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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. 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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Founded in 1889

$3.7 Billion in 2011 sales

9500 Employees worldwide

Serving customers from nearly 50 locations in 24 countries

Brands reach more than 110 countries

McCormick, a Global Leader in Flavor
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Industrial Consumer

Operate Across Two Segments

� Every day, no matter where or what you eat, you are likely 
to taste something flavored by McCormick

2011 Net sales by segment
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Herbs, Spices 
& Seasonings

Recipe Mixes

Regional leaders

Leading Brands in Three Growth Platforms

� Two thirds of sales are composed of 
branded products with #1 position.

Consumer business net 
sales by growth platform
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Seasonings

Condiments:  Sauces, 
Syrups & Toppings

Spices & Herbs

Branded Food Service

Coatings
Flavorings

A Broad Range of Flavor Solutions for Leading Industrial 
Customers

Industrial business net sales by 
product type
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Emerging markets

Developed markets

Asia/Pacific

Americas

EMEA 

Balance Across Geographic Regions

2011 Net sales by region 2012 Estimated net sales 
by market type
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Consumer Demand for Flavor Is Growing

� 87% say taste is #1

� 69% like to try new flavors

� 53% visit restaurants offering new or 
innovative flavors

� Growing preference for spicy foods 

Source: January 2012 Food Technology “What, when and where America Eats”.
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Consumer Demand for Flavor Is Growing

� Nearly 2/3 indicate “flavor makes all the 
difference in my meals”

� About half are “adventurous” in trying 
new foods/dishes

� More than half agree that using spices is 
quick and easy

Source: Alcott Group Consumer Segmentation Framework – April 2012
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International Demand for Flavor Is Growing as Well

Source:  Euromonitor
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McCormick Believes People Will Switch to Healthier Foods if 
They Don’t Have to Sacrifice Taste or Convenience

� At McCormick R&D spending up 30% from 
2006

� New Technical Innovation Centers opened in 
U.K. and Mexico, and to be completed in 
China by end of 2012

� Our significant investment created a leading 
all-natural flavor creation capability



Leveraging MSI Research to Develop the Evidence

17 studies completed or underway



Leveraging MSI Research to Develop the Evidence



Providing a Range of Flavors from “Better-for-You” … 
… to “Indulgent”



Herbs, Spices 
& Seasonings

Recipe Mixes

Regional leaders

Interest in Flavor and Health Driving Flavor

� Herbs, spices and seasonings projected 
to exceed $10 billion by 2015.

Consumer business net 
sales by growth platform

Source:  Euromonitor
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2Q 2011 3Q 2011 4Q 2011 1Q 2012 2Q 2012

Five quarters of double-digit 
sales growth …      

… with increases in volume / 
product mix for base business

Achieving Volume Increases in Base Business
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Solid Performance Expected in 2012

Sales growth* 9-11%

Operating income 
growth 9-11%

EPS $3.01 - $3.06

* In local currency
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Strong Long-term Financial Outlook Grounded in 5-year 
Track Record

Sales growth 4-6%

Operating income 
growth 7-9%

Leverage cash 2% add to EPS

EPS growth 9-11%

Dividend yield 2%

Total shareholder 
return 11-13%
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Strong Long-term Financial Outlook Grounded in 5-year 
Track Record
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Sales Oper Inc* EPS*
CAGR    6%               9%*            10%*

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

* On comparable basis

Sales growth 4-6%

Operating income 
growth 7-9%

Leverage cash 2% add to EPS

EPS growth 9-11%

Dividend yield 2%

Total shareholder 
return 11-13%
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Delivering High Performance through A Variety of Economic Cycles

$0

$200

$400

$600

$800

$1,000

$1,200

$1,400

$1,600

$0.00

$0.50

$1.00

$1.50

$2.00

$2.50

$3.00

2001 2003 2005 2007 2009 2011

� Reported EPS* growth in each of the last 10 years, in up and down markets                         

MKC EPS*

S&P 500

* On a comparable basis.  See detail at end of presentation.

M
cC
or
m
ic
k 
E
P
S

S
&
P
 5
00



McCormick Brings Passion to FlavorTM

$0

$50

$100

$150

$200

$250

$300

$350

$400

$450

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 est.

Generating Strong Cash Flow 
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Cash flow from operating activities
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Strong Shareholder Returns
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4 to 6% sales growth

Base 

Business 

Growth 

Product 

Innovation
Acquisitions

Three Avenues Driving Top-line Growth
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#1 or #2 Brand Position with Herbs, Spices & Seasonings

Source: IRI, Nielsen, National Grocery
Dollars 52 wks/e Jan 2012
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“Winning” with Customer Intimacy in Multiple Channels

Brands in 
Alternative 
Channels

� U.S. dollar store

� U.S. warehouse club

� U.K. convenience 
store

� Portugal discounter

Brands in 

Grocery

� France national chain

� U.K. small and mid-
size store format

� Netherlands national 
chain

� Australian wholesaler

Private 
Label

� U.S. grocery

� U.S. drug store

� U.K. grocery

New distribution in developed markets won in past 2 years
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Superior Investment in Brand Marketing
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Brand marketing support

� 180 bp increase as a % Consumer business sales 2007-2011

$ in millions
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per serving

� 10% of the cost / 90% of the flavor!

Price per 
Serving

Black pepper 4¢

Chili mix 34¢

Jambalaya 33¢

Ensuring Consumers Perceive the Superior Value 
of Our Brands
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Inspire

Breakthrough digital campaigns

30

Anticipate

In-store marketing + quick 
response code testing

Shop & Prep

Multi-platform mobile presence

Celebrate

Social media channels

Connecting with Consumers Digitally
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Shifting Marketing Mix Towards Digital Marketing
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Percent of marketing spent on digital

Sources:
Population: National Estimates at January 1st: Euromonitor International 
from national statistics/UN. Date Exported (GMT): 01/03/2012 19:55:40
© Euromonitor International

North America Consumption by 
Media Channel

Radio 15%

Print 7%

TV 34%

Internet 44%



Expanding Connections Throughout Flavor Lifecycle



Expanding Connections Throughout Flavor Lifecycle



Expanding Connections Throughout Flavor Lifecycle



Expanding Connections Throughout Flavor Lifecycle

Similar 

products 

merchandised 

by brand

Page geo-

locates user to 

their closest  

storeEasily add 

products to in-

store 

shopping list



� With Lightbox, sales of featured products 
grew 3X faster than digital shopper
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Expanding Connections Throughout Flavor Lifecycle

Source: MWG Shopper Data.  Segments based on Shoppers who purchased at retailers during the prior year period and during 
the campaign period.  February 1 – March 16, 2012 and February 1 – March 16, 2011.
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Expanding Connections Throughout Flavor Lifecycle
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Expanding Connections Throughout Flavor Lifecycle

� Early adopter of emerging 
social networks

� Tapping into existing 
consumer behavior

� Launched Pinterest page 
and Instagram presence
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“Across brands, our facebook
fan base is 1.5 million+ and 
growing”

“In 2012 McCormick was the 
#2 site for super bowl recipe 
searches”



McCormick Brings Passion to FlavorTM

Innovation Starts with the Consumer

� Dedicated commercial innovation 
teams with global linkage

� Consumer panels + CreateIT®! 

� Our consumer-centered process and 
360°food industry view gives us 
competitive advantage

� Higher emphasis on research

� Focused on product differentiation
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Consumer Needs Drove Recipe Inspirations

Australia
2012

France
2012

Netherlands
2012

Spain
2012

Portugal 
2012

U.S
2010

Canada
2011

U.K. 
2011
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Scalable Innovation with Seasoning Blends

Canada
2000’s

U.S
2010

U.K.
2011

France
2011
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� First All Natural Recipe Mix – global roll-out

� Flavor you can see (spice blend window) 

Restaurant meal variety & quality

� Strong dedicated Support

Driving Recipe Mix Platform Globally

� First All Natural Recipe Mix – global roll-out

� Flavor you can see (spice blend window)

� Restaurant meal variety & quality

� Strong dedicated support

Australia
2012

U.K.
2008

Canada
2011

U.S.
2012
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Accelerated Innovation in France

Organic range

Re-sealable
Economy pack

Premium
Intense flavor

Convenient mixes
Local favorites

Unique
Extracts



McCormick Brings Passion to FlavorTM

Zatarain’s is successfully 
bringing New Orleans flavor to 
the frozen food category

� National ACV of 54%

� 2012 new item in the growing 
multi-serve category 

Authentic New Orleans Cuisine Made Easy
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� Flavor innovation leveraging 
culinary expertise and brand 
reputation

Building Upon Strong Base of Hispanic Products

Mexico

Central America
U.S. bagged spices
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� Flavor innovation leveraging 
culinary expertise

Authentic Mexican Made Easy

Centro
¡Póngale lo Sabroso!
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Product Innovation Driving Growth

� Launching 250 new consumer products 
in 2012
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High Industrial Customer Loyalty

Client Preference

Do Not Prefer                            Indifferent                     Prefer Strongly 

Benchmark

� Nearly 2/3 of industrial customers strongly prefer McCormick
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Supplying Industrial Customers Locally to Support Their 
Global Growth

Operations

Joint ventures

Licensees



Value Validated Across Multiple Categories and Brands

Salty Snacks
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by McCormick
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Innovation Has Been An Important Contributor

� Goal to achieve 10-12% sales from new products by 2015

% Sales from new products launched in past 3 years 
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Enter and Increase 
Scale in Emerging 

Markets

Expand Opportunity 
Growth Platforms

Build Share in Core 
Growth Platforms

Acquisitions Driving One Third of Sales Growth

* Unconsolidated joint venture

*

*

*
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Emerging markets

� Consolidated sales in emerging markets expected to be 
nearly 20% of our portfolio in 2015

Expand Geographic Footprint
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Favorable Trends in Emerging Markets

� Growing middle class

� Increased consumption of protein

� Interest in brands

� Safety and convenience of spices and 
seasonings as a packaged food vs bulk
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We Have A Growing Presence in Emerging Markets
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� Consolidated sales in emerging markets 18% CAGR 2006-2011

$ in millions
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Agreement to acquire WAPC, a leader of bouillon

59

� Agreed to acquire 100% of assets of 
Wuhan Asia-Pacific Condiments Co., 
Ltd. for approximately $141 million. 

� DaQiao and ChuShiLe brands well-
known in central China

� Annual sales approximately $115 million, 
growing at double-digit rate

� Excellent fit with McCormick’s current 
business in China

� Completion expected  mid-2013 subject 
to regulatory approvals
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Joint Ventures Offer Further Access to Rapidly Growing 
Markets
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* Total joint venture sales shown (not just McCormick’s share of sales).

$ in millions

� Sales of unconsolidated operations in emerging markets 
15% CAGR 2006 -2011
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Opportunities for Growth in Emerging Markets

� Brand support

� Product innovation

� Distribution expansion

� Industrial customers

� Acquisitions
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Delivering High Performance



Comprehensive Continuous Improvement

CCI Champions

Canada

USA

Mexico

U.K.

France

South Africa
Australia

Singapore

Thailand

China

CCI: on-going initiative to improve productivity and 
reduce cost throughout the organization

� McCormick’s High 
Performance System

� Global CCI Champions

� Employee engagement 

India

Poland
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Cost savings track record

Restructuring savings 
CCI

A Long Runway for CCI

in millions



� Invested $441 million in 
acquisitions and joint ventures

� Invested $97 million in capital 
projects

� Returned $180 million* to 
shareholders in dividends and 
share repurchases

* Net of proceeds from stock option exercises

Uses of cash 
10 years ended 2011

Share Repurchases
Capital Expenditures

Acquisitions

Dividends

Balanced Use of Cash Delivering Shareholder Return while 
We Invest to Drive Growth

2011 Cash Uses

$0.00

$0.25

$0.50

$0.75

$1.00

$1.25

26 consecutive years of 
increase in dividends/ share 
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Increasing EVA®* and Building Shareholder Value 
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$ in millions

* EVA® is a registered trademark of Stern Stewart & Co.  See details at end of presentation.







Summary

Key takeaways

� Solid foundation and strong momentum

� Meeting increased demand for flavor with leading 
brands and global growth initiatives

� Delivering high performance with an effective 
strategy and engaged employees



McCormick & Company, Inc.














