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2Q 2016 Financial results / Latest FY 2016 outlook

Grew net sales 6 % in constant currency Grew adjusted operating income 7% in
Constant currency consumer segment sales up 8% constant currency
Drivers: base business, innovation, acquisitions Drivers: higher sales and gross profit margin
Reaffirming 4%-6% FY outlook; greater confidence Includes $10 million increase in brand marketing
at upper end of range and $5 million increase in acquisition-related costs
Increased gross profit margin 130 bps Adjusted earnings per share of $0.75
Drivers: cost savings and favorable mix Higher adjusted operating income offset higher
Tracking toward higher end of 50 to 100 bps FY tax rate
outlook For FY outlook, more confidence at upper end of
Raised cost savings target to $100-$110 million; $3.68-$3.75 range
our fuel for growth

Adjusted operating income and adjusted EPS exclude the impact of items affecting comparability in 2Q and FY 2016 and 2015.
See reconciliation of GAAP to non-GAAP financial measures on slides 31 to 33, including the impact of constant currency.



2016 Outlook

Reaffirming fiscal year 2016 guidance
for growth in constant currency

Sales 4% - 6%*
Adjusted operating income 9% - 11%

Adjusted earnings per share 9% - 11%*

* Greater confidence in achieving higher end of range

Adjusted operating income and adjusted EPS exclude the impact of items affecting comparability in FY 2016 and 2015. See
reconciliation of GAAP to non-GAAP financial measures on slides 31 to 33, including the impact of constant currency.



Business update: U.S. Consumer business

Spice and seasoning category growth reached 8% in

latest quarter
2/3 of increase from higher volume
New products launches

Brand marketing

Dietary guideline news

Another sequential increase for McCormick brand spices

and seasonings, with retail sales growth reaching 7%

Improvement in U.S. spices and seasonings
category share vs year-ago quarter

Increase in retail dollar takeaway U.S. spices 1.0%
and seasonings vs year-ago quarter
10% . 0.5% +20 bpS
m Category ®McCormick brand
8% 0.0%
6%
4% -0.5%
2%
0 -1.0%
0% 1Q 2016 2Q 2016
-2%
0 ® All McCormick brands* ® Gourmet Garden

-4%

1Q 2Q 30 4Q 1Q 2Q .
2015 2015 2015 2015 2016 2016 * Excludes economy brands and private label




Business update: U.S. Consumer business

Retail unit sales of McCormick brand spices and seasonings grew 7%, ahead of 6% category increase
0 Gained share on unit basis
o McCormick brand helping drive unit category increase
o Evidence that certain retailers are lowering price points on McCormick brand

Retail sales of McCormick brand recipe mixes rose 3%

Driving growth through category management, brand marketing and product innovation

0 Gained 120 basis points dollar share of spice and seasonings category with retailers who are partnering
with us on category management pricing recommendations

o Significant increase in 2Q brand marketing
0 Robust line-up of 2H 2016 innovation

Significant increase in 2Q brand marketing



Business update: Product innovation

Robust line-up of 2H 2016 innovation in U.S.




Business update: Product innovation

New products in international markets for 2H 2016

Americas EMEA
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Asia/Pacific
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Business update: Other performance and outlook high lights

China

Grew consumer constant currency sales 8% year-to-
date, with new products, expanded distribution and
brand marketing

Industrial constant currency sales up 8% year-to-date;
anticipate some sales pressure in second half from
customer decision to diversify supply chain

Across both segments, expect mid- to high-single digit
constant currency sales growth in FY 2016

U.S. Industrial business

Strong sales of branded food service
products

New product wins for snack seasonings,
beverage flavors, burger seasonings

In-roads with additional restaurant
chains

Brand Aromatics ahead of plan in both
sales and profit

EMEA

While industrial sales growth slowed as
2015 new distribution lapped, encouraged
by innovation pipeline and customer
geographic expansion

Consumer 2Q sales benefitted from
~50% increase in brand marketing;
strength in France and double-digit
increase in Poland and Russia



Business update: Acquisitions

Global leader in chilled convenient
packaged herbs merchandised with
fresh produce

Annual sales ~$53M; double-digit sales growth expected next
several years

Increase household penetration
Expand distribution in current and new markets
Leverage marketing expertise
Purchase price of $118M at approximately 12x EBITDA multiple

Our acquisition pipeline ...

Focus on flavor and healthy eating

Value-added higher margin industrial
businesses

Acquisitions that build scale in
developed and emerging markets

Includes both large and bolt-on
opportunities

Remain financially disciplined



Summary

Well-positioned as a global leader
in flavor

Strong momentum with growth
strategies

Achieved great results through
first half of 2016

Increased confidence in delivering
higher end of fiscal year 2016
outlook



Executive Vice President & CFO



2Q 2016 Sales results

Total Company

6.0%

3-8% 3'3%

11% . 1.6%
- B

-2.2%
Netsales Currency Constant  Volume/ Acquisitions  Price
currency Mix
sales

See reconciliation of GAAP to non-GAAP financial measures on
slides 31 to 33, including the impact of constant currency.

Consumer
0
7.0% 8.3%
5.7%
1.2% l 1.4%
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-1.3%
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0
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currency Mix
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2Q 2016 Sales results: Consumer business

Americas

Higher U.S. sales of McCormick brand spices and herbs,

+C recipe mixes, Lawry’s, Simply Asia products

3C Lower growth rate of U.S. private label and economy
products

C C
] l l In Canada, lower volume and product mix in response to

— significant price increases

$ 3C Acquisitions of Stubb’s in August 2015 and Gourmet
Garden in April 2016 contributed to growth

Netsales Cumrency  Constant Volume/  Acquisitions Price
currency Mix
sales

See reconciliation of GAAP to non-GAAP financial measures on slides 31 to 33, including the impact of constant currency.



2Q 2016 Sales results: Consumer business

EMEA
*3C
45C
+ C Growth in volume and product mix led by expanded
distribution in Poland and Russia, and new products
and brand marketing in France.
May 2015 acquisition of Drogheria & Alimentari
+C e contributed to growth
] B
|
$ 4C

Net sales Currency Constant Volume/  Acquisitions Price
currency Mix
sales

See reconciliation of GAAP to non-GAAP financial measures on slides 31 to 33, including the impact of constant currency.



2Q 2016 Sales results: Consumer business

Asia/Pacific
C Sales in China impacted by shift in timing related to
3c . promotions and successful SAP implementation;
— expect return to higher growth in 3Q 2016
—. - $ +C Lower volume and product mix in India reduced sales
$ C in region by 6 percentage points; reduction relates to
$*C  g++C discontinuation of low margin products

April 2016 acquisition of Gourmet Garden contributed
to growth

Total Net  Currency  Constant Volume/  Acquisitions Price
Sales currency Mix
sales

See reconciliation of GAAP to non-GAAP financial measures on slides 31 to 33, including the impact of constant currency.



2Q 2016 Operating income: Consumer business

(in millions)

Operating income

Operating income, excluding special charges*

2Q 2016
$82.9

$86.4

2Q 2015
$65.1

$80.8

Fav(Unfav)
Change

27%

7%

In constant currency, adjusted operating income rose 8% from year-ago period.*

Sales growth and cost savings more than offset unfavorable impact of $8 million increase in brand
marketing, $5 million increase in acquisition-related expense and higher material costs

* Adjusted operating income and adjusted operating income growth rate exclude the impact of items affecting
comparability in 2Q 2016 and 2Q 2015. See reconciliation of GAAP to non-GAAP financial measures on slides 31 to 33.



2Q 2016 Sales results

Consumer
0
7.0% 8.3%
5.7%
1.2% l 1.4%
[ | |
||
-1.3%
Total Company ’
6.0% Netsales Cumency Constant  Volume/ Acquisitions  Price
currency Mix
sales
3.8% 3.3%
1.1% . 1.6% E— Industrial
- | N
2.2% 2.7%
1.8%
0.9% 0.0%
Netsales Cumency Constant Volume/  Acquisitions Price - —— 70 -_
currency Mix - .
sales 0.7%
-3.4%
Netsales Currency Constant ~ Volume/ Acquisitions  Price
currency Mix
sales

See reconciliation of GAAP to non-GAAP financial measures on
slides 31 to 33, including the impact of constant currency.



2Q 2016 Sales results: Industrial business

Americas

C
" B -
—

5C

-

.
$ 5C
Netsales Currency Constant  Volume/

currency Mix
sales

Acquisitions Price

Increased U.S. sales of branded food service
products and gained new distribution with restaurant
customers

In U.S. and Mexico, strong volume and product mix
for snack seasonings, although pass-through of
lower dairy costs

Pass-through of higher costs in Canada - related in
part to currency - led to volume weakness

See reconciliation of GAAP to non-GAAP financial measures on slides 31 to 33, including the impact of constant currency.



2Q 2016 Sales results: Industrial business

EMEA

4C

> (

Strong growth in prior quarters moderated with
lapping of 2015 distribution gains

Weak sales for small consolidated joint venture in
South Africa; plan to exit by end of 2016

See reconciliation of GAAP to non-GAAP financial measures on slides 31 to 33, including the impact of constant currency.



2Q 2016 Sales results: Industrial business

Asia/Pacific
* C *3C
3C
$+ C
1 ] A 1 ) -
> (

Main driver of increase was sales to quick service
restaurants in the region mainly from operation in
China

Expect sales pressure in 2H 2016 due to customer
decision to add secondary supply source

See reconciliation of GAAP to non-GAAP financial measures on slides 31 to 33, including the impact of constant currency.



2Q 2016 Operating income: Industrial business

S Fav (Unfav)
(in millions)

2Q 2016 | 2Q 2015 Change
Operating income $42.1 $38.7 9%
Operating income, excluding special charges* $42.5 $42.0 1%

In constant currency, adjusted operating income grew 5%*

Sales growth and cost savings more than offset unfavorable impact of higher material cost
and $2 million increase in brand marketing

Operating income margin reached 10.1%

* Adjusted operating income and adjusted operating income growth rate exclude the impact of items affecting comparability in
2Q 2016 and 2Q 2015. See reconciliation of GAAP to non-GAAP financial measures on slides 31 to 33.



Operating income, gross profit, SG&A

N Fav (Unfav)
(in millions) 2Q 2016 2Q 2015 Change
Operating income $125.0 $103.8 20%
Operating income, excluding special charges* $128.9 $122.8 5%
Gross profit margin 40.7% 39.4% 130 bps
Selling, general & administrative expenses as 28 6% 27 504 (110 bps)
percent of net sales

Promotion & advertising $69.7 $60.1 (16%)

Excluding impact of special charges and currency, operating income rose 7%. Special charges of
$3.9 million in 2Q 2016*

Higher gross profit margin driven by cost savings from CCI and streamlining actions, favorable mix,
pricing actions taken to offset material cost inflation

Increases in brand marketing ($10 million) and acquisition costs ($5 million) added 140 basis points
to selling, general and administrative expenses as a percentage of net sales

Year-to-date, grew adjusted operating income of 9% in constant currency

* Adjusted operating income and adjusted operating income growth rate exclude the impact of items affecting comparability
in 2Q 2016 and 2Q 2015. See reconciliation of GAAP to non-GAAP financial measures on slides 31 to 33.



Income taxes

(in millions)
Income taxes

Income tax rate

2Q 2016

$25.9

23.1%

2Q 2015

$14.5

15.9%

Tax rate of 23.1% exceeded 15.9% in 2Q 2015

Both periods impacted by favorable discrete tax items; greater impact in 2Q 2015 than 2Q 2016

For 2016, absent additional discrete tax items in 2H 2016, expect tax rate of 27% to 28%



Income from unconsolidated operations

(in millions) 20Q 2016 20Q 2015

Income from unconsolidated

operations $7.7 $7.4

Fav (Unfav)
Change

4%

Despite unfavorable currency exchange rates, income from unconsolidated operations rose from

year-ago period

Strong underlying performance led by joint venture in Mexico which grew sales 7% year-to-date

excluding the impact of currency

For FY 2016, expect income from unconsolidated operations to be down about 10%



Earnings per share

Earnings per share

Adjusted earnings per share*

Growth in adjusted operating income

Higher tax rate

Change in adjusted EPS*

2Q2016 | 20Q 2015

$0.73 $0.65
$0.75 $0.75

$0.04

(0.04)
$0.00

Fav(Unfav)
Change

12%
0%

Adjusted earnings per share comparable to year-ago period

Higher adjusted operating income offset by higher tax rate

Year-to-year comparison includes unfavorable currency impact

* Adjusted earnings per share excludes the impact of items affecting comparability in 2Q 2016 and 2Q 2015.
See reconciliation of GAAP to non-GAAP financial measures on slides 31 to 33.



Balance sheet and cash flow

Year-to-date cash flow from operations of $213 million compared to $186 million in
year-ago period

Mainly due to Increase in net income
Returned $210 million of cash to shareholders through dividends and share repurchases

At May 31, 2016, $469 million remained on $600 million share repurchase authorization

Balance sheet remains strong and well-positioned to fund investments to drive growth



2016 Financial outlook

Sales growth in constant currency
Impact of acquistions 2% to 3%, pricing 1% - 2%

Adjusted operating income increase*
CCland additional cost savings
Material cost inflation
Gross profit margin increase
Brand marketing increase

Income from unconsolidated operations

Effective tax rate

Adjusted earnings per share **
Growth from 2015 adjusted EPS of $3.48, excluding currency
Shares outstanding

Capital expenditures

higher end 4% to 6%

9% to 11%
$100M - $110M
low single digit
higher end 50-100 bps
approximately $20M
down 10%
27% to 28%

higher end $3.68 - $3.75
higher end 9% to 11%
2% reduction
$150-$160M

Including currency impact

higher end 1% to 3%

6% to 8%

higher end 6% to 8%

* From adjusted operating income of $614 million in 2015. See reconciliation of GAAP to non-GAAP financial measures on

slides 31 to 33.

** Adjusted EPS guidance excludes the approximately $0.05 impact of projected special charges to be recorded in 2016.
See reconciliation of GAAP to non-GAAP financial metrics on slides 31 to 33.






Non-GAAP Financial Measures
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Non-GAAP Financial Measures
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Non-GAAP Financial Measures
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