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Saving your world    from boring food 



$4 billion 



* From March 28, 2012 

↑ MKC 34%* 





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.  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, 

expected trends in net sales and earnings performance and other financial measures, the expectations of pension and postretirement plan 

contributions, 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. 
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Meeting Financial Objectives 

Despite Steep Commodity Cost 

Increases 





Strategy for Growth 



2012 Results 
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9% ↑ 
Sales Growth 

 

 Pricing 

 Acquisitions 

 Innovation 

 Brand marketing 

 



 Strong sales growth 

 $56 million CCI cost 
savings 

 Funded $11 million 
additional brand 
marketing support 
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7% ↑ 
Operating Income 

 

2012 Results 



10% ↑ Sales 

2012 Results: Consumer Business 

Operating Income 

$428 M 
$456 M 

2011 2012 
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2012 Results: Industrial Business 

Sales 

2011 2012 

$112 M 
$122 M 

2011 

Operating Income 

7% Sales ↑ 



2012 Results: Earnings Per Share 

9% ↑ 
2011 2012 

$3.04 
$2.79 
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2003 - 2012 Millions  

 $455 million in 2012 

 Higher cash from Net Income 

 Improved Working Capital 

Cash Flow from Operations 

2012 Results 



 Returned $297 million to McCormick 
shareholders in dividends and share 
repurchases 

 Invested $110 million in capital projects 

 Reduced debt $80 million 

 

 

Uses of  Cash 

2012 Results 



Total Shareholder Return 

13% 

21% 

36% 

MKC S&P 
500 

S&P 
Food 

Group 

12 months  
ended February 28, 2013 

2012 Results 



2012 Results 10 years  
ended February 28, 2013 

8% 

11% 

14% 

MKC S&P 
500 

S&P 
Food 

Group 

Total Shareholder Return 



 2013 Outlook 
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Grow Sales 3-5%* 

2013 Outlook: Sales Growth 

* In local currency 
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6 - 8% 

 

↑ 

2013 Outlook: Operating Income 

 Higher Sales 

 CCI cost savings 

 

{ 



$3.15 - $3.23 

2013 Outlook: Earnings Per Share 
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 Results: 2013 First Quarter 



Operating Income 

$112 million 

First Quarter 2013 Results 

  3% ↑ 
Sales 



First Quarter 2013 Results 

$0.57 Earnings Per Share 



 Maintaining financial discipline 

 Investing in growth 

 Managing costs 

 Generating cash and profits 

 Committed to dividend 

 

Delivering High Performance 



 2012 Highlights 



Net Sales 

2002 2012 

$2B 

$4B 
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Delivering High Performance 

2008 

$3B 



500 

STANDARD  

& POOR’S Dividend Aristocrat 

MKC 
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1986 2012 

$0.01 

$1.24 Dividends paid per share 

10% 27 th 

↑ consecutive increase 
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Total Shareholder Return 

20 years ended February 28, 2013 
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8% 
10% 

11% 

MKC S&P 
500 

S&P 
Food 

Group 
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Emerging Markets’ 

Growing Middle Class 

Provides Significant 

Growth Opportunity 
 



2006 - 2011 
5 Years 

2012 
1 Year 

Emerging Markets Sales Growth  

 

18% 

47% CAGR 
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Wuhan Asia Pacific Condiments 

 



20% China Consumer Sales 

 

↑ 2012 

 
* In local currency 
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Comprehensive 
Continuous 

Improvement  
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of  consumers say: 65% “Flavor 
makes all  

the difference 
in meals” 
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Passion for Flavor™ 
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McCormick 

Industrial Customers Strongly Prefer: 

67% 
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Industrial New Product 

Development: >30% H&W 
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Inspiring Healthy Choices 



8 of  Top 10 Restaurant 

Chains 

9 of  Top 10 Food 

Companies 
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2015 Innovation Goal: 

>10% of  Sales From Last 3 

Years New Products 
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State-of-the-Art Technical 

Innovation Centers 
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Providing The Ultimate 
Consumer Eating Experience 
Is at the Center of  All We Do 



$198 million in Brand 

Marketing Support 
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Digital Marketing Grew 

to 12% of  Spend in 2012 
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1.5 million Fans! 
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Visit the New 

mccormick.com 
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600,000 Fans! 



77 



Masterbrand Rollout 

Across Europe 
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Baltimore Harborplace 

Retail Store 

 



A Retail Destination with 
History, Activities, Demos 
and Shopping! 
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Our Formula 
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Power of People™ 



84 



85 

How We Win: Great Brands, 
Strong Customer Relationships 
and Employees Who Can 
Execute 
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Strategy for Growth 
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2012 Community Service Award 

Corporate Social Responsibility 



Improving the Lives of  Those Less Fortunate 

in Communities Around The World 



Belcamp Distribution Center Became 

One of  the U.S.’s Largest Net Zero 

Buildings in 2012  

Environmental Stewardship 
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Helping Families in Madagascar 

with Nutritional, Medical and 

Educational Support 

Global Citizenship 



Relief  Support for Hurricane Sandy 

Victims and First Responders  

Citizenship at Home 



United Way of  Central Maryland Campaign 

Supporting Our Local Community 
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Canada Run 
Supporting Our Local Community 



125th  in 2014 



95 

Odds Are, You Enjoy Something 

Flavored By McCormick Every Day 
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Saving your world    from boring food 
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Flavored for Global Growth 




