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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.  These statements may be identified by the use of words such as 
“may,” “will,” “expect,” “should,”  “anticipate,” “believe” and “plan.”  These statements may relate to: the expected results of
operations of businesses acquired by us, the expected impact of raw material costs and our pricing actions on our results 
of operations and gross margins, the expected productivity and working capital improvements, expectations regarding 
growth potential in different 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, our ability to issue additional debt or equity securities and our expectations regarding purchasing shares of our 
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 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, changes in regulatory requirements, and global economic conditions generally 
which would include the availability of financing, interest and inflation rates and investment return on retirement plan 
assets, as well as foreign currency fluctuations, risks associated with our information technology systems, the threat of 
data breaches or cyber attacks, and other risks described in our filings with the Securities and Exchange Commission.  

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, except as may be required by law.

Forward-looking statement
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Consumer demand for flavor continues to grow
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Flavor is an exciting and growing business with 
consumers all around the world exploring new 
tastes and adventures in eating 
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Consumer demand for flavor continues to grow
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U.S. study shows strong interest in great taste

� 65% say “flavor makes all the difference” in their meals

� 57% say “flavor / seasoning is a great way to add variety to 
everyday dishes”

� 53% say “cooking with / using spices is quick and easy”

� 71% describe their “cooking approach as experimental / 
flavorful cooking”

Source: The Alcott Group: McCormick Consumer Segmentation
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         Curry Sauces

         Brown Sauces
         Cocktail Sauces

         Tartare Sauces

         Horseradish Sauces

            Low Fat Salad Dressings
         Mustard

         Barbecue Sauces

         Vinaigrettes
         Fish Sauces

            Regular Salad Dressings

            Low Fat Mayonnaise

      Tomato Pastes and Purées
         Other Table Sauces

      Nut and Seed Based Spreads

      Dips
      Chocolate Spreads

         Oyster Sauces

            Regular Mayonnaise

         Wet/Cooking Sauces
      Other Sauces, Dressings and Condiments

         Dry Sauces/Powder Mixes

         Ketchup
      Pickled Products

         Spicy Chili/Pepper Sauces

      Jams and Preserves

         Pasta Sauces
      Honey

         Herbs and Spices

         Bouillon/Stock Cubes
         Soy Based Sauces

Consumer demand for flavor continues to grow
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Projected $ sales growth for flavor categories   2012 to 2017

� Globally, herbs and spices expected to be 
one of fastest growing flavor categories

� Currently a $10 billion category, expected to 
grow another $1 billion by 2017

� At 22%, McCormick has largest global share, 
4X that of the next largest competitor

6
Source: Euromonitor in $ billions
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Consumer demand for flavor continues to grow
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Herbs and spice category growth projected 
for both developed and emerging markets

Source: Euromonitor in $ billions

Global H&S market sales

Developed markets            Emerging markets
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Broad portfolio of products, customers, regions 

Americas Consumer
41%

Americas Industrial
28%

EMEA Consumer
14%

EMEA Industrial
7%

Asia Pacific Consumer 5%

Asia Pacific Industrial 5%

2012 net sales $4 billion
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Source: IRI, Nielsen, National Grocery  Dollars 52 wks/ended May 2013;  
Poland Apri/May 2013; China 2Q 2013

.

Leading share of 
spice and seasoning 
category

0%

20%

40%

60%

80%

100%

USA Canada UK France Poland China

Americas                  EMEA         Asia/Pacific

Smaller Brands

Private Label

Next Largest Brand Competitor

McCormick

A global leader in flavor in consumer business

5.5%
5.0%

6.3%

1.8%

8.2%

USA Canada U.K. France Poland

Spices and seasoning category is growing 
2% to 8% in top markets

Source: 52 week dollar sales for spice and seasoning category; 
U.S. IRI period ended July 2013; Canada Nielsen period ended 
May 4, 2013; U.K. National grocery period ended April 27, 2013; 
France National Grocery period ended April 14, 2013; Poland 
National Grocery June 2013
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Note: Share in Mexico is that of joint venture; Share of honey in Canada includes 
brand and private label.  Share information based on latest syndicated scanner data.

.

A global leader in flavor in consumer business

share gelatin in Australia

share homemade desserts in France

share honey in Canada 

share Asian convenience in U.S.
wet marinade in U.S

Share mayonnaise in Mexico

48%

43%

61%

#1

#1

54%

84%

mustard in Poland
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Supplying industry 
leaders …

… with a full 
range of flavor 
solutions…

A global leader in flavor in industrial business

… from McCormick’s 
operations, JV’s, licensees 

around the world.
Operations

Joint Ventures

Licensees
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Americas Consumer
41%

Americas Industrial
28%

EMEA Consumer
14%

EMEA Industrial
7%

Asia Pacific Consumer 5%

Asia Pacific Industrial 5%

2012 net sales $4 billion

No matter where or what you eat, each day you are likely to enjoy 
something flavored by McCormick

Broad portfolio of products, customers, regions 
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Growing in both developed and emerging markets

Since 2005, grown sales at 6.5% CAGR

� Developed markets at 5.0% CAGR

� Emerging markets at 21.1% CAGR

Emerging markets reached 14% sales in 2012

Goal to reach 20% by 2015

in millions

Net sales
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Effective initiatives to drive growth

Base 
Business 
Growth 

Acquisitions

Product 
Innovation

4 to 6% sales growth

Long-term goal to grow sales 4-6%.

Similar contributions from 3 avenues of growth 
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Brand marketing support 
increased to nearly            
$200 million

Base business growth: Marketing aligned with consum er demand

0.46

0.81

1.35

0.50

1.28 1.19
1.41

1.41 

TV Print Digital PR

Food industry McCormick

Latest ROI on consumer marketing in U.S. 
exceeds industry benchmarks

2012 U.S. Marketing Mix Analysis prepared by Marketing 
Management Analytics
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Adding Flavor

Finding Value

Eating Healthy

Finding 
Convenience

Baking 

Grilling 

Eating at Home

16

Base business growth: Marketing aligned with consum er demand
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Product innovation: Health, convenience, new flavor  experiences
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In past five years, 12% to 16% of annual 
industrial business sales were from new 
products launched in the past 3 years

Product innovation: Health, convenience, new flavor  experiences

>30%
of 2012 industrial new product briefs 
had health and wellness attributes  
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Investments in past 18 months

New technical center in China

New technical center in South Africa

New flavor laboratory of the future                 
in US

New flavor creation labs in UK                  
and China

Technical center enhancement in UK

Technical center upgrade in Mexico

New molecular biology lab in US

20

Investing in people, facilities and technology prog rams behind 
innovation
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Pipeline of acquisition targets with focus on emerg ing markets

Enter and Increase Scale in 
Emerging Markets

Expand Regional LeadersBuild Share in Core Growth 
Platforms

21

*   

*   

*  Unconsolidated joint venture 

WAPC

Acquisitions
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Wuhan Asia Pacific Condiments
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� Purchased assets of WAPC for ~147 million 
May 2013

� Sales growing at double-digit rate

� DaQuiao and ChuSheLi brands well-known 
in central china

� Excellent fit with McCormick’s current 
business in China

Acquisitions: Expanding business in China
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Effective initiatives to drive growth

Base 
Business 
Growth 

Acquisitions

Product 
Innovation

4 to 6% sales growth

Long-term goal to grow sales 4-6%.

Similar contributions from 3 avenues of growth 
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Adapting to a challenging environment 
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Consumer Business 

Growing branded sales in a number of top markets, 
although private label sales growth has outpaced brands 
in certain markets
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Adapting to a challenging environment 
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Consumer Business 

Growing branded sales in a number of top markets, 
although private label has outpaced brands in certain 
markets

Building brand equity through: 

� differentiated innovation 

� value to consumer

� distribution in all channels

McCormick is well-positioned as consumers balance 
taste, convenience, health and value
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Industrial Business 

Tough year-ago comparison in first quarter of 2013

Weak demand from quick service restaurants in U.S.

Issues with chicken affecting quick service restaurants in China

Adapting to a challenging environment 
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Industrial Business 

Customers continue to value McCormick’s creativity, 
development capabilities, technical expertise

Project return to growth in sales and profit in 4Q 2013 and 
into 2014

Adapting to a challenging environment 

Operating income*

Increased industrial business operating 
income 54% during challenging periodin millions

*Excluding restructuring charges 2008 and 2009 
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Adapting to a challenging environment 

$0

$300

$600

$900

2010 2011 2012

EMEA sales

in millions

EMEA

Effectively navigating a weak economy in certain countries

Grew sales 26% 2010 to 2012 and operating income at 
faster rate
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EMEA
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Present in key consumer markets in 
Europe, the Middle-East and Africa

3,600 employees, including network of 
merchandisers

Consumer & Industrial businesses 

Leading brands in developed  and 
emerging markets

21% of McCormick global net sales in 2012

30

McCormick in EMEA

EMEA countries where 
McCormick brands are sold
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Leading & iconic consumer brands



McCormick Brings Passion to FlavorTM

Large industrial brand and product portfolio 

32
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EMEA manufacturing footprint 

UK, Littleborough UK, Haddenham

France, AvignonPoland, Stefanowo

Portugal, Alverca Turkey, Kemalpasa

South Africa, Midrand

Other EMEA Sites

Spain, Barcelona
Netherlands, Papendrecht
Russia, Moscow
Ukraine, Kiev
Romania, Bucharest
Turkey, Istanbul - JV

Primary manufacturing sites

Technical Innovation Centers
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$0

$200

$400

$600

$800
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2009 2012

Consumer Industrial

EMEA sales are growing at nearly 9%

in millions

Total
CAGR: 8.6 %

Consumer
CAGR: 8.7%

Industrial
CAGR: 8.5 %
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In a difficult environment, McCormick EMEA is 
well-positioned to grow

Consumer demand for flavor is growing

Categories are growing both in developed and 
emerging markets

Solid infrastructure and leading brands in key 
markets

Industrial business profitability is increasing and 
sales to global customers are growing 

Successful & consistent growth strategy fuelled by 
sustainable CCI performance

EMEA countries where 
McCormick brands are sold
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Our categories are growing both in developed and em erging 
markets 

6.3%

1.8%

8.2%

14.0%

0.0%

5.0%

10.0%

15.0%

U.K. France Poland Russia

Source: 52 week dollar sales for spices and seasoning category; U.K. National grocery 
period ended April 27, 2013; France National Grocery period ended April 14, 2013; Poland 
National Grocery June 2013; Russia: Nielsen May June 2013
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Effective initiatives to drive growth

Base 
Business 
Growth 

Acquisitions

Product 
Innovation

4 to 6% sales growth

Long-term goal to grow sales 4-6%.

Similar contributions from 3 avenues of growth 
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Master brand introduced in 2012: Clear brand identi ty across EMEA

38
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Base business growth: Increased brand marketing inv estment to 
drive sales growth

Regional marketing approach

Strong brand cues and consistent 
executions to drive campaign effect

Doubled investment in brand marketing 
support 36% in past 5 years
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UK, France, Poland, Switzerland, Portugal, Spain & Holland

Greater focus and investment in digital: 
Harmonized platforms driving increased traffic
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Offering value for money in our brands
and expanding distribution in discount channels

Responding to the economic environment

• Large formats to meet consumer demand 
for preferred value-priced flavours

• Brand presence expansion in discount 
channels
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Enhancing our innovation capabilities:
New EMEA Technical Innovation Centre (UK)

The heart of product development in EMEA for 
consumer and industrial businesses

CreateIT® Product Development Process

In 2012, new floor dedicated to industrial product 
development

Innovation boosting Industrial sales growth (9% CAGR 
in sales for 2009-2012)

42
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Innovation strategy driving sales growth

2 global innovation platforms for EMEA Consumer

� Spice and seasonings

� Recipe mixes

Innovation Council of Growth (ICOG) driving our innovation strategy

Multi market launches expanding in Recipe mixes 

250+ new consumer products launched over last 2 years

Latest innovation is Flavour Shots – launched in the UK in August

43
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Local core innovation to meet specific market needs : France

44

New premium range
23 varieties including specialty pepper, salt and roasted spices
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Accelerated innovation in Home Made Desserts

Leading brand in France

Regional innovation platform

More than 50 new products launched since 2011
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Acquisitions & joint ventures:
Expanding footprint in EMEA emerging markets

EMEA countries with 
McCormick facilities 

shown in red
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McCormick category share

UK: $254

France: $386

Russia: $570

Turkey: $220

Poland: $260

Emerging markets in EMEA: Sizeable, growing opportu nities

Circle size = 
category size in 

millions

Source: Nielsen, National Grocery  Dollars 52 wks/ended May 2013;  Poland Apri/May 2013; Russia 
Nielsen May-June 2013, Turkey Nielsen 2012 MAT, IPSOS Household Panel 2012

.
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Strong sales and marketing investments in Poland

Kamis is category leader in spices and seasonings

Galeo captures the value consumer

Strengthening customer relationship with 
international food retailers and strong local chains

Accelerating innovation

Recipe mix launch in January 2013
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Russia is a significant growth opportunity

Largest EMEA spice and seasonings market

Sizeable middle class providing strong demand for 
premium offering

McCormick has gained #1 category share with 2 tier 
brand approach 

� Kamis, premium offer

� Galeo, capturing the value consumer
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Innovation driving growth in Turkey

Joint venture formed with Ülker in 2010

Launched in 2011 Ülker Ducros brand and range 
of 59 herbs, spices & seasonings

Position branded products to accelerate 
conversion from bulk market

Strong brand support

Last 3 new products already account for 25% of 
net sales

Q3 2012

Q4 2012
Q2 2013 
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Turkey and South Africa are significant sources of growth
in our Industrial business

Supporting the growth of global industrial customers 
from Turkey and South Africa

Investing in R&D and infrastructure 

Double digit growth in both markets 

Significant expansion opportunities
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Despite a difficult environment, EMEA business and categories are growing

Significant opportunities ahead, especially in emerging markets

Ongoing investments in infrastructure & systems

Strong focus on CCI to fuel brand marketing and innovation

Driving business efficiency and process harmonization

Strong contribution delivered by highly engaged employees 

In summary

EMEA countries where 
McCormick brands are sold
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Summary
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Our key ingredient to success
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Effective and sustainable strategy driving growth

Acquisitions
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Restructuring savings 
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High-speed equipment and automation

Acquisition integration

New products

Go-to-market approach

System technology

Shared services roll-out

Process reliability

Sustainability

Broad range of productivity improvements 
has led to steady stream of cost savings

CCI

Annual costs savings

CCI program launched in 2009

CCI – Comprehensive Continuous Improvement – is fuel for growth

in millions
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Sales growth 4-6%

Operating income    7-9%

59

EPS 9-11%              

Dividend yield 2%

Total shareholder return 11-13%

Leverage cash 2% add to EPS

Long-term outlook

5-year CAGR      6%               8%*               9%*

Goal                   4-6%            7-9%            9-11%

Long-term outlook backed by results 

Delivering high performance

* On comparable basis
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27 consecutive years of 
increase in dividends / share 

$0
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$100
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$450

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

in millions

Projecting increased cash 
flow from operations

McCormick generates strong cash flow

Balanced use of cash
10 years ended 2012

Share Repurchases
Capital Expenditures

Acquisitions

Dividends
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Global leader in delivering flavor

Initiatives driving profitable top-line growth 

Effective strategy for the next decade of growth

62

Key takeaways
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McCormick Brings 
Passion to Flavor™
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