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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 managementAûs 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
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� Every day, no matter where or what you eat, you are likely 
to taste something flavored by McCormick
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� Two thirds of sales are composed of 
branded products with #1 position.
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� 87% say taste is #1

� 69% like to try new flavors

� 53% visit restaurants offering new or 
innovative flavors

� Growing preference for spicy foods 
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� 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
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Source:  Euromonitor
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� 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
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� Herbs, spices and seasonings projected 
to exceed $10 billion by 2015.
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Five quarters of double-digit 
sales growth …      

… with increases in volume / 
product mix for base business
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Sales growth* 9-11%

Operating income 
growth 9-11%

EPS $3.01 - $3.06

* In local currency
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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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* 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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Source: IRI, Nielsen, National Grocery
Dollars 52 wks/e Jan 2012
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� 180 bp increase as a % Consumer business sales 2007-2011
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� 10% of the cost / 90% of the flavor!

Price per 
Serving

Black pepper 4¢

Chili mix 34¢

Jambalaya 33¢
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© Euromonitor International
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� With Lightbox, sales of featured products 
grew 3X faster than digital shopper
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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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� 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”
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� 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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� First All Natural Recipe Mix – global roll-out

� Flavor you can see (spice blend window)

� Restaurant meal variety & quality

� Strong dedicated support
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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 
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� Flavor innovation leveraging 
culinary expertise and brand 
reputation
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� Flavor innovation leveraging 
culinary expertise
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� Launching 250 new consumer products 
in 2012
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� Nearly 2/3 of industrial customers strongly prefer McCormick
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� Goal to achieve 10-12% sales from new products by 2015
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Enter and Increase 
Scale in Emerging 

Markets

Expand Opportunity 
Growth Platforms

Build Share in Core 
Growth Platforms

)�K'�������	2��&�#	(�	*���"	��	�����	$��!��

* Unconsolidated joint venture

*

*

*
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� Consolidated sales in emerging markets expected to be 
nearly 20% of our portfolio in 2015
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� 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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* Total joint venture sales shown (not just McCormickAûs share of sales).
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� Sales of unconsolidated operations in emerging markets 
15% CAGR 2006 -2011
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� Brand support

� Product innovation

� Distribution expansion

� Industrial customers

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

� McCormick’s High 
Performance System

� Global CCI Champions

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