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Forward-looking information

Certain information contained in these materials and our remarks are “forward-looking
statements” within the meaning of Section 21E of the Securities Exchange Act of 1934 ,
including those related to: expected results of operations of businesses acquired by us,
the expected impact of the prices of raw materials on our results of operations and
gross margins, the expected margin improvements, expected trends in net sales and
earnings performance and other financial measures, annualized savings and other
benefits from our restructuring activities, the expectations of pension funding, 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, our ability to issue
additional debt or equity securities, and our expectations regarding purchasing shares
of our Common Stock under the existing authorization.

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 external factors such as: damage to our
reputation or brand name, business interruptions due to natural disasters or similar
unexpected events, actions of competitors, customer relationships and financial
condition, the ability to achieve expected cost savings and margin improvements, the
successful acquisition and integration of new businesses, fluctuations in the cost and
availability of raw and packaging materials, and global economic conditions generally
which would include the availability of financing, interest and inflation rates as well as
foreign currency fluctuations and other risks described in our Form 10-K for the fiscal
ﬁﬁgended November 30, 2008 and our Form 10-Q for the fiscal quarter ended May 31,

Actual results could differ materially from those projected in the forward-looking
statements. We undertake no obligation to update or revise publicly any forward-looking
statements, whether as a result of new information, future events or otherwise.



Our value proposition “H

» Strong portfolio

» Diverse product line

» Proven growth strategy

» Aggressive cost reduction initiatives

» Seasoned management team



Positioned for growth m



A global leader in delivering flavor “‘c‘
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High degree of loyalty to the McCormick brand “H

5% Percent of spices & seasonings
67% .

purchased in past 3 months
60% A
40% - 38% 36% 35%

23%

20% A
0%

McCormick Competitor A Private Label Competitor B Competitor C

Source: U.S. 2007 Brand Equity Study



Preferred by consumers and important
to customers “H

McCormick replaces Brand A: +27 to 28%

Brand B replaces McCormick Gourmet: -14%




Weekly
profit/ft

Ill’c. g &

Spices rank #4 in
weekly profit per
linear foot ...
among top 50
most profitable
categories

Source: IRI Infoscan Reviews, 52 weeks ending 6/09. Willard Bishop Super Study 2008.
Grocery Center Store categories only.
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Private label McCormick McCormick
Core A-Z Core A-Z Gourmet

Source: Cannondale Associates® ShopperGenetics® database, 104 weeks ending 12/08
Paul/cw/MCormick — Category Leadership Project Update Session 122208 (122208)




Solid category growth “H

Increased consumer spice & seasoning purchases
in latest 52 weeks

) ................................................................................................................................
12.5% - _
Units ®m Dollars
10.0% -
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5.0% -
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Can ada France
Source: U.S. growth based on IRI data for Total US Food



Preferred global supplier to strategic _.
iIndustrial customers “'CJ
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Competitive advantage with industrial __
customers... _ “'CJ




Competitive advantage with industrial |
customers... “'C‘

Streamlined approach
» Branded food company Farm

v
» Sound financial position Collector
Processor

Grinder



» Robust pipeline of innovative products

» U.S. win rates of 30% with food service and 50%
with food manufacturers; even higher in some
international regions

» 20% of 2008 sales in China
from new products launched in
last three years




Flavors for all occasions “H




Where taste, health, convenience meet “H

» Most important attributes to consumers when
buying their favorite foods

.. ................................................................................................................................
60% 1
48%

40% A
20% A
0% -

Taste Quality Good for you / How Package it

Healthy convenient it comes in

Is to use

Source: Attitudinal Consumer Survey, Jan 2009



Positioned for growth “‘C‘

» A passion for flavor
» Taking great flavors to new heights

» Building shareholder value



Taking great flavors to new heights “‘C‘

» Developing on-trend new products
» Connecting with consumers

» Expanding distribution



Success with Lawry’s m

“Meal Excitement”

Celebration of Flavor
Exciting Flavors and
Flavor Combinations
based on Southern,
Hispanic, Asian and

Mediterranean
cuisines




Success with Lawry’s m

» Progress in year one

» Reigniting sales growth
» Great marketing support

» New products

» Paying down debt

BUT YOUR
GIRLFRIENDS WILL




Leading brands in worldwide markets “‘C‘

» Expanded geographies
» New categories

UucCH

[}

-

(D gros



Developing on-trend new products “‘C‘

» Dry seasoning mix revitalization a success
» Cleaner ingredient label
» Improved graphics

» Better displays

» New varieties

» Excellent value




Developing on-trend new products “H

The revitalization has stepped-up the growth
rates for McCormick brand at retail
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Source: All channel percent increase in units sold which includes grocery IRI



Developing on-trend new products m

Recipe Inspirations™

e

Perfect Pin'c':hw




Developing on-trend new products E

» Perfect Pinche T
» Simplify and unify blends PerfeC/’
» Clean label fﬂc ’

» Versatile and strong value




Developing on-trend new products E

» Perfect Pinch

» Product being replaced 2.5% U.S. consumer sales
» Sales doubled in test market

» Strong 2010 marketing campaign




» Recipe Inspirations-

Developing on-trend new products

» Easy to experiment — pre-measured

» Try new recipe before buying unfamiliar spice

» Varieties are a “twist on the familiar”

Pre-measured Spices
& Recipe Card

NETWT
041

g

PACKAGE INCLUDES:
1 L3 bacCormick” Chill Povider
ormick® Ground Cumin
armick® Gatfic Powder
i 147 tsp. MeConnidk® Creganc Leaves
‘3‘1;2\\;;. HeComidk” Crushed Red Pepper (optional)

11, ground best

O 172 cup chopped anien

O 2eans (@ oz, sach] lomalo saues

O 1 can {15 07 ) black beans, dramed and rinsed

@ 1ean 8 24 oz Jwhole kemel com, undrained

3 1an 412 ozjchopped green chiles, undrained
6 flour onillas B-inchi

0 2 cups shradded Cheddar chiese

DIRECTIONS

1. BROWN bl anel onionin large skillet on
medhum-highheat, drain dd tomatosauce, beans,
corr and areen chiles: mix well, St in all of the Spices
axcept Rad Pepper. fring o boil. Reduce haat to low;
simmer >minutes, Add Red Pepper to taste, if d.
2.SPREAD 177 cup of the beef mixture on bottern of
Thethe-inch baking dish sprayed with no-stick cooking
spray. Top with 3 of the Lortillas, overlapping as needed.
Layet with 172 of the iemaining beef mizture and 172

cf the chease, Repeat with remaining tortillas, beef
miture and cheese
3.BAKE nprehaatad 350°F
heated through, Let stand 3 minu

HRGORKIG & G, ING.
HUC YALLEY, MO 111110
& PACKED INU.£.A.

<.

15 minutes oruntil
efore serying.

e e




Developing on-trend new products E

» Recipe Inspirations
» Retailer excitement
» Secondary placements

» Preliminary turn rates close to other best sellers

Source: IRI BScan Inventory Report 6/8/09; IRI 4 weeks ending 4/26/09



Developing on-trend new products “‘C‘

» Vahineé- Patisserie
» Differentiated baking mixes
» Convey quality and expertise

» Potential for geographic expansion
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Developing on-trend new products E

» Other innovation
» Ducrose Selection

» Schwartze Flavorful

» Vahiné Decorations

» Honey Jam




Developing on-trend new products ]pc‘

» Other innovation
» Slow Cooker roast range
» Aeroplanee “Create-a-Jelly”
» Adjustable grinders

» Simply Asiae seasoning mixes

» New grilling flavors

SMOKEHOUSE

RETWT
0 Jaly)




Taking great flavors to new heights “‘C‘

» Developing on-trend new products
» Connecting with consumers

» Expanding distribution



Connecting with consumers “‘C‘

» Small part of the cost

» Most of the flavor

20¢ per
B serving

5¢ per serving

15¢ per
serving ¢

12¢ per serving




Connecting with consumers E

» On-target products for low-cost meals

» Providing support for more cooking at home

EAT IN FOR UNDER &
s3 PER PERSON

E OUT FLAVOR, DINE IN VALUE
rpers

5 SAVE $1.00

off ary ONE (1) WeCormickd Semoning Biead, Spice o Herd

For more meal ideas, visit wune.chibbouse.ca




Connecting with consumers “H

RENGU“ELEZ Delicious home cooked meals

fromlus £1" per person
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Connecting with consumers m

Do you know the
secret of spices?

Da you know 1he lecrei of sph:es 7

QM

How will you spice up 'E'-!!f!!
your potatoes today? W




Connecting with consumers

ZATARAINS.

ANew Orlorms Tredition « Sinee 1889

Carnival Jambalaya
Throwing 3 party, but you're
pressed for time, then this dish
is for you. It's quick, easy and
is sure to saisfy a variety of
appetites

View Recipe

unt | ' Shopping Cart | Help

Recwpes + Proovers § Prowemons ¢ Fum & Fuavor + Asour ZaTaRmN's + Foop Seavice

bPACERUES
YOURSINBOAS

$ Sign up for our
manthly email
newsletter

BRING THE MARDI GRAS |
CELEBRATION HOME:
WITH ZATARAIN'S

% ZATARAIN'S® Reduced Sodium
Dirty Rice
$2.00

Authentic New Orleans flavor with
25% less sodium than the original.

‘Shop Fraducts + Find Recipes + Rend Spice Buyer's faurnsl

oy

MEALS IN 30 MINUTES

. T g Gl
Salman win Génn Cury
iy

Experts in exciting food

I T

RESIEES | GAME DAY

‘i'l"!'f
Spend less time
cooking and mera time
ssvoring = masl you wil Ioigly

MEALS IN 20 MINUTES

act us

ERODUCTS

CoMMuNITY

Senrch

» Effective use of interactive media

-




Connecting with consumers .“‘C‘




Connecting with consumers E

» Asia/Pacific initiatives
» Gravity-feed merchandising in China

» Expanded regions and retail channels




Connecting with consumers mn

» “‘McCormick for Chefs” positions McCormick as
category leader in away-from-home channel

PILLAR OF STRENGTH.......... 34%
PUNCHING BAG.........ccccevuene 16%
REFEREE........ocoiiiie )
FIRE MARSHAL..........ccccceies 22%
................. 14%

ROCK STAR......ccceiiirieeieenee, 19%
MATHEMATICIAN........cccoerneenn 9%
................ 18%
MOTIVATIONAL SPEAKER......27%
DUDE......cccoiiiiiiiiiiiiiciie 31%
SPRINTER.....c.coiiiiiiiie 44%
MARATHON RUNNER............. 46%

McCORMICK
I’ e

It’s What You Put Into It




Connecting with consumers “‘C‘

P it is e saE e aa i saEaa AR EA RS AR EiSr e E AR A ia s aR A
Marketing support up >50%
+$20
$150
$100
$50

$0

2004 2005 2006 2007 2008 2009
Goal



Initiatives to grow sales “H

» Developing on-trend new products
» Connecting with consumers

» Expanding distribution

'ﬁ'_i;f._lim
AHINE |
‘/@ RENOUVELEZ
ML AR VYOS SAVEURS |

MEC aniliE
Pdard nﬂ_ -
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de réduction
1€|rﬁr|[m-;huh E ﬁ :
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Speaker:
Gordon M. Stetz

Executive Vice President and CFO «



» Offsetting volatile input costs with pricing actions

» Minimizing foreign currency exchange rate
Impact with structural advantage

» Maintaining access to cash with investment
grade credit rating




» Grew EPS 7.7% in 2" quarter*

» Offset costs of customer bankruptcy

» Funded $10 million of incremental marketing support

* Excludes restructuring and impairment charges




Managing successfully in a tough economy ]pc‘

» Strong year-to-date results

» Net sales in local currency + 7%

» Gross profit margin + 50 bps
» Operating income margin >100 bps
» EPS * +7.5%

» Cash from operations $97 million

* Excludes restructuring and impairment charges



Financial goals for 2009

» Grow sales 2 to 3%

» Add at least 50 bps to gross profit margin
» Reduce costs by $30 million

» Increase marketing support $20 million

» Achieve EPS of $2.24 to $2.28, including $0.05
of restructuring charges

» Reduce cash conversion cycle 3 to 5 days







» 7% avg. annual sales growth since 2003

» Double-digit EPS growth in 2007 & 2008* my
» Tripled dividends last 10 years

» Tripled EPS last 10 years

.. ...............................................................................................................................
10.0% Superior total shareholder

— return for 10 years ended

8/31/09

5.0%

2.5% l

0.0%

250 MKC S&P 500 S&P Food

-5.0%

* Excludes restructuring and unusual items 9



Growth strategy...Improve margins “‘C‘

» Back-on-track with solid improvement in

gross profit margin m_..,
A IJ
100 ~

75
50 A

25 A

0

5 1Q08 2Q08 3Q08 4Q08 1Q09 2Q09

75 - Basis point change in
gross profit margin

rrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrrr



Growth strategy...Improve margins ]]’cJ

» Restructuring program

» CCI “mg

» Favorable product and business mix



Growth strategy...Improve margins “‘C‘

Hm
. %
2005 2008 N

Sales per employee $324,000 $423,000
Sales per facility | $1127M | $176.5M
Annual savings $50M goal $56M achieved

Total projected savings $65 million



Growth strategy...Improve margins E

» CCI driving on-going savings
throughout the Company

25 -
_ - In 2009 savings extend
20 - O Asia/Pacific )
across each business
. O Canada and region
E Europe, Middle
East, Africa

10 A B U.S. industrial

5 O U.S. consumer

0 |




Growth strategy...Improve margins I]'c‘

CCI progress encompasses not only improved
margins but improved sustainability

» Five major facilities now recycling 40-70% of solid waste

» Since 2005 have reduced electricity 14%, natural gas
24% and water 19%




Growth strategy...Improve margins E

% Portfolio sales 2002 2008 2012 Est.




Growth strategy...Improve margins ]]’cJ

» Restructuring program

» CCI “mg

» Favorable product and business mix



Managing for cash

CASH CONVERSION CYCLE
Days of inventory supply
Days sales outstanding
Days payable outstanding

Cash conversion cycle

2009 goal

2007
90.7
44 .1
44.5

90.3

2008
87.9
43.8
46.7

85.0
(5.3) day reduction

(3 to 5) day reduction



Managing for cash “‘C‘

» Dividends have tripled since 1998 and been
paid every year since 1925

$1.00 -
$0.75 -
$0.50 - ..
Dividends per share

$0.25

$0.00




Outlook for strong long-term results lpc‘

» Three key drivers of
sales growth

PrOdUCt ..................

innovation

Base :

business S Grow sales
growth 4-6%

y

24



Outlook for strong long-term results @

Operating income margin*

Reinvest
6% Improve
13% 15%

* Excludes restructuring and impairment charges



Outlook for strong long-term results “,
C

McCORMICK

11111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111111

Grow osales Increase Increase

4 to 6% earnings dividends
per share and share
9t0 11% repurchase

Improved

operating margin
p 2 ITelig Total shareholder

return 11 to 13%

27



Speaker:
Alan D. Wilson

Chairman, President and CEO «




Superior total shareholder return “'CJ

10.0% -
7.5% -
5.0% -

2.5% A

0.0% A

MKC S&P 500 S&P Food
-2.5% -



The McCormick message “‘C‘

» A passion for flavor
» Global leader in delivering flavor
» Strong share of growing categories
» Meeting consumer demand for great taste

» Relevant to our customers




The McCormick message ".c‘

» Taking great flavors to new heights
» Investing in acquisitions, innovation, marketing

» Adapting to today’s consumer




The McCormick message “‘C‘

» Building shareholder value
» Strong results in tough environment
» On-track to achieve growth in 2009

» Long-term focus on sales growth, increased profit,
cash generation and return to shareholders
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McCormick & Company, Inc.
Historical Financial Summary

The financial information contained in this summary should be read in conjunction with the Company's audited financial statements contained in its annual repaorts.

(rillions except per share and ratio data) 2008 2007 2006 2005 2004 2003 2002 2001 2000 1999 1993
For the Year
Met sales $3176.6 §$2916.2 $2716.4 §$25920 §$252682 %$22656 %$20449 $19391 %18635 - -
Met sales prior to EITF 01-09 - - - - - - - 20929 159451 §1837.2 17223
Percent increase 8.9% 7.4% 4.8% 26% 11.3% 11.0% 55% 4.1% 5.9% B.7% 5.2%
Operating income 376.5 3542 269.65 3435 3327 29585 262.4 2196 2005 149.2 163.9
Income from unconsolidated operations 18.6 21.4 19.9 206 146 16.4 22.4 2148 186 13.4 5.2
Met incorme from continging operations 255.8 2301 202.2 214.9 214.5 199.2 173.8 1371 124.5 851 953
Met income 255.8 230.1 202.2 2148 214.5 210.8 179.8 146.6 137.5 103.3 103.58
Per Common Share
Earnings per share - diluted
Continuing operations $ 1594 § 173 § 150 % 156 % 152 % 140 % 122 § 09 § 089 § 061 § 065
Discontinued operations - - - - - 0.09 0.04 0.07 0.09 0.07 0.06
Accounting change - - - - - .00 — - - 0.04 -
Met income 1.94 1.73 1.50 1.596 1.52 1.48 1.26 1.05 0.99 0.72 0.71
Earnings per share - basic 1.98 1.78 1.53 1.60 1.57 1.51 1.29 1.06 1.00 072 0.70
Commaon dividends declared 0.90 0.52 0.74 0.66 0.55 0.49 0.425 0.405 0.385 0.33 0.325
Market Mon-“'oting closing price - end of year 2977 35.21 38.72 31.22 36.45 28.B9 2379 21.80 18.63 16.03 15.69
Book walue per share 8.11 8.51 A7 5.03 B.57 5.50 4.23 3.36 2.63 272 2.6
At Year-End
Total assets $32203 $27587.5 $2568.0 $22727 $23696 $21455 $19308 $17720 $16599 $1,183858 §1.25941
Current debt 354.0 149.6 81.4 106.1 173.2 171.0 137.3 2108 5519 100.6 163.6
Long-term debt 885.2 5735 569.6 463.9 465.0 448.6 450.9 4511 157 .2 2384 247 4
Shareholders' eqguity 10553 10851 933.3 7a9.48 889.7 7552 5923 463.1 3583 3824 3881
Total capital 22945 18082 15843 13699 15279 13748 1,150.5 11250 106585 7207 7984
Other Financial Measures
Fercentage of net sales
Gross profit 40.6% 40.9% 41.0% 40.0% 39.9% 396% 39.1% 38.0% 35.2% - -
Gross profit prior to EITF 01-09 - - - - - - — 43.5% 35.5% 36.2% 35.0%
Operating income 11.9% 12.1% 9.9% 13.3% 13.2% 13.0% 12.8% 11.3% 10.8% - -
Operating income priar to EITF 01-09 - - - - - - — 10.5% 10.3% 5.1% 9.5%
Capital expenditures $ 858 % V85 % 9848 % 6658 % 627 % 630 % 924 % 268 F 420 F M0 F 378
Cepreciation and amortization 856 526 54.3 746 720 5.3 53.4 0.7 497 461 437
Comrmon share repurchases 11.0 157.0 155.9 185.6 173.8 1206 G.8 1.9 723 g1.0 53.0
Debt-to-total-capital 54.0% 40.0% 41.1% 41.6% 41.8% 451% 49.8% 58.8% B6.4% 46.9% 51.4%
Average shares outstanding
Basic 129.0 129.3 131.8 134.5 137.0 139.2 139.5 137.8 1376 142.8 146.6
Diluted 131.8 132.7 135.0 135.1 141.3 142.6 142.3 140.2 139.2 144.0 147 .6




McCormick & Company, Inc.
Motes to Historical Financial Summary

The historical financial smmary includes the Impact of certain Hems that affect e comparabiity of financlal results year io year. From 2005 to 20048, restructuring
charges were recorded and are Included In the table betow. In 2008 the restruciuring charges totaled $16.6 millon. Alsg, In 2008 an Impalrmend charge of 520.0 millan
was recorded to reduce the value of the Sive brand. Related fo the acquisition of Lawny's in 2008, the Company recorded a gain. In 2004, the net gain from a special
credl was recorded. The ned Impact of thess lkems Is refected In the following table:

5 except per share ga 2003 2007 2006 2005 2004 2003 2002 2001 2000 1000 1008
Operating ncome 5 (456) 5 (340) 5 (341) 5 (112) 5 25 § (55) 5 (75 5 (112} 5 (1.1) 5 (267) 5 (2.3)
Met income {(26.2) (242}  (30.3) {7.5) 12 [3.6) {5.5) (7.4) 07} (23.2) {1.5)
Eamings per share - diluted 020  (018) (027} (0.05) 0.01 (003)  (0.04)  (0.05) (001} (0.16) {0.01)

In 2006, McCommick began ta record stock-based compensation expense as explained In note 11 of the Iinancial statements to the 2008 annual report. Prior year results
have not been adjusted. Stock-based compensalion reducad operating Income by $17.9 millien, net Income by 512.4 millon and eamings per share by $0.10 In 2008.
Stock-based compensation reduced operating Income by $21.2 milion, net Income by $14.7 million and earnings per share by 50.11 In 2007. Stock-based compensation
regucad operating Income by $22.0 million, net Income by 515.1 millon and eamings per share by 50.11 In 2006.

Al50 In 3006 MeCormick reclassted the net book valse of In-store displays from property, plant and equipment to ather assets. Capital expenditures through 2002 have
been amjusied ko refizct this reclassication.

In 2003, McCormick sold Its packaging segment and Jenks Sales Brokers In the UK. and 2001 and 2002 were restated for these discontinued operations. Also In
2003, McComick consolidated the lessor of 3 leased disiibution center which was recorded 35 an accounting change.

In 2002, all share data was adjusted for a 2-for-1 stock spiit. In adoitlon, McComick adopted SFAS No. 142, "Goodwil and Ofher intangible Assets.” Prior year results
have not been adusted. Also In 2002, McCormick Impliementzd EITF 01-09. Results were reclassied for 2001 and 2000.

In 1929 McCormick changed Bs actuarial method for computing penslon expense.

Common dividends declared Includes fourth quarter dhidends which, In some years, were declared In December following the close of the scal year.

Total capital Includes debt and sharehoiders” equity.

Hon-GaAP reconclitation

{per share data)
Eamings per snare - diluted 9008 2007 0 2006 0 2005 2004 0 003 2002 2001 2000 1899 1953
Continuing operations ' 184 5 172 3 150 3 156 5 152 5 140 5 122 5 D098 § 088 5 081 § D63
Restructuring charges and unusual tems 020y (0.18)  (0.27)  (00S) 001 (0.03)  (004)  (DOS) (D.O%)  (0A6) (0.0
Adusied eamings per share from

from continuing operations - diluted 2.14 1.91 172 5 161 3 151 & 143 § 126 5 103 F 0.90 077 [.66




Reconciliation of GAAP to non-GAAP Financial Measures 2008 and 2009
The Company has provided below certain non-GAAP financial results excluding amounts
related to a restructuring program in 2009 and 2008, as well as unusual items recorded in

the third and fourth quarters of 2008.

(in millions except per share data) Three Months Ended Six Months Ended
5/31/09 5/31/08 5/31/09 5/31/08
Earnings per share - diluted $ 038 $ 0.41 $ 082 $ 0.80
Impact of restructuring charges (credits) 0.04 (0.02) .04 -
Adjusted earnings per share — diluted $ 042 $ 0.39 $ 0.8 $ 0.80
% increase versus prior period 7.7% 7.5%

Twelve Months Ended

11/30/08
Earnings per share — diluted $1.94
Impact of restructuring charges .09
Impact of impairment charge 15
Net gain related to Lawry’s acquisition (.04)

Adjusted earnings per share — diluted $2.14
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