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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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McCormick, a Global Leader in Flavor

Founded in 1889 \l

9500 Employees worldwide
$3.7 Billion in 2011 sales

Brands reach more than 110 countries

Serving customers from nearly 50 locations in 24 countries
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Operate Across Two Segments

2011 Net sales by segment

Industrial Consumer

* Every day, no matter where or what you eat, you are likely
to taste something flavored by McCormick
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Leading Brands in Three Growth Platforms

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

ZATARAINS
B New Oy

s Vi
JAMRBALAYA
MIX

Herbs, Spices
& Seasonings

= Recipe Mixes

Consumer business net
sales by growth platform
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A Broad Range of Flavor Solutions for Leading Industrial
Customers

Industrial business net sales by

product type _
% PEPSICO
Flavorings
Coatings
@ Brands,
Spices & Herbs k
raft foods A
Seasonings
Branded Food Service & o
Milts
Condiments: Sauces, ém
Syrups & Toppings eat fresh-




Balance Across Geographic Regions

2011 Net sales by region 2012 Estimated net sales
by market type

Asia/Pacific Emerging markets

EMEA

Americas
Developed markets
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Consumer Demand for Flavor Is Growing

)

*>

87% say taste is #1

L)

)

*>

69% like to try new flavors

L)

)

*>

53% visit restaurants offering new or
iInnovative flavors

L)

)

*

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
guick and easy

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

12.0% CAGR 2006-2011 sales of herbs, spices, seasonings

10.0%

8.0%

I | 1 '
B 4 i
.-""’2“""‘ - NE o ,'_ ~d
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... Gire '1_'"...
K |
4.0%
®
2 " O % McCORMICK
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A ... H .-‘.
e ;-: ’*-.
0.0% = | | :

Canada France Poland China India

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

MeCormick Brings Passion 1o Flaor= | IIE)
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Leveraging MSI Research to Develop the Evidence

|13
McCO’;I\IAICK 17 studi oted ;
SCIENCE studies completed or underway
INSTITUTE
~7
PENNSIALE © HOOMNS
m W scHO OL ¢ PUBLIC HEALT

PURDUE
U

] Maastricht University
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Leveraging MSI Research to Develop the Evidence

13

McCORMICK

SCIENCE
INSTI;UTE
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Providing a Range of Flavors from “Better-for-You” ...
... to “Indulgent”

é!-- _=L

Turkey ik

Dindon
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Chicken
Tikka Masala
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Interest in Flavor and Health Driving Flavor

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

W New Ot

s Vi
JAMRBALAYA
MIX

Herbs, Spices
& Seasonings

= Recipe Mixes

Consumer business net
sales by growth platform

Source: Euromonitor

MeCormick Brings Passion 1o Flaor= | IIE)




S T———

Achieving Volume Increases in Base Business

Five quarters of double-digit >
sales growth ...

... With increases in volume / -
product mix for base business

2Q 2011 3Q 2011 4Q 2011 102012  2Q2012
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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




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%

MeCormick Brings Passion 1o Flaser™ IIE.
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Strong Long-term Financial Outlook Grounded in 5-year
Track Record

Sales growth 4-6%

10%
Operating income

growth 7-9% 8%
6%
Leverage cash 2% add to EPS

4%

EPS growth 9-11%

2%
Dividend yield 2% 0%

Sales Oper Inc* EPS*
Total shareholder CAGR 6% 9%* 10%*

return 11-13%
Goal 4-6% 7-9% 9-11%

* On comparable basis

McCormick Ew Dariion 1o Flavor™ “‘c@’
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Delivering High Performance through A Variety of Economic Cycles

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

$3.00 MKC EPS* $1,600
$1.400
$2.50
% $1,200
Y $2.00
3 S&P 500 $1000 S
’5 (a
3 $150 $800 &
§ .
600
$1.00 $
$400
0.50
b $200
$0.00 $0
2001 2003 2005 2007 2009 2011

* On a comparable basis. See detail at end of presentation.
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Generating Strong Cash Flow

nmilons - ~ash flow from operating activities
$450
$400
$350
$300
$250
$200

$150

$100
$50
$0

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

Total shareholder return through July 2012

15% m MKC mS&P 500 Food Group = S&P 500

10%

5%

0%

10 yr 20 yr
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Three Avenues Driving Top-line Growth

4 to 6% sales growth

Base
Business
Growth

Product
Innovation

Acquisitions

McCormick Ew Dassion 1o Flavor™ ]I‘c@’
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#1 or #2 Brand Position with Herbs, Spices & Seasonings

m McCormick  m Next Largest Brand Competitor Private Label ® Smaller Brands

80% l l
60%
40%
20%
0%
USA Canada UK France Poland China
Americas EMEA Asia/Pacific

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

New distribution in developed markets won in past 2 years

Brands in Brands in Private
Channels = U.S. grocery

U.S. dollar store = U.S. drug store

France national chain

U.K. small and mid-

size store format U.S. warehouse club = U.K. grocery

Netherlands national U.K. convenience
chain store

Australian wholesaler Portugal discounter

McCormictk Ew Dassion 1o Flavor™ ]I‘c@
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Superior Investment in Brand Marketing

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

$ in millions

$240

$200

$160

$120

$80

$40

$0

Brand marketing support

i

2007 2008 2009 2010 2011 2012 est.




Ensuring Consumers Perceive the Superior Value
of Our Brands

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

Price per

Serving
[ £ | perserving
= A .‘ :. - m?{‘;:‘

ZATARAIN 'S
M”gm Chili mix
JAMBAIAYA
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Connecting with Consumers Digitally

Inspire Anticipate Celebrate
Breakthrough digital campaigns In-store marketing + quick Social media channels
R~ response code testing
Roll over to Vote ! _ & '

for your favorite

and see what other moms chose.

Chicken = Beel ' Pork Seafood Vegetable

Take a spin around the
world’s best flavors!

Shop & Prep
Multi-platform mobile presence

Digital Dinner Bell

7
wej Jolok com’

McCormick Brings Passion 1o Flaver™ it
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Shifting Marketing Mix Towards Digital Marketing

159, . Percent of marketing spent on digital North America Consumption by
Media Channel
12% .
Radio 15%
Internet 44%
10% Print 7%
7%
% 4%
I TV 34%
0%

2010 2011 2012 est. Sources:

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

© Euromonitor International

HWPW%% flavor EC\




Expanding Connections Throughout Flavor Lifecycle

| EVERYDAY

Vo RACYIANL LAY

Walmqrt

Save money. Live be

Celebrate

Tt

Prepare Proaved Anticipate

I Enter for a chance to =™
s =twin the Grill Mates
aFa" o Prize Pack! ") "]

i A |

Plus get recipes & grilling tips
1 . | = |

(1] Tube|

McCormaick W Passion to Flavor™ wc@




Expanding Connections Throughout Flavor Lifecycle

allrecipesicom

What are
America’s moms
cooking tonight?

Go ()8[6

Celebrate

m

Prepare Pesed Anticipate

mywebgrocer

>

A 4 Walmart

H Brings Pasrion 1o Flavor It
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Expanding Connections Throughout Flavor Lifecycle

®

LUNDS BYERLYS

EPICUREAN
MARKETS

N Brings Passion to Flavor™ .
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Expanding Connections Throughout Flavor Lifecycle

Page geo-
locates user to
their closest

Easily add store
products to in-
store
shopping list

Shop Lawry's Marinade 4 for,
View This Week's Circular

e

LAWRY'S

Grilled Honey

Lawry's Marinade-Balsamic

! 4 sl Balsamic
. . e B Chicken Salad
Similar e e
products
merchandised . .
View Full Recipe
by brand

s Lawry's Meditarranean  Lawry's Marinade-
Wine Tuscan Sundried

L

omato

, -W Brings Passion to Flavor™ .



Expanding Connections Throughout Flavor Lifecycle
35%

“ With Lightbox, sales of featured products
grew 3X faster than digital shopper

30%
25%
20%
15%
10%

5%
0% ]

Lightbox Digital In-store
visitor Shopper Shopper

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

allrecipesicom

What are
America’s moms
cooking tonight?

Celebrate

Tt

Prepare raed Anticipate

'v .
»‘c:uslezm

McCormaict g'wt-f/t Pasvion to Flavor™ wc@

o




Expanding Connections Throughout Flavor Lifecycle

allrecipesicom

facebook

@mtereél

What are
America’s moms
cooking tonight?

2| Google

Celebrate

Prepare e Anticipate

You ([T

¥ Walmart
»*ons|e4n S—
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Expanding Connections Throughout Flavor Lifecycle

*» Early adopter of emerging il

social networks

% Tapping into existing
consumer behavior

¢ Launched Pinterest page
and Instagram presence

Ve love thiz Smoky Leek Rizotto from
our friend @Sommer | A Spicy
Perzpective - a perfect addition to your
McCarmick Gourmet dinner party’
#gogourmet

17ke 2 repins

aspicyperspective.com

Wi'e love thiz Cuban inspired dinner
party from our friend @HKathy Strahs |
Panini Happy’ The printed menu iz a
great touch too. #gogourmet

cookingontheside.com

How about a Breakfast for Dinner
Party? Qur friend @Adrianna
Adarme from acozykitchen.com

McCormaict g'wt-f/t Pasvion to Flavor™ wc@

Lowve thiz spring dinner party inspiration
from @Georgia Johnson from
TheComfortofCooking, com
#gogourmet

| rEpin

thecomforiofcooking.com

Seared Sezame Tuna with Lemen
Grass and Lychee Couliz: Main course
perfection. #gogourmet

| repin

FI'ICED!'IﬂIEkgOLII"mEE.CD!'ﬂ

McCORMICK
39
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“In 2012 McCormick was the
#2 site for super bowl recipe
searches”

il A “Across brands, our facebook
b fan base is 1.5 million+ and

TPt . 7
'F;c;p:::w‘:_:m Incpired, delivarsd, zelsbrared @ @ g rOWI n g
e, m

N Brings Passion o Flavor wc®
McCORMICK
- - =
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Innovation Starts with the Consumer

<+ Dedicated commercial innovation
teams with global linkage

< Consumer panels + Createl T®!

< Our consumer-centered process and
360%o0d industry view gives us
competitive advantage

< Higher emphasis on research

< Focused on product differentiation

McCormick Brings Passion 1o Flaver™ it
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Consumer Needs Drove Recipe Inspirations

Canada
2011

Australia France Netherlands
2012 2012 2012

e
Indiase
Kip Korma

[ mcert smvaan un )

T~ I

ok Brincs Pan ol |4
e



Scalable Innovation with Seasoning Blends

France
2011

Canada
2000’s

ONE STEP SEASONING - ASSAISURNEMENT EN UNCEEIF'

o
y

G
5
|

g

M gw Dission 1o Fliver™ M;!!:f;(
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Driving Recipe Mix Platform Globally

UK. Canada Australia
2008 2011 2012
® il B TS
: " .Filetd)e'r;grcau . : N, ‘ $ \ -‘/};‘
glwartz‘}h citron et au thym \ - - ! 4 "{' f-
' /.5‘;,@”’0442 g A e
M 5“"""/' 51:)" “ F[ahfﬂb::f‘ Mﬂ-“'j!tﬂgurrfﬂ e - ,r?. kel
ILLI Recit? . McCormick’

Sweet Basil & Oregano

Bruschetta Chicken

s First All Natural Recipe Mix — global roll-out
»» Flavor you can see (spice blend window)
% Restaurant meal variety & quality

% Strong dedicated support




McCORMICK
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Accelerated Innovation in France

Organ Premium Convenient mixes
rganic range Intense flavor Local favorites
[ N
e ‘ VAHiN
: L
Noix ¢ Coco ‘?,’J{'ﬁ,‘,ﬁs le flan antillais
rapée : G auTi'Coco
) \ | -
g &1»«_

Re-sealable Unique
Economy pack Extracts

\VAHINE
Sucrede canne ) | FORMAT FAMILIAL Ry ‘ - » '
e VAHINE) " le moelleux

\ Vanillé BIO // :
: - aux noisettes <=
S B,

VAHING
ripée

(2]
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Authentic New Orleans Cuisine Made Easy

ZATARAINS. | ZATARAINS

7w Orleans Tradition « Since 1889

P New Orteans Styte NEW New Crtbans Styte

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

X/
0.0

National ACV of 54%

New Ortbans Styte New Ortbans Style
BLACKENED CHICKEN SMOTHERED

CHICKEN

AND RICE

X/
0.0

2012 new item in the growing
multi-serve category

2 > o
mmuunumm conc Rt vtl\nuuz.umunmu ooy mmuunmmm B
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Building Upon Strong Base of Hispanic Products

* Flavor innovation leveraging
culinary expertise and brand
reputation

U.S. bagged spices

McCormick gw Passion 1o Flaver™ “‘c“”
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Authentic Mexican Made Easy

Centro L%
iPongale lo Sabroso!

/

“ Flavor innovation leveraging
culinary expertise

4 —_
SR “ SRt -
Brerus Ebrrns c ESPECIAS
NATURALES NATLRALES - E
(] *No MS(
“NoConsens
— GMS'*

McCormick _ McCormick




Product Innovation Driving Growth

Lemon

Thyme Pork

* Filetde porcau
citron et au thym

ur Plis
Y rrdi

==

MAITRE DES SAVEURg

/
Gz

% Launching 250 new consumer products C?DJJ

in 2012

b

_‘sﬂl,\’u

Smokey
BBQ

S A
1 @ ZATARAINSS
oy B s
ot ok & New Crteans Styte
9 ‘ _ ARROZ CON AL &

cannelés

4 la vanille e

NETTFLOZ (28]

@ NETWTACZ (1LB6 Mg cox oo

McCormick gw Dassion 1o Flaver™ “’C@
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High Industrial Customer Loyalty

% Nearly 2/3 of industrial customers strongly prefer McCormick

40% Client Preference
0

37%
m2011 = Benchmark
30%
20%
10%
1%
09 | me—

1 2 3 o S 6 7

Do Not Prefer Indifferent Prefer Strongly




Supplying Industrial Customers Locally to Support Their
Global Growth

A
A Operations ‘

A Joint ventures
Licensees

A

McCormick gw Dassion 1o Flavor™ ]I‘c®
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Value Validated Across Multiple Categories and Brands

Salty Snacks Cereal Crackers
Brand Flavored  Brand Flavored Brand Flavored Brand Flavored Brand Flavored Brand Flavored
by McCormick by Competitor by McCormick by Competitor by McCormick by Competitor

Volume Sales (lbs)

D OO N DO O N AP OO N AP OO N D O QN DO QN
Q° 2 N P’ P D %0'\,'\, QP LD NS SRR
IR S WA DTS ADNTAONSRDT ASHEOHDS WA D UGG

N Buings Pesion o Flar | IIK.




Innovation Has Been An Important Contributor

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

129, . % Sales from new products launched in past 3 years
10%
8%

6%

4%

2%

0%

2007 2008 2009 2010 2011 2012 2013 2014 2015




Acquisitions Driving One Third of Sales Growth
Build Share in Core Expand Opportunity Enter and Increase

Growth Platforms Growth Platforms Scale in Emerging
Markets

ZATARAINS

*
-

ULKER

FOODS LIMITED

* Unconsolidated joint venture

McCormick Brings Passion 1o Flaver™ it
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Expand Geographic Footprint

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

Emerging markets
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Favorable Trends in Emerging Markets

L)

>

Growing middle class

L)

L)

>

Increased consumption of protein

L)

>

*» Interest in brands

L)

L)

*

Safety and convenience of spices and
seasonings as a packaged food vs bulk

McCormichk Brings Passion 1o Flavor™ “‘C®
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We Have A Growing Presence in Emerging Markets

¢+ Consolidated sales in emerging markets 18% CAGR 2006-2011

$ in millions

$600 m Americas mEMEA = Asia/Pacific
$500
$400
$300
$200

$100

$0
2006 2007 2008 2009 2010 2011 2012 est
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Agreement to acquire WAPC, a leader of bouillon

¢ Agreed to acquire 100% of assets of
Wuhan Asia-Pacific Condiments Co.,

% s Ltd. for approximately $141 million.

@ %+ DaQiao and ChuShiLe brands well-

DAQIAQJIJING érﬁ-!

@ ExExaERmAmLT

W% m # known in central China

i
C_IE_____%_%—E—E—/

B RN A AFRES EBEA_J

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

«» Excellent fit with McCormick’s current
business in China

s Completion expected mid-2013 subject
to regulatory approvals

_ | -W gw Passion 1o Flavor™ M;!OI:&K



Joint Ventures Offer Further Access to Rapidly Growing
Markets

% Sales of unconsolidated operations in emerging markets

similos 1506 CAGR 2006 -2011
$700

$600
$500

$400

$300
$200
$100

$0

2006 2007 2008 2009 2010 2011 2012 est

* Total joint venture sales shown (not just McCormick’ s share of sales).

McCormick Ew Dassion 1o Flavor™ ]I‘c@’
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Opportunities for Growth in Emerging Markets

L)

*

Brand support

L)

» Product innovation a S o

*%

>

Distribution expansion

L)

L)

>

Industrial customers

L)

L)

>

Acquisitions

L)

, S W Brings Passion 1o Flavor™ M;!!:&K
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Delivering High Performance

‘\““||I|||llll|,,“"

INCREASE SALES
& PROFITS

gTRISAVTVETgY COMPREHENSIVE
CONTINUOUS
IMPROVEMENT

McCormick gw Dassion 1o Flavor™ “‘Q
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Comprehensive Continuous Improvement

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

% McCormick’s High UK.
Performance System Canada @ ® @ Poland
France ®
) USA.. .
<+ Global CCI Champions torics @ @ china
inda @ @ Thailand
< Employee engagement ® . singapore
()
South Africa ®

Australia

@® CCl Champions

MeCormick Brings Passion 1o Flaor= | IIE)
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D
A Long Runway for CCl

$20
$10
$0

2004 2005 2006 2007 2008 2009 2010 2011 2012est

MeCormick Brings Passion 1o Flaor= | IIE)

nmilions ~ CoSt savings track record

$70
Restructuring savings 7
_
zeso %
20
/
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Balanced Use of Cash Delivering Shareholder Return while

We Invest to Drive Growth

$1.25

2011 Cash Uses

$1.00

< Invested $441 million in
acquisitions and joint ventures

< Invested $97 million in capital
projects

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

Share Repurchases

* Net of proceeds from stock option exercises

MeCormick Brings Passion 1o Flaor= | IIE)

Dividends

26 consecutive years of
increase in dividends/ share

Uses of cash
10 years ended 2011

Acquisitions

Capital Expenditures
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Increasing EVA®" and Building Shareholder Value

$ in millions .

$250 Year-end Stock Price $50

$200 $40
3
3 EVA =
) v
< 3
S $150 $30 &
= 2
© @
= ©
2 >
S $100 $20 O
=

$50 $10

$0 $0
2001 2003 2005 2007 2009 2011

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

MeCormick Brings Passion 1o Flaor= | IIE)
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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 reports.

miflions except per share and ratio data)

2011

2010

2009 2003 2007

2005

2005

2004

2003

2002

2001

For the Year
MNet sales

$36076 $3,73368 $3,1921

531766 $29162 §27164 $25920 525262 $22606 $20449 51,0301

Met sales prior to EITF 01-08 - - - - - - - - - - 20929

Percent increase 10.8% 4.5% 0.5% 8.9% 7.4% 4.8% 2.6% 11.3% 11.0% 5.5% 4.1%
Operating income 5403 5008 466.9 3765 3542 269.6 3435 3327 2055 262 .4 2196
Income from unconsolidated operations 254 285 16.3 186 207 171 15.9 14.6 16.4 224 215
Met income from canfinuing operations 3742 aTnz 2998 2R58 2301 2022 2149 2145 1952 1738 1371
Met income 3742 70z 2998 255.8 230.1 202.2 214.9 2145 210.8 179.8 146.6
Per Common Share
Earnings per share - diluted

Continuing operations £ 279 5 275 § 227 5 184 5 173 § 150 % 156 5 182 5 140 § 122 %5 0488

Discontinued operations — - — - - — — - 0.09 0.04 0.0v

Accounting change - - - - - — - - (0.01) — -

MNet income 279 275 2.27 1.94 1.73 1.50 1.56 1.52 1.48 1.26 1.05
Earnings per share - hasic 282 2.74 2.29 1.98 1.78 1.53 1.60 157 1.51 1.29 1.06
Commen dividends declared 1.15 1.06 .08 0.a0 0.82 0.74 0.66 0.52 0.449 0.425 0.405
Market Mon-Vaoting closing price - end of year 48.70 44.01 35.68 2877 ‘M 3872 32z 36.45 28.69 2379 21.50
Book value per share 1217 11.00 1019 817 85T 7.20 625 679 f &7 437 344
At Year-End
Total assets S 40878 §F34197 $33878 532203 527875 $25880 $22727 §23696 521455 $1,9308 H17720
Current debt 2224 100.4 116.1 354.0 149.6 81.4 106.1 173.2 171.0 1373 210.8
Long-term delt 1,029.7 779.9 875.0 8852 5735 5696 463.9 465.0 4486 45049 4511
Shareholders' equity 1,618.5 14627 13435 10623 1,0050 936.9 8201 920.7 774 610.9 4761
Total capital 2.870.6 23430 23346 23020 18181 1,687.9  1,380.1 1,558.9 1,397.0 11994 11380
Other Financial Measures
Percentage of net sales

Gross profit 41 2% 42 5% 41 6% 40 6% 40 9% 41.0% 40.0% 39.9% 30 6% 39 1% 38.0%

Operating income 14.6% 15.3% 14.6% 11.9% 12.1% 9.9% 13.3% 13.2% 13.0% 12.8% 11.3%
Capital expendifures $ 957 % 290 % 824 5 858 % TBS § B4B8 § BEE 5 627 % B30 § 924 5 068
Depreciation and amortization 98 3 8951 943 85.6 826 843 746 T2.0 65.3 h3d 807
Common share repurchases 893 a25 - 1.0 157.0 156549 1856 1738 1206 6.8 119
Diebit-to-total-capital 43.6% 37.6% 42.5% 53.6% 30.8% 41.0% 40.7% 40.9% 44 4% 49.0% 58.2%
Ayerage shares outstanding

Basic 1327 13249 130.8 129.0 1203 1318 1345 137.0 1352 1395 1378

Diluted 134.3 134.7 132.3 131.8 132.7 135.0 138.1 141.3 142.6 1423 140.2




Notes to Historical Financial Summary

The historical financial summary includes the impact of certain items that affect the comparability of financial results year (o year. In 2010, the Company had the benefit of
the reversal of a significant tax accrual. From 2006 to 2009, restructuring charges were recorded and are included in the table below. Also, in 2008 an impairment charge
of $28.0 million was recorded to reduce the value of the Silvo brand. Related to the acquisition of Lawry's in 2008, the Company recorded a net gain of $7.9 million. In 2004,
the net gain from a special credit was recorded. The net impact of these items is reflected in the following table:

(millions except per share data) 2011 2010 2009 2008 2007 2006 2005 2004 2003 2002
Cperating income = - % (182) 5% (458) % (MO F (BN F M2 S5 25 % B35 ¥ (75 & (11.2)
Met income = 5 139 (10.9) (26.2) {24.2) (30.3) (7.5 12 {3.6) (5.5)
Earnings per share - diluted = 0.10 (0.08) (0.20) {0.18) {0.22) (0.05) 0.01 (0.03) {0.04)

The reconciliation below shows eamnings per share excluding the items in the above table:

Mon-GAAP reconciliation

{par share dafa)

Earnings per share - diluted 2011 Q{E{] 2DD_9 2008 .'ED_CI? 2006 2005 2004 2003 2002
Continuing cperations 5 279 §F 275 0§ 227 5 194 5 173 F 150 % 186 5 152 5 140 §F 122 &
ltems affecting comparability = 0.10 {0.08) (0200 {(018)  {0.22)  (0.05) 0.01 0.03)  (0.04)
Adjusted eamnings per share from

from continuing operations - diluted 5 279 § 265 § 235 % 214 3 191 F 172 F 161 5 151 § 143 F 136 §

Cther items that varied by year are noted below

In 2006, Mccormick hegan to record stock-based compensation expense and prior years' results have not been adjusted. Stock-based compensation impacted operaling
income, nel income and earnings per share as indicated in the table helow:

(millions except per share data) 2011 2010 2009 2008 2007 2006
Operating income § (13.0) 5 (119) 5 (127) 5 (17.9) 5 (21.2) § (22.0)
Net income (9.2) (5.9) (87)  (124) (147 (15.1)
Earnings per share - diluted {0.07) (0.07)  (0.07)  (0.10)  {(0.11)  (0.11)

Also in 2006 McCarmick reclassified the net book value of in-store displays from property, plant and equipment to other assets. Capital expenditures through 2002 have
heen adjusted to reflect this reclassification.

In 2003, McCormick sold its packaging segment and Jenks Sales Brokers in the ULK. and 2001 and 2002 were restated for these discontinued operations. Also in
2003, McCormick consolidated the lessor of a leased distribution center which was recorded as an accounting change.

In 2002, all share data was adjusted for a 2-for-1 stock split. In addition, McCormick adopted SFAS No. 142, "Goodwill and Other Intangible Assets.” Prior year results
have not been adjusted. Also in 2002, McCormick implemented EITF 01-09. Results were reclassified for 2001.

Common dividends declared includes fourth quarter dividends which, in some years, were declared in December following the close of the fiscal year.

Total capital includes debt and shareholders” equity.



McCormick & Company, Inc.
Economic Value Added (EVA®) and Return on Invested Capital (ROIC)

We use EVA® as a comprehensive way to evaluate business decisions and as a tool to
measure the Company's performance. EVA® was adopted in 1996 and since that time
has had a strong correlation to the creation of long-term value for McCormick
shareholders. As such, we use it to evaluate capital expenditures, acquisitions,
divestitures and other key business decisions.

In addition, we believe that hath EVA® and ROIC are performance measures that are
used by industry analysts and investors to evaluate financial performance relative to
peers and, therefore, when considered in conjunction with the financial statements, are
informative. These measures are not defined by United States generally accepied
accounting principles and may be calculated differently from similar measures used by
other companies.

EVA Calculation
We define EVA® as nat income from operations, excluding interast and amortization
expense (NOPAT), in excess of a capital charge for average capital employed. EVAY is

a registered trademark of Stern Stewart & Co.

The following table contains selected EVA® information for the fiscal years ended
Movember 30.

{in miicns) 2011 2010 2009 2008 2007
Met operating profit after taxss (NOPAT) 541005 540685 53358 52856 52722
Capital charge 2055 1871 185.5 164.8 1362
Eva” $202.0 $219.8 %1503 S$130.8 $136.0

& reconciliation of GAAP net income to NOPAT and the calculation of the EVA® capital
charge follow:

fin m¥licns) 2011 2010 20058 2008 2007
GAAP net income 3742 $3T0.2 $299.8 §2553 852301
Interest expense, net of taxes 363 6.7 36.0 39.8 42.1

Met operating profit afier taxes (NOPAT) 34105 34069  §335.8 32956 32722



EVA® and ROIC Calculation - Continued

{in mficns) 2011 2010 2005 2008 2007
Current debt F 2224 5 1004 % 1161 5 3540 5 1498
Long-term dekbt 1,029.7 7rag 875.0 8852 5735
Shareholders' equity 16185 14827 13435 10628 10850
Total capital 32,8708 523430 523346 32,3020 31,8184
Average total capital 26068 523385 523183 52,0801 51,7030
Weighted average cost of capital a.0% B.0% 8.0% 80% 3.0%
Capital charge 2058.5 1871 1835 164 .8 136.2

Averags tofal capital is the average of the current and prior year wotal captal.

ROIC Calculation

We define ROIC as net income from operations, excluding interest expense (NOPAT),
divided by the sum of delit and equity (average total capital).

The following table contains selected ROIC information for the fiscal years ended
Movember 30.

fin miicns) 2011 2010 2009 2008 2007
Met operating profit after taxes (MOPAT) % 4105 S 2060 5 2358 § 2458 § 2722
Average total capital 2 EDE.8 23388 23183 20801 1,703.0
ROIC 16.7% 17.4% 14.5% 14.3% 16.0%

&z noted inour 2011 annua repor, financial results for 2007, 2008, 2009 and 2010 ncude the impact of cerfan items
that affect the comparabdity of fnancal results year to year. In 2010, the Comgany had the benefit of a reversal of 3
significant tax accrual. From 2008 fo 2008 restructuring charges were recorded. In 2008 an impaimment charge was
recorded to reduce the value of the Silve®™ brand. Related to the acquisition of Lawny's™ in 2003, we reconded a net gain
due primarily 1o the sale of Season-All. The net impact of these Rems on NOPAT s refiected in the following table:

2010 2000 2003 2007

5139 §10.8]  $28.2)  §i242)



Economic Value Added (EVA®) and Return on Invested Capital (ROIC)

We use EVA® as a comprehensive way to evaluate business decisions and as a
tool to measure the Company’s performance. EVA® was adopted in 1996 and
since that time has had a strong correlation to the creation of long-term value for
McCormick shareholders. As such, we use it to evaluate capital expenditures,
acquisitions, divestitures and other key business decisions.

In addition, we believe that both EVA® and ROIC are performance measures that
are used by industry analysts and investors to evaluate financial performance
relative to peers and, therefore, when considered in conjunction with the financial
statements, are informative. These measures are not defined by United States
generally accepted accounting principles and may be calculated differently from
similar measures used by other companies.

EVA Calculation
We define EVA" as net income from operations, excluding interest and

amortization expense (NOPAT), in excess of a capital charge for average capital
employed. EVA"Y is a registered trademark of Stern Stewart & Co.

The following table contains selected EVA® infarmation for the fiscal years ended
MNovember 30.

{in mflicns) 2006 2005 2004 2003 2002 2001

Met operating profit after tax (NOPAT) 52403 32473 52431 52383 5200909 31814
Capital charge 1195 1183 1182 110.3 105.2 99.58
Eva® $120.8 31250 %1248 51289 51047 5 821

MOPAT includes the following impact of restructuring charges. and in 2004 the net gain from a special credit (in mTions
2006 2005 2004 2003 2002
§(30.3) (7.5) 51.2 a6 5(5.8)

In 2003 the Company sold iis packaging segment and Jenks Sales Brokerage n the UK. NOPAT in 2002 included a 38.0
millicn gain related o ths sale.

A reconciliation of GAAP net income to NOPAT and the calculation of the EVA®
capital charge follow:

fin miicns) 2006 2005 2004 2003 2002 2001
GAAP net income 32022 321495 32145 52058 1798 51468
Interest expenze, net of tax 381 224 28.6 28.5 30.1 35.3

Met operating profit after taxes (MOPAT) 32403 52473 52431 32393 52085 51319



EVA® Calculation - Continued

{in mions) 2006 2005 2004 2003 2002 2001
Current debt F 814 % 1081 5 1732 51710 % 1373 52093
Long-term delbt SEOE 4535 455.0 4486 4505 4541
Mingcrity interast 18 252 30 222 18.9 110
Sharehaolder equity 9333 7949 5897 FE52 823 4631
Total capital B1,587.9 51,3991 51,5589 351,397.0%1,199.4 51,1380
Average total capital® 31,4925 514750 514750 51,2932 351168.7 51,1089
Weighted average cost of capital 8.0% B.0% 8.0% B8.0% 9% 9.0%
Capital charge 119.5 1182 115.2 1103 1052 958

* Awerape total capital is the average of the cument and prior year total capial

ROIC Calculation

We define ROIC as net income from operations, excluding interest and
amortization expense (MOPAT), divided by the sum of debt and equity, including
minarity interest (average total capital).

The following table contains selected ROIC information for the fiscal years ended
MNavember 30.

fin miens) 2005 2005 2004 2003 2002
Met operating profit after tax (NOPAT)  § 2403 5 2473 § 2431 § 2393 § 2099
Average total capital 1,4935 14790 14780 12982 1,687
ROIC 16.1%  18.7% 164%  184% 150%

MOPAT mcludes the following impact of restructuring charges. and in 2004 the net gain from a special credit (in mTions;
2006 2005 2004 2003 2002
§(30.3) 7.5} 1.2 2.6 S(5.5)

In 2003 the Company sold s packaging segment and Jenks Sales Brokerage in the UK. NOPAT in 2002 included a 38.0
millicn gain related o this =a’e.



