening and handling process while helping retailers increase
banana sales, reduce product losses and maximize profits by extending the product’s yellow shelf life. It also allows us
to deliver to our customers the highest quality fruit. As a result of this CRT "PBackaging, we are able to broaden our
distribution channels to include vending machines and expand our product offerings to our convenience store and
foodservice customer base.

The level of marketing investment necessary to support the prepared food business is significantly higher than that
required for the fresh produce and fresh-cut fruit and vegetable business. We have utilized a variety of promotional
tools to build the DEL MONTE® brand and engage consumers in key markets in Europe, Africa and the Middle

East. In recent years, we implemented a new strategy for the prepared food business in certain key European markets
consisting of utilizing distributors to perform product distribution, sales and marketing activities. Under these
agreements, the sales, warehousing, logistics, marketing and promotion functions are all performed by the distributor.
This strategy of utilizing independent distributors enables us to reduce distribution and sales and marketing expenses.
In addition, we plan to expand our prepared food business by entering new markets in Eastern Europe, Africa and the
Middle East and by expanding our offerings in the snack category, targeting the convenience store and foodservice
trade in selected European and Middle East markets.

During 2011, one customer, Wal-Mart, Inc. (including its affiliates), accounted for approximately 12% of our total net
sales. These sales are reported in our banana, other fresh produce and prepared food segments. No other customer
accounted for 10% or more of our net sales. In 2011, the top 10 customers accounted for approximately 32% of our
net sales.

Note 22, “Business Segment Data” included in Item 8. Financial Statements and Supplementary Data contains
information regarding net sales to external customers attributable to each of our reportable segments and geographic
regions, gross profit by each of our reportable segments, total assets attributable to each of our geographic regions,
and information concerning the dependence of our reportable segments on foreign operations, for each of the years
2011, 2010 and 20009.

North America

In 2011, 50% of our net sales were in North America. In North America, we have established a highly integrated sales
and marketing network that builds on our ability to control transportation and distribution throughout our extensive
logistics network. We operate a total of 22 distribution centers and fresh-cut facilities in the United States. Our
distribution centers have ripening capabilities and/or other value-added services. We also operate four port facilities,
which include cold storage facilities.

Our logistics network provides us with a number of sales and marketing advantages. For example, because we are able
to maintain the quality of our fresh produce in a continuous temperature-controlled environment, we are under less
pressure to fully sell a shipment prior to its arrival at port. We are thus better able to manage the timing of our sales to
optimize margins. Our ability to off-load shipments for cold storage and distribution throughout our network also
improves ship utilization by minimizing in-port docking time. Our logistics network also allows us to manage our
inventory among distribution centers to respond more effectively to fluctuations in customer demand in the regions we
serve.
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We have sales professionals in locations throughout the United States and in Canada. We sell to leading grocery stores
and other retail chains, wholesalers, mass merchandisers, supercenters, foodservice operators, club stores and
distributors in North America. These large customers typically take delivery of our products at the port facilities,
which we refer to as FOB delivery. We also service these large customers, as well as an increasing number of smaller
regional chains and independent grocers, through our distribution centers.

Europe

In 2011, 24% of our net sales were made in Europe. We distribute our fresh produce and prepared food products
throughout Europe. Our fresh produce products are distributed to leading retail chains, smaller regional customers as
well as to wholesalers and distributors through direct sales and distribution centers. In the United Kingdom, we
operate two fresh-cut facilities. In Germany, we operate three distribution centers and in Poland we operate two
distribution centers. In the Netherlands, we have a sales and marketing entity. In Southern Europe, we distributed our
fresh produce through an independent marketing company. Commencing in 2012, we began performing our own
fresh produce distribution in these markets by establishing our own sales and marketing organization and as a result,
we have expanded our sales and marketing organization in France and Spain. In Italy and the remaining Southern
European countries, we also use various independent distributors. Our prepared food products are distributed through
independent distributors throughout most of Europe, except in Germany, France and Poland where we use

8
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our own sales and marketing entities. In the United Kingdom our prepared food products are distributed using a
combination of both independent distributors and our own marketing entities.

Middle East and North Africa

In 2011, 12% of our net sales were made in the Middle East and North Africa. We distribute our products through
independent distributors and company-operated distribution facilities. We have increased our banana sales in the
Middle East market through distributors and established our own direct sales initiatives. Our
distribution/manufacturing center in Dubai, United Arab Emirates (“UAE”) is a state-of-the-art facility with just-in-time
delivery capabilities that includes banana ripening and cold storage facilities, fresh-cut fruit and vegetable operations
and an ultra-fresh juice manufacturing operation. We distribute these products in the UAE and export them to other
Middle East countries. We also operate a distribution center in Abu-Dhabi, UAE that includes banana ripening and
cold storage facilities. In Saudi Arabia, through our 60%-owned joint venture, we have implemented an expansion
program that included the construction of two distribution centers with banana ripening, cold storage facilities and
fresh-cut fruit, vegetable operations and manufacturing capabilities for juices, potatoes and sandwiches. One of the
distribution centers, located in Riyadh, the capital city of Saudi Arabia, was completed in 2009 while the second one,
located in Jeddah, was completed in 2010. These strategically located distribution centers distribute our fresh produce
products to this growing market. In addition, we market and distribute prepared food products in the UAE, Jordan,
Saudi Arabia and various other Middle East and North African markets. We have also established a presence in Egypt
where we market and distribute our prepared food products, mainly our juice product line. In Jordan, we own a
state-of-the-art vertically integrated poultry business including poultry farms, feed mill, slaughterhouse and meat
processing plant. We are the leading provider of poultry products to retail stores and foodservice operators in that
country. In recent years, we have expanded our food business in Jordan with the addition of the meat processing
operation that provides meat products for the local market and for export to other Middle East and North African
markets. We believe that the Middle East, North Africa and countries formerly part of the Soviet Union represent an
area for rapid sales development of our fresh and prepared food products. Utilizing our extensive knowledge of this
region, we plan to capitalize on this opportunity with increased focus and investments in these markets.

Asia

In 2011, 12% of our net sales were made in Asia. We distribute our products in Asia through direct marketing and
large distributors. Our principal markets in this region are Japan, South Korea, mainland China and Hong Kong. In
Japan, we distributed approximately 91% of the products we sold in 2011 through direct sales and the remainder
through Japan’s largest fresh produce wholesaler, which distributes our products on a sales commission basis. Our
products are distributed from four distribution centers located at strategic ports in Japan with cold storage and banana
ripening operations.

We also engage in direct sales and marketing activities in South Korea and Hong Kong. In other Asian markets,
including mainland China, we sell to local distributors. We have one distribution center and banana ripening facility in
Hong Kong. In South Korea, we have three distribution centers that utilize state-of-the art ripening technology. This
increases our ability to offer value-added services to our customers.

South America

We also distribute our products in South America. We have direct sales and marketing activities in strategic markets
and also utilize local distributors in this region. Our sales in these markets focus mainly on non-tropical fruit including
grapes, apples, pears, peaches, plums, cherries, kiwi and nectarines.

Competition
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We compete based on a variety of factors, including the appearance, taste, size, shelf life and overall quality of our
fresh produce, price and distribution terms, the timeliness of our deliveries to customers and the availability of our
produce items. The fresh produce business is highly competitive, and the effect of competition is intensified because
our products are perishable. Competition in the sale of bananas, pineapples, melons and the other fresh fruit and
vegetables that we sell comes from competing producers and distributors. Our sales are also affected by the
availability of seasonal and alternative produce. While historically our main competitors have been multinational
banana and pineapple producers, our significantly increased product offering in recent years has resulted in additional
competition from a variety of companies. These companies include local and regional producers and distributors in
each of our fresh produce and fresh-cut product categories.
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The extent of competition varies by product. In the pineapple and non-tropical fruit markets, we believe that the high
degree of capital investment and cultivation expertise required, as well as the longer length of the growing cycle,
makes it relatively difficult to enter the market. However, in recent years we have experienced an increase in
competition with our Del Monte Gold ® Extra Sweet pineapple, which has negatively affected our results.

In the banana market, we continue to face competition from a limited number of large multinational companies. At
times, particularly when demand is greater than supply, we also face competition from a large number of relatively
small banana producers. Unlike the pineapple and non-tropical fruit markets, there are few barriers to entry into the
banana market. Supplies of bananas can be increased relatively quickly due to bananas relatively short growing cycle
and the limited capital investment required for banana growing. As a result of changes in supply and demand, as well
as seasonal factors, banana prices fluctuate significantly.

In the melon market, we compete with producers and distributors of both branded and unbranded melons. From June
to October, the peak North American and European melon-growing season, many growers enter the market with less
expensive unbranded or regionally branded melons due to the relative ease of growing melons during this period, the
short growth cycle and reduced transportation costs resulting from the proximity of the melon farms to the markets.
These factors permit many smaller domestic growers to enter the market. During the offshore growing season from
October to May, we compete with growers principally in Central America. In recent years, there has been an
abundant supply of melons in the market during the offshore growing season, which has negatively affected our
results.

The fresh-cut produce market is highly fragmented, and we compete with a wide variety of local and regional
distributors of branded and unbranded fresh-cut produce and, in the case of certain fresh-cut vegetables, a small
number of large, branded producers and distributors. In this market, however, we believe that our principal
competitive challenge is to capitalize on the growing trend of retail chains and independent grocers to outsource their
own on-premises fresh-cut operations. We believe that our sales strategy, which emphasizes not only our existing
sources of fresh produce, but also a full range of value-added services, strict compliance with food safety standards
and our national distribution capability, positions us to gain an increasing share of this market.

The processed fruit and beverage markets are mature markets characterized by high levels of competition and

consumer awareness. Consumer choices are driven by price and/or quality. Large retailers with their “buyers own label”
(“BOL”) products appeal to price-conscious consumers, while brand names are the key differentiator for quality-focused
consumers. In the processed food and beverage markets in Europe, Africa and the Middle East, we compete with
various local producers, large retailers with their BOL products, as well as with large international branded

companies. It is in the branded section that our processed foods products, specifically, canned fruit and pineapple in
many European countries, hold a leading position in the markets. The mature state of the market in Western Europe,
together with the strength and sophistication of the large retailers there, account in part for the increasing presence of
BOL products in many food and beverage categories. In the past few years, we have faced increased competitive
pressure, particularly in the U.K. market, for branded processed food and beverage products. At the same time, our
marketing and distribution costs in these European markets have increased. In order to reduce costs and increase our
competitiveness in the processed food business, we decided to use distributors in certain key European markets to
perform product distribution and sales and marketing activities. Under these arrangements, the sales, warehousing,
logistics, marketing and promotion functions are all performed by the distributor. In the United Kingdom and Italian
markets we have also outsourced our beverage production. This strategy takes advantage of lower cost and

established marketing and distribution networks and enables us to reduce costs and increase our competitiveness in
these mature markets.

Quality Assurance

26



Edgar Filing: FRESH DEL MONTE PRODUCE INC - Form 10-K

To ensure the consistent high quality of our products, we have a quality assurance group that maintains detailed
quality specifications for all our products so that they meet or exceed minimum regulatory requirements. Our
specifications require extensive sampling of our fresh produce at each stage of the production and distribution
processes to ensure high quality and proper sizing, as well as to identify the primary sources of any defects. Our fresh
produce is evaluated based on both external appearance and internal quality, using size, color, porosity, translucence
and sweetness as criteria. Only fresh produce meeting our stringent quality specifications is sold under the

DEL MONTE® brand.

We are able to maintain the high quality of our products by growing a substantial portion of our own produce and
working closely with our independent growers. We insist that all produce supplied by our independent growers meet
the same stringent quality requirements as produce grown on our farms. Accordingly, we monitor our independent
growers to ensu