
McCormick & Company, Inc.

Mighty Morphing Stock Exchangers

McCormick is a global leader in flavor. We have built a portfolio 
of high quality, innovative flavor brands that enhance people’s 
enjoyment of food all around the world. Our success is driven by 
our employees and the collaborative culture that we have estab-
lished and sustained over many years. In today’s challenging 
economic environment, this has led to another year of solid 
growth and strong financial results for our shareholders. 

These five pillars are the foundation of our business and the ingredients behind our success.

There is something 
inspiring about work-
ing at McCormick.  
We foster a culture of 
respect, recognition, 
inclusion and collab-
oration based on the 
highest ethical stan-
dards. Our engaged 
employees are catalysts 
for innovation and  
a source of support  
for the communities 
where we operate.

Power of
People™

We are committed  
to making food taste 
great. People all around 
the world trust us to 
enhance their enjoyment 
of life by helping them 
create memorable food 
experiences—in or  
outside the home. We 
have substantial and 
sustained investment  
in the art and science 
of flavor.

Passion for
Flavor™

Our unrivaled focus  
on quality sets us 
apart. We are leaders 
in global sourcing and 
have years of experience 
with local growers that 
ensure high quality 
spices, herbs and other 
crops. These world-
class standards extend 
to our internal process-
ing and throughout our 
global supply chain.

Taste You 
Trust™

We are committed to 
achieving a superior 
level of performance  
in everything we do. 
This is especially  
true in the financial 
realm where we have 
achieved double-digit 
compound annual EPS 
growth over 10 years, 
generated strong cash 
flow and delivered  
dividend increases for 
26 consecutive years.

Delivering 
High Performance

Our high quality prod-
ucts not only make 
food taste better, they 
often make food better 
for you. Building on 
this inherent goodness, 
we are developing ways 
that flavors can be 
used to create more 
healthy eating options.

Inspiring 
Healthy Choices
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Background/Products

Global Leader in Flavor

• spices, seasoning mixes, condiments, packaged foods, etc.

McCormick & Co. Incorporated in 1915

9,000 full-time employees worldwide
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Growth Opportunites

Expanded Distribution

Shifting Demographics

Acquisitions

Product Innovation

Emerging Markets

 Our Company’s success is also built on trust. Consumers 

and customers count on McCormick for high quality and 

safe products. We monitor quality throughout our supply 

chain and are a leader in developing industry best practices. 

We are also a leader in responding to consumer interest in 

health. In 2011, we celebrated the five year anniversary  

of the McCormick Science Institute. This independent 

institute is led by nutrition scientists, and its mission is to 

support scientific research and disseminate information  

on the health properties of culinary herbs and spices.

 Our interest in quality and health extends to our environ-

mental sustainability efforts. We have internal goals and 

measurements to monitor our environmental impact. In the 

first phase of our program, we achieved reductions between 

17% and 26% in our global water usage, greenhouse gas 

emissions, solid waste and electricity on a per unit basis, 

and, in 2011, set goals for the next five years.

Looking Forward

McCormick’s Board and leadership team are directing our 

strategy and setting our course for growth. In 2011, we 

continued to build the skills and talent of our organization.

 We continue to align our global organization to support 

our growth. Mark Timbie was named President, Consumer 

Foods Americas and Chief Administrative Officer, expand-

ing his role to include responsibility for several key func-

tional areas. With the addition of responsibility for our 

industrial business in Canada, Chuck Langmead was 

named President, Industrial Foods Americas.

 To recognize the importance of the science behind  

our flavors, we created the role of Chief Science Officer. 

Dr. Hamed Faridi was promoted to this role as a result of 

his vision, leadership and contributions at McCormick.  

As part of the development of our financial team, Mike 

Smith was promoted to the executive office of Vice 

President—Treasury and Investor Relations.

 I want to welcome the new employees that have joined 

McCormick in 2011—from Kamis and Kohinoor, as well  

as other parts of our organization. In particular, I want to 

recognize and thank all of our employees for their role  

in successfully building our business.

 Thanks also to you, our shareholders, for your support 

and confidence. We share your desire to grow the value of 

your investment in our Company.

Alan D. Wilson

Chairman, President & CEO

New products launched in 
the past three years added 
9% to 2011 net sales.
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Raw Materials

• Dairy Products, pepper, garlic, onion, capsicums, soybean 
oils, and wheat

• Joint ventures/ strategic alliances with over 150 suppliers 
(India/Indonesia)

• Working with sources

• Environmental incentives part of CCI Program 

• $65mil in cost savings in 2011
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Acquistions

• Kamis

• Extends brands in Europe, Middle East and 
Africa 

• Kohinoor (85% Interest)

• 350,000 retail outlets in India

 Established in 1991

 Kamis is a leading brand of spices, seasonings and
mustards in Poland

 Modern production facility near Warsaw, Poland and
subsidiaries in Russia, Romania and Ukraine

 Export into other Eastern and Central European
countries

 Provides consumers a range of products from
premium (Kamis brand) to value-priced (Galeo brand
and private label)

1 of 2 

Business Description

 Establishes foothold with leading brand in one of the 
strongest and largest economies in Eastern Europe 

 Extends McCormick portfolio of leading brands in
Europe, Middle East and Africa

 Part of McCormick’s strategy to grow in emerging and
fast-growing markets

Strategic Rationale for Acquisition

 Acquisition price 830 million Polish zloty ($286 million
U.S. Dollars) cash to acquire Kamis S.A.; financed
through debt and cash

 Seller is retaining carve-out of tea business

 Purchase price is 12 to 13x EBITDA

 Adds 3% to sales in year 1; accretive to EPS in 2012
by approximately $0.06

 Transaction costs of $5 million

Agreement Overview and Financial Impact

 Sales growth at mid single-digit rate

 Annual sales approximately           
300 million Polish zloty ($103 million 
in U.S. Dollars)

 Geographic distribution of sales:

● 80% Poland

● 13% Russia

● 7% Romania, Ukraine, other

 Product distribution of sales:

● 75% spices and seasonings 

● 15% mustards, other wet                        
products

● 10% industrial products

 Category share in Poland

● 45% spices and seasonings

● 30% mustard

Net Sales

Kamis Fact Sheet 
September 2011
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Strength in Brand Names

McCormick & Company, Incorporated
18 Loveton Circle, Sparks, Maryland 21152-6000 U.S.A. 

410-771-7301  www.mccormickcorporation.com

Be
rt
ie
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Sales Distribution

Major sales distributed in North American 
and Europe

Additional facilities in China, Australia, 
Mexico, India, Singapore, Central 
America, Thailand, and South Africa

New Distribution to dollar stores, 
warehouse clubs, and drug store chains

Financial Highlights
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 Asia/Pacific 5%
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Segment and Region 

0.0

0.5

1.0

1.5

2.0

2.5

3.0

CONSUMER BUSINESS
 Americas 43% 
 Europe, Middle East and Africa 13%
 Asia/Pacific 3%

For the year ended November 30 (millions except per share data) 2011 2010 % Change

Net sales $ 3,697.6 $ 3,336.8 10.8%
Gross profit 1,522.5 1,417.7  7.4%
 Gross profit margin 41.2% 42.5%
Operating income 540.3 509.8  6.0%
 Operating income margin 14.6% 15.3%
Net income 374.2 370.2  1.0%
Earnings per share—diluted 2.79 2.75  1.5%
Dividends paid 148.5 138.2 7.5%
Dividends paid per share 1.12 1.04  7.7%

We are providing below certain non-GAAP financial results for 2010 excluding items affecting comparability. The details of these adjustments 
are provided in the Non-GAAP Financial Measures of the Management Discussion & Analysis on page 34.

2011 2010 % Change

Adjusted net income $ 374.2 $ 356.3  5.0%
Adjusted earnings per share—diluted 2.79 2.65  5.3%
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Marketing Channels

• Direct Sales (online)

• Brokers

• Wholesalers

• Distributers

• Growth in:

• Dollar stores, warehouse clubs, drug stores, and grocery 
retailers

First Retail Location
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Digital Marketing
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Business segments

Consumer

• 59% of sales

• 110+ countries

• More than 250 brands 
domestically

Industrial

• 21% operating income

• Direct/Indirect 
Distribution

• Established relationships
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Dividends

Paid every year since 1925

Increased consecutively for last 26 years

Financial Highlights
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 3 Year Default
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6 Year Default

Friday, February 10, 12



10 Year Default
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Kill it!
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Safety
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Conclusion

Sustainable Competitive Advantage

Fully Valued and steadily growing
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Recommendation

Put-option with $50 strike price and $0.50 
premium
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