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We live In Interesting times
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We are In a great industry

= \Wide world of flavor

= Make food better
* Romance of spice trade

= Driving spice consumption
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= History and heritage of
spices and flavors

= Makers of memorable food
experiences

= The creative spark behind

new taste innovations P mmm %m -
= Unrivalled thought M == oD

leadership in the world of
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Power of Peaple

= Fortune Best Places to Work (2010)

= Culture of respect, inclusion,
recognition, collaboration

= Qur Values
= Ethical Behavior
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Teamwork

High Performance

Innovation

Concern for One Another
= Success

= Community service and
philanthropy

= Multiple Management Boards
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Natural goodness of herbs & spices

McCormick Science Institute
Sodium reduction commitment

Healthy Weight Commitment
Foundation

Workplace wellness initiatives
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ANTIOXIDANTS
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» Sales Growth
» Category leadership
» Innovation
» Accretive acquisitions

» Comprehensive Continuous

Improvement

» Goal to reduce costs $150 million by 2013

» Shareholder Returns
» 20-year Total Shareholder Return 13%
» Dividends paid every year since 1925
» Double digit compound annual EPS growth

last 10 years

Category share of retail far
exceeds that of next largest
competitive brand

Skfare ' ther

B )
of increase in
a| dividends per share

, 24 consecutive years

(1986-2010)

EPS growth in each of the last 10
years ... in up and down markets

$250
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Global Sourcing Leadership; Global Lab Integrity Comprehensive
Relationships with Local Program Sterilization Treatment
Growers
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Supply Chain Integrity FDA Certified Processes; Quality Obséssed
and Traceability World Class Standards
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Regulatory Focus

* |ndustry Issues

- Melamine, Peanuts, Spinach, etc
= Adulteration

= Political Agenda
— Food Safety Modernization Act

= 24/7 News Cycle

= Consumer Confidence
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Traceabllity

= Growing Issue for Customers and Consumers

= Breadth of Supply Chain
— Geographic
— Number of small farms

— Adjacent crops

 Seeds, Pesticides, Contamination

— Post Harvest Handling
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Food Safety

e Critical Role for ASTA

* Protect the consumer

e Set High Standards

e Consistent regulations

— Educate
— Enforce
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Food Recalls

e 2006
— 250 US recalls

e 2009
— 950 US recalls

* RFR

e Spice related
— Pepper etc

e Better detection
e More Focus
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Impact of Recalls

e “Abundance of Caution”

 Immediate Financial Impact

— Direct and Punitive

* Long term impact on reputation and
goodwill

e Brands are our most valuable assets
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China

»Celery Seed
: . »Chives
_ Netherlands Albania Romania Turkey PaklsFan > Cinnamon/Cassia
Canada Spain France »Caraway Seed >Oregan0 Poland »Coriander / >Anise »Cumin Seedy coriander
»Caraway »Anise »Basil »Chervil »>Rosemary W Seed >Bay Leaves »Dill Seed  »Cumin Seed
»Coriander »Paprika »Chervil  »Poppy Seed >Sage STh PRy »Cumin Seed” Reg Pepper >Fennel Seed
>Mustard  »Rosemary >Fennel Seed >S yme SF | Seed »>Garlic
>Saffron  »>Rosemary avory Hungary G >Oen32noee >Ginger
: »>Paprika Greece re »>Onion
USA J iiavory Croatia >Poppy Seed »>Oregan >Poppy See >Oregano
> Cilantrg arrago > Sage >Sage >Parsley
»Mint \ »>Red Pepper
>Parsley »Shallots
»Paprika : o R\ »Star Anise
>Tarragon et (Ocedn Iy, .‘- i 8 .?\, ;?sz?:]z\:\lls.n Pepper
: SR E
> Garlic Spd >White Pepper
Mexico  Vietnam
»Allspice »Black Pepper
»Ancho Chile »White Pepper
»Oregano »Cinnamon
>Vanillabeans | N\ ¢ A et _ Thailand
Guatemalat >Lemongrass
Hondu_ras ‘ > Turmeric
>Allsp|c:e 8 Malaysia
Jamaica— »Cloves (Pedang)
»>Allspice »Black Pepper
»Kola Nuts T (Sarawak)
. °l9 |4 X
West Indles/ o VN | >White Pepper
(Granada) e Ol Y (Sarawak)
»>Mace ! Tonga
»>Nutme »>Vanilla
Tahiti beans
>Vanilla i S e NG Indonesia
beans ol Dl S I o I sle »Cinnamon
Peru »>Cloves
»>Paprika _ Sri Lanka >Mace
> Turmeri Morocc Ivory Coast >Vanilla »Cinnamo >Nutmeg
) »Coriander & Cameroon Egypt beans India »>Vanilla Beans
Brazil »Fenugreek »Kola Nuts > Anise comoros *Malabar mdamom (Bali, Java)
»Arrowroot »>Oregano >Basil  vanilla Bea (S. India) S Celer Seed >Black pepper
>Cloves >Parsley o >Caraway 3 Cloves »>Black Pepper >Cumix Seed (Lampong)
>Black Pepper ~ >Rosemary Nigeria = coriander >Turmeric  J So'e 27 Australis White Pepper
»White Pepper ~ >Thyme >Ginger  »pilweed Madagascar ¢ . ojjes>Cumin  Fenmel Seed > Popgy | (MUntok)
=eychelles - ppy
»Fennel seed> Cloves > Cinnamor? Ginger >Fenugreek  Seed
>Marjoram  »Vanilla Beans Celery Seed ee

»>Mint flakes

»Nutmeg
»Red Pepper
»>Vanilla Beans
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ASTA’s Role

= Proactive for all members
» Raise bar for industry

= Engage Directly with FDA
* Thought Leadership

= Education

= One voice for industry
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Thought Leadership

= Drive for consistency
— Global standards
— Regulations between countries

= Solutions based on science
= Positive Collaboration

= Play by the rules

= We all have a role
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= Consumption of spices has Cumin

grown almost 3 times as fast

as population growth e

= Today’s pantry consists of

about 40 spices, compared to
less than 10 in the 1950’s

Chili Powder

= About 1/3 watch cooking
shows regularly

Red Pepper

= Nearly 2/3 like to get creative bl
with the food they cook o

0% 20% 40% 60% 80%

5 year increase
USDA Consumption Data; Lawry’s “What’s Your Flavor?” Survey

McCormack w Passion to Flavor™
- -

||3

McCORMICK




TR

e - -]

The Opportunity

 Make products taste better
— Taste drives purchases

 Make products healthier
— Spices replace sodium, fats, sugars

e Inherent goodness of spices
— Natural, health benefits,

« Flavor Adventures
— Convenient, easy, quick

o Affordable
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