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Forward-looking statement

Certain information contained in this presentation, including statements concerning expected performance such as those relating to net sales, earnings,
cost savings, acquisitions and brand marketing support, are “forward-looking statements” within the meaning of Section 21E of the Securities Exchange
Act of 1934. These statements may be identified by the use of words such as “may,” “will,” “expect,” “should,” “anticipate,” "intend," “believe” and “plan.”
These statements may relate to: the expected results of operations of businesses acquired by the company, the expected impact of raw material costs
and pricing actions on the company's results of operations and gross margins, the expected productivity and working capital improvements, expectations
regarding growth potential in various geographies and markets, expected trends in net sales and earnings performance and other financial measures, the
expectations of pension and postretirement plan contributions and anticipated charges associated with such plans, the holding period and market risks
associated with financial instruments, the impact of foreign exchange fluctuations, the adequacy of internally generated funds and existing sources of
liquidity, such as the availability of bank financing, the ability to issue additional debt or equity securities and expectations regarding purchasing shares of
McCormick's common stock under the existing authorizations.

These and other forward-looking statements are based on management's current views and assumptions and involve risks and uncertainties that could
significantly affect expected results. Results may be materially affected by factors such as: damage to the company's reputation or brand name; loss of
brand relevance; increased private label use; product quality, labeling, or safety concerns; negative publicity about our products; business interruptions
due to natural disasters or unexpected events; actions by, and the financial condition of, competitors and customers; the company's ability to achieve
expected and/or needed cost savings or margin improvements; the successful acquisition and integration of new businesses; issues affecting the
company's supply chain and raw materials, including fluctuations in the cost and availability of raw and packaging materials; government regulation, and
changes in legal and regulatory requirements and enforcement practices; global economic and financial conditions generally, including the availability of
financing, and interest and inflation rates; the investment return on retirement plan assets, and the costs associated with pension obligations; foreign
currency fluctuations; the stability of credit and capital markets; risks associated with the company's information technology systems, the threat of data
breaches and cyber attacks; volatility in the effective tax rate; climate change; infringement of intellectual property rights, and those of customers;
litigation, legal and administrative proceedings; and other risks described in the company's filings with the Securities and Exchange Commission.

Actual results could differ materially from those projected in the forward-looking statements. The company undertakes no obligation to update or revise
publicly, any forward-looking statements, whether as a result of new information, future events or otherwise, except as may be required by law.
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2014 Results: Sales growth

v’ Acquisition

3 O/ v" Innovation
o v" Brand marketing
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2014 Results: Adjusted operating income

v’ Higher sales

o v' $69M cost savings
o v" Material cost inflation

v Increased brand marketing

Adjusted operating income excludes items affecting 3
comparability. See 2014 Form 10K reconciliation of e o
GAAP to non-GAAP financial results. AT



2014 Results: Consumer business

Sales Adjusted Operating Income

$474M

3% Y

2013 2014

Adjusted operating income excludes items affecting
comparability. See 2014 Form 10K reconciliation of
GAAP to non-GAAP financial results. w
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2014 Results: Industrial business

2013 2014

Adjusted operating income excludes items affecting
comparability. See 2014 Form 10K reconciliation of

Sales Adjusted Operating Income
$134M
GAAP to non-GAAP financial results.
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2014 Results: Adjusted earnings per share

2014

$3.37

Adjusted earnings per share excludes items affecting comparability.
See 2014 Form 10K reconciliation of GAAP to non-GAAP
financial results.
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Cash flow from operations: 2004 to 2014

M

$600
v' Generating strong cash flow
$300 v Reached $504M in 2014
$0
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2014 Results: Uses of cash

v Returned record $437M to shareholders
v 29" consecutive annual dividend increase

v' 90" consecutive year of dividends




Total annual shareholder return

10-year _ 10%
20-year _ 12%

ended February 28






2015 Qutlook: Sales

v Innovation

Grow Sales 4-6% v" Brand marketing

In constant currency v" Customer intimacy
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2015 Outlook: Cost savings

At least $85M in
cost savings




2015 Outlook: Adjusted operating income

- 7%

In constant currency

6-7% growth rate in constant currency is from adjusted operating income of

$608M in 2014. Projected 2015 adjusted operating income excludes approximately
$30M in special charges. See March 24, 2015 Form 10K reconciliation of GAAP to
non-GAAP financial results. ™
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2015 Outlook: Adjusted earnings per share

Projection of adjusted earnings per share excludes an estimated $0.16 in special charges.
See March 24, 2015 press release reconciliation of GAAP to non-GAAP information.
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2015 First Quarter Results

Sales Growth Adjusted Operating Income

6%1 | $122M

In constant currency

Net sales growth excludes impact of currency rates.
Adjusted operating income excludes items affecting
comparability. See March 24, 2015 press release

A\
reconciliation of GAAP to non-GAAP financial results. 3
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2015 First Quarter Results: Adjusted earnings
per share |

0.70

Adjusted earnings per share excludes items affecting
comparability. See March 24, 2015 press release reconciliation
of GAAP to non-GAAP financial results.
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Delivering high performance ‘

Financially disciplined
Managing costs

Investing in growth

Driving sales and profits
Generating strong cash flow

SN SN SN SN 8K

Committed to dividend growth
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1.25 million global flavor stories collected
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Authentically ethnic & regional
favorites from trusted brands
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Emerging market purchasing power
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Millennials




Millennials love our brands
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Ethnic
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Products for ethnic cuisines rich in spices and herbs

— - a

' WeCormick &b
o McCormick . -

MeCormick . - ; }"i' McCormick

Ml

P
“cCormick Black P
: {',‘_ - "".‘ RS
~ .: g ol d ‘ v . | ’ s M Corrrich

Ba >
, LEAV S e m

Ny rOUN?
0 R r
g i Gmgf&

PeLoormish Biungs Prosion to Flovor” WC,

= N e




Authentic ethnic meal solutions
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Those other grillers can't hold a flame.
Show us a photo or video of your mastery and
you might just win a Big Green Egg

Smoker and a slew of other

McCORMICK




Industry-leading digital programs

") FlavorPrint’

Created by McCormick
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Driving demand with healthy flavor messaging

BIG ON FLAVOR 13

BIG ON FLAVOR [ NOT SALT AND FAT =
NOT SALT n_—
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Advancing spice and herb knowledge and dialogue
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Emerging markets

LE
Baet -~ €t
L

2ot M?’m&% “‘(

McCORMICK




$20B emerging market potential
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60% of sales from #1 category brands
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Increased share in recipe mix market
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Invested $227M in our brands in 2014
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Fresh, superior, delicious, healthy and homemade!
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Digital marketing delivering high return
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Campaigns that foster direct consumer connections

powered by your FlavorPrint

Here are today's recommended recipes , A hM eRI Ca N

\ HOME /<
'MADE

Easy Burgers
Adventures
in Cooking

Stories With'serious homemade flavor,
served up from coast to coast.
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Winning millennials g -
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Gluten-free
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Convenient solutions
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U.S. Gourmet line relaunch
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China: Squeeze-pouch ketchup
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U.K.: Indian seasoning blends

uthentic -
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RECIPE MIX

Korma

RoganJosh'

RECIPE MIX
DEAL WITH LAME OR CHIOREN

RECIPE MiIX 3 ) DAL WITH CHOKEN OF LAME

- Balti

RECIPE MIX
TDEAL WITH CHOKEN OF PREsS
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France: Dessert solutions

Grand Cru
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Drogheria and Alimentari
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Long and successful acquisition track-record

A New Orlaans Tradition « Singe 1859
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Custom
Flavor
Solutions™

9 of top 10 food companies

9 of top 10 restaurant leaders
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Industrial: EMEA

Quick-service growth
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The elements of our success

PEOPLE

.
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GROWTH PERFORMANCE
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Save your world from boring food
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Engaged employees

By
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The elements of our success

PEOPLE

.

McCORMICK

GROWTH PERFORMANCE
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Lucia Giammattel
Techo El Salvador
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Len King

The Samaritan Woman
Maryland
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The Volunteer Group
from McCormick
Poland

Federation of Polish Food Banks
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Christine Waltz

For the Love a Veteran, Inc.
Maryland
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Steve Warrington

Bridge of Hope York County
Pennsylvania

w Phosion to Flluwor- “’C,
= S




Pelormct B/ufn?a Prsson to Flavor “’c@
McCORMICK



|4

McCORMICK




McCORMICK

A LOOK AHEAD

2015 ANNUAL SHAREHOLDERS MEETING




