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Forward-looking statement

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 authorization.

»

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 factors such as: damage to our reputation or brand name; loss of brand relevance; increased private label
use; product quality, labeling, or safety concerns; negative publicity about our products; business interruptions due to natural disasters or unexpected events; actions by, and
the financial condition of, competitors and customers; our inability to achieve expected and/or needed cost savings or margin improvements; the lack of successful
acquisition and integration of new businesses; issues affecting our supply chain and raw materials, including fluctuations in the cost and availability of raw and packaging
materials; government regulation, and changes in legal and regulatory requirements and enforcement practices; global economic and financial conditions generally,
including the availability of financing, and interest and inflation rates; the investment return on retirement plan assets, and the costs associated with pension obligations;
foreign currency fluctuations; the stability of credit and capital markets; risks associated with our information technology systems, the threat of data breaches and cyber
attacks; volatility in our effective tax rate; climate change; infringement of our intellectual property rights, and those of customers; litigation, legal and administrative
proceedings; and other risks described in the company’s 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. Unless otherwise indicated herein, information
provided in these materials represents our consolidated business activities consistent with the standards of US GAAP and does not represent any of the activities of any one
particular legal entity that is part of the consolidated enterprise.

PelLormish Bungs Paosion to Plonor” ll’c®
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2015 Results: Sales growth

v" Building base business

O v" Innovating
O v’ Expanding distribution

Constant currency increase v" Acquiring new businesses

Percentage change in sales expressed on a constant currency
basis excludes the impact of currency. See 2015 Form 10K
reconciliation of GAAP to non-GAAP financial results.

MW Proson o Flovor “’Q
McCORMICK




2015 Results: Adjusted operating income

v’ Higher sales

v’ $98M cost savings
v’ Brand marketing up 6%

Constant currency Increase

Percentage change in adjusted operating income in constant
currency excludes the impact of currency and other items
affecting comparability. See 2015 Form 10K reconciliation of
GAAP to non-GAAP financial results.
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2015 Results: Consumer segment

Sales Adjusted operating income

O v" Higher sales
O v’ Cost savings
v" Material cost inflation

Constant currency Increase

v" Increased brand marketing

Percentage change in sales expressed on a constant currency Percentage change in adjusted operating income in constant currency
basis excludes the impact of currency. See 2015 Form 10K excludes the impact of currency and other items affecting comparability.
reconciliation of GAAP to non-GAAP financial results. See 2015 Form 10K reconciliation of GAAP to non-GAAP financial results.
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2015 Results: Industrial segment

Sales Adjusted operating income

8%1

5%]1

Constant currency increase Constant currency increase

Percentage change in sales expressed on a constant currency Percentage change in adjusted operating income in constant currency
basis excludes the impact of currency. See 2015 Form 10K excludes the impact of currency and other items affecting comparability.
reconciliation of GAAP to non-GAAP financial results. See 2015 Form 10K reconciliation of GAAP to non-GAAP financial results.
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2015 Results: Adjusted earnings per share

2015

2014

Adjusted earnings per share excludes items affecting comparability. See 2015 Form
10K reconciliation of GAAP to non-GAAP financial results.




Cash flow from operations

$600 v" Reached record $590M in
2015
$300 v Improvement in working
capital
. v Balanced use of cash

$ in millions

—wf%@ 7o | T,
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2015 Results: Uses of cash

v" Returned record $351M to shareholders

v 30" consecutive annual dividend increase

MeCORMICK






2016 OQutlook: Sales

Base business

Grow sales

4-6%

In constant currency

Innovation
Expanded distribution

Pricing

D N N N NN

Incremental impact from 2015
acquisitions
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2016 Outlook: Cost savings

v At least $95M in cost savings

v Announced 4-year $400M goal

MeCORMICK



2016 Outlook: Adjusted operating income

9-11%]1

In constant currency

Percentage change from adjusted operating income of $614 million in 2015, excluding the impact of
currency and other items affecting comparability. See 2016 Form 10Q reconciliation of GAAP to non-
GAAP financial results.

McCORMICK




2016 Outlook: Adjusted earnings per share e

$3.68 - $3.75

Projected adjusted earnings per share excludes an estimated $0.03 in special charges. See 2016 Form 10Q reconciliation of
GAAP to non-GAAP information.







2016 First quarter results

Sales Adjusted operating income

LR 12%

In constant currency In constant currency

Percentage change in sales expressed on a constant Percentage change in adjusted operating income in constant currency excludes
currency basis excludes the impact of currency. See the impact of currency and other items affecting comparability. See 2016 Form
Form 10Q reconciliation of GAAP to non-GAAP Form 10Q reconciliation of GAAP to non-GAAP financial results.

financial results.
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2016 First quarter results: Adjusted earnings per share

Adjusted earnings per share excludes items affecting comparability. See
Form 10Q reconciliation of GAAP to non-GAAP financial results.

*
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Long-term financial objectives

Sales growth 4-6%

Operating income 7-9%

Earnings per share 9-11%

wﬁm&%m 1t
McCORMICK




Total annual shareholder return

1-year 26%
S-year 20%

10-year 14%

20-year 13%

Periods ending in February

MW Proson to Flaror” “’Q




Delivering high performance

SR N N N NN

Financially disciplined
Stepped-up cost savings
Investing in growth

Driving sales and profit
Generating significant cash flow

Strong balance sheet
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Great leadership

wﬁm&%m 1t



+McCORMICK

3




U.S. Consumer business

OLD BAY N ZATARAINS
(G, () @

LAWRY’S

‘



Acquisitions

BRAND

AROMATICS

LEGENDARY BAR-B-Q




Global Industrial segment

Custom
lavor

McCORMICK




Right people and right culture
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Global portfolio aligned with direction of today’s consumer

Familiar, recognizable,

and traditional —_

Consistent and reliable...
a good friend

Delicious

Savory,
flavorful

Affordable —
T T— Convenient

High quality @&——

Fresh

w P s 70| TN




Millennials




P

+70% increase in
purchasing power by 2020

ol
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64% of Millennials
“love to cook”




ih it

“'80% of Millennials view

McCormick brand spices as
“best” or “one of the best”
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Global portfolio aligned with today’s consumer

\ DIETARY

GUIDELINES
'X\‘ FOR AMERICANS

USE HERBS EXPLORE ORDER CONTACT
& SPICES NEW RECIPES USDA FOODS VENDORS -

Feature "Flavor Stations” Find large quantity recipes Stretch your budget and Write bid specs that request
in your cafeteria where for school food service on serve nutritious foods by lower sodium options.

students can add seasonings the new recipe Web site, planning your school meals Depending on the brand, a
{without added sodium) that http:/Aww.WhatsCooking. around no-salt-added or food item may have different E ' G H I H E D I I l 0 N
appeal to their tastes. fns.usda.gov. low-sodium USDA Foods. amounts of sodium.

Check out al of our resoutces at the “What's Shaking?” Web site: < " m 4

HTTP://HEALTHYMEALS.NAL.USDA.GOV/WHATSSHAKING -1

), o
Trow®
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HEALTHY EATING
PYRAMID

McCORMICK

SCIENCE ©
INSTI ;U TE By varisty of lood el ibe ohve eversdon)
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(st You Trmst™

OREGANO.

: NO ADDED FILLERS.
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McCORMICK




se
McCormick

PelLormish Bungs Paosion to Plonor” ll’c®

McCORMICK




Our Strategic Roadmap

Drive base business - Develop talent to
Accelerate scalable & match business
differentiated ambitions
innovation Enhance leadership
Expand availability & capability

footprint Generate

Excel in Customer organizational

Intimacy & Consumer capacity to fuel
Insights business growth

PeLormech Brngs Possion to Flowor” ll’c®




Our Strategic Roadmap

- Drive base Growth: Long-term goal 4 — 6%
business

» Accelerate scalable &
differentiated innovation

» Expand availability &
footprint Base Business  New Products Acquisitions

 Excel in Customer Intimacy
& Consumer Insights

wﬁm&%m k.




Drive base business

Ancho Chile an

START WITH PURE FLAVORS. >
END WITH PURE GRATITUDE.

BBQ Brisket S 1 skip>
: - What's in your pantry Do You Own
Pasta? / . A Wok?

08" mme

Vaich 1 Gutconn

¥R 4

S v | o [

Fas =\

k ) Your Current FlavorPrint Profile

PelLormish Bungs Paosion to Plonor” ll’c®




Drive base business

~50

websites globally

European website

Views up 200%

VS year ago

Nid de Paques

55 min ) Facile

\ SRR 4
‘=% A
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Drive base business

McComnck

GOURMET"

GouRM o

PAPRIKA

NTWT1620Z 1459 ©

ALL NATURAL

BASIL

\EFWTON : ‘

e

McCormick

GOURMET”

flew
SRIRACHA

SEASONING

NETWT 23702 (679 ©

Phelormct BW Proson to Flavor™

On-trend Flavor Forecast® - linked flavors

.
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Drive base business

\\ma" PER 2 TSP. MIX
moem | NATURAL

*NoMSG
* No Artificial

Flavors

B0

PHeLormiih Bungs Prosiiom to Flonor” WC®




Drive base business

McCormick |
GOURMET" ° \ TSiye
orGANIC B ‘Mccormlck

GROUND SAIGON S

CINNAMON
ALL NATURAL

PURE
Vanilla

EXTRACT

NETZFLOZ (3 ml)

Organic Non-GMO

w P s 70| TN




Drive base business

ITHIS MILK
ISNO
SUBSTITUTE

w P 70| M.




Drive base business

Flavors - sold individually and
as component of other
products Ingredients

Coatings
Seasonings

Low to high
value-added
flavor

Condiments

Branded Food
Service

.f’mam@“

.
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Drive base business
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Our Strategic Roadmap

New products launched

- Drive base business last 3 years
—> Accelerate scalable Y
& differentiated 8 ()/
innovation O

« Expand availability &

footprint of total company sales

 Excel in Customer Intimacy
& Consumer Insights

Pelormih Buings Prosion to Planor” '-
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Accelerate innovation

18 .

: X
Innovation Centers " o
o ? 4
and Product o 0 ’
Development Labs :

worldwide

MW Proseon o Flavor “’C@
e MeCORMICK




Accelerate innovation

i

i R e
chwart

Chicken

Sauces

: Gravies
avec|with

"D

1) —
/Brl”B’ rov

Smoked

Tray-bake (& Paprika Chicken 53

pouleta RECIPE MIX ¥ > RECIPE MIX
l'espagnol !
Spanish
Chicken

FRANCUSKA & »
ZAPIEKANKA

Z MIESEM MIELONYM

I

METNGE

St
ROANSHHERESONG

J% _> i

Convenient meal solution recipe

Gluten free recipe mixes — U.S.
and Canada

Authentic ethnic cuisine recipe
mixes — U.K.

mixes — Poland

PeLormech Brngs Possion to Flowor” WC®
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Accelerate innovation

?JK'TURAL

PICES

UTEN FREE c i ’ !

£ < A N

McCormick NATURAL :
SPlCES SPICES a
GLUTEN FREE c i McCormick
B ek -

BOURBON

HERB ROASTED
CHICKEN

CHICKEN

NATURALLY FlAVUREl]

Mayonesa

NO %’

SUSEESTION

g-.' SERVES 6+ RUHIEIVAES]

g
UGBS ON

THS8. SAUCE
@..@ SERVES 6  RUARIEIVITE

Pelormmct EW Proseon to Flavor” wc®




Accelerate innovation

\
DO sur. ORGANIC f
NBt0 r!IIIRFEv(o)rE ﬁ 7 ';Irg (; ':1 EI :4

u HI (_ 5

~30 MINUTE -
. =MARINADE

coconut milk
y-

Grill Mates Marinades

Thai Kitchen Organic

Kitchen Basics Organic Coconut Milk

PeLormech Brngs Possion to Flowor” ll’c®




Accelerate innovation

L :
SPICES McCormicke.

Marinade '
in a Bag 6‘\\“ Mates P
SAUCEMIXCINg

gourmet (hkkmi rib KU rcza k

poul.eta:bmltvee ~ 5ANS ; ‘ ': ". ' s SWE[T MESQUITE Smoky Texan
| Al M ¢ LR & CARAMELIZED ONION

8o NATURALLY FLAYORD)_ S,

Garlic & Black Pepper

~SJUIGIER®

BURGERS

France

Australia Poland and

Russia

PeLormech Brngs Possion to Flowor” “’CE




Accelerate innovation

AEABHWUA

ME S A ME/ AbHHLA MEABHMUA

» Abk v
MEAD

AbHWL/ .
- ‘ SEAbHULA
A MEAbHWUA y

P EABHHMUA

MEADBH M MEABHMUA

MOULIN - MOLEN
MOULIN - MOLEN
MOULIN - MOLEN

MEABHHUA

5 D cros; '

|0|\k) !'HI

P TIMUTS RS N ‘E‘BE‘ 3 n

Ducros Gourmet Gourmet pepper Premium grinder in
spice line grinders in France Poland and Russia

PHelovmich Bungs Prssion o Flanor” ]I’c®
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Accelerate innovation

Deco Foot

e

France dessert items
Phelormct EW Proson to Flavor™ wc®

Australia gelatin products




Accelerate innovation

Broad on-trend
Innovation capability
Including:

Beverages

Snacks

Ethnic cuisine
Health and Wellness

’ ™
FlavorCell™

A Technology by 11t

wﬁm&%m 1t




Our Strategic Roadmap

* Drive base business -
» Accelerate scalable & / 3 KA
differentiated innovation L& o
- Expand Target 1 of our sales |, "=
gvfaoll?[glrlil:\}’: growth from acquisitions 2

 Excel in Customer
Intimacy & Consumer
Insights

McCORMICK



Expand availability and footprint

MW Prssion to Flonot” .
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http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwiU44aAn9TKAhUIWz4KHeW2A6MQjRwIBw&url=http://www.eastern.in/&bvm=bv.113034660,d.cWw&psig=AFQjCNHilMyAIOL7hN55XIi8ZzLryNXVLg&ust=1454336284636298

Expand availability and footprint

Great global
acquisition pipeline



Expand availability and footprint

w P s 70| TN



Our Strategic Roadmap

* Drive base business

Category management
differentiated innovation
« Expand availability & tOOIS Spend up 500%

footprint

» Accelerate scalable &

— Excel in Customer over prior vear
Intimacy & 2 /

Consumer
Insights

wﬁm&%m 1t




Excel in Customer Intimacy and Consumer Insights

FrImre oy

MecCormick Oregano Leaves, 0.75 Oz vy wccomick
ssbskss - 1.574 customer reviews | 2 answered questions

’ amazon
p N )

Amazon.com Grocery
2015 Vendor of the Year

" McCormick & Company, Inc

w Prasiors 8> Flunor” WC®
McCORMICK




Excel in Customer Intimacy and Consumer Insights

Ranked Global Flavor

Supplier by 3 top food
and beverage companies

eaLTY

. unA

8 By

Won >80% of new

product briefs with top
industrial customer

‘ IIWPW&%M

.
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Excel in Customer Intimacy and Consumer Insights

o

. PURE
i TASTES

- BETTER

o :}:'{‘_', .__ I LA L il K ::. A

McCORMICK



Our Strategic Roadmap

w Paosiors to Flonor |||
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Accelerate fuel for growth

CCI - Comprehensive s10

. $90
Continuous Improvement 520
$70

$60

= o $50
~$450 million |
IN cost savings since inception -

$10
$0

$ in millions

Annual cost savings

il

2009 2010 2011 2012 2013 2014 2015

Includes cost savings from both CCI and organization and

streamlining actions
w Paosiors to Flonor |||




New CCI 4-year $400M
cost savings target




Our Strategic Roadmap

 Develop talent to match
business ambitions

» Enhance leadership
capability

 Generate organizational
capacity to fuel business
growth

w e | |
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v" Teamwork

v' Engagement

v' Accountability

Y Biigs Prasion @K“h
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Project HUB
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i > /0%

of McCormick brand spices, ALL NATURAL
herbs, extracts in U.S. will be PURE

Non-GMO within one year Vanilla

EXTRACT

@

NETZ FLOZ (53 ml)

.

MeCORMICK
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Our Strategic Roadmap

X

McCormici( 2020 Strat tglc Roadmap
T

“Our Mission is to save the world from boring food”
“McCormick brings the joy of flavor to every day”

Win Share Win with Talent
Drive base business Develop talent to match

Accelerate scalable & business ambitions
differentiated innovation Enhance leadership
Expand availability & capability

footprint Generate organizational
Excel in Customer capacity to fuel business
Intimacy & Consumer growth

Insights

Winning Organization Ways of Working

Faster Decisions Personal Accountability Actionable Insights

A\
\

Leverage the McCormick Shared Values for Competitive Advantage

/ Ethical Behavior + Teamwork + High Performance + Innovation + Concern for One Another = Success\

b |

Phelormct E/w'nﬁm Proson to Flavor™
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Summary

v' Executing on
strategies to win

SRIRAC)
SEASONNG

v Leading in “advantaged”

category: Flavor

v' Becoming higher
performance
organization

‘ .W?’mza%m

.
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