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Consumer Insights

A Convergence of Needs & Values

Connie Jones
July 25, 2005
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McCormick’s Confidentiality

The information contained in this presentation is
confidential and proprietary information developed by
McCormick & Company, Incorporated.

Any disclosure, copying, distribution or unauthorized
use of this information without the prior consent d
McCormick is prohibited.
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A Broad View
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Attitudes

« Lifeis ajourney
— Not destination
based

e Loaded with
possibilities
 Practical & realistic

Overall Consumer Mindset

Expectations
e Everything is
available

— Products for my
unigue needs

e | will be considered
Have it now
e Learn from others

o Straight Talk
— Don't try to fool me

McCormick Food Service Division
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What Consumers Are Saying....

* “Me”

 “The Best”

« “Easy”

e “Key Influences " - two important

McCormick Food Service Division




one size does not fit all don’t lie to me

flavor options flavors must be authentic
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“THE BEST”

#3P

one-of-a-kind flavors

flavors entertain me

ethnic flavors

JNSumers say, give me. . . .

PREMIUM ﬁSPIEES
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taste fresh
| know what’s good

| want real flavors

McCormick Food Service Division




Jnsumers say, the . . . .

TKEY
INFLUENCES’

% &

give us oufflavors

must be flavorful &onvenient

traveled, educated & have money 504 for beauty within

| crave flavors from my past organic = authentic flavor

MARETHE DisTINCTION
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| want it now

"‘EASY”

flavors that deeply satis

| will control my life no aftertaste

don’'t make me think

# (

my needs are always changing

flavors for all my family

McCormick Food Service Division
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Convergence
Needs & Values
for
Future Trends







As Americans’ palates continue to

become more sophisticated...

“they’re looking for
new ways to satiate
their passion for food.”
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The National Restaurant Association’s 2005
Restaurant Industry Forecast tells us.....

Nearly 50% of diners
can be categorized as
“*adventurous” or “carefree”.

McCormick Food Service Division




“Avenues of Adventure....

e Restaurants

— Diversity of global cuisine & flavors

e Internet
— blogs and food/cooking web sites

 Magazines & Cookbooks

 Markets & Grocery Stores
— trendy ingredients & products

e TV Chefs
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Taste Matters

Taste Is #1 factor when choosing
food to make/eat at home

Source: NPD Eating Patterns in America 2004
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Three top reasons consumers use
restaurants:

e Treat themselves to flavors and tastes
they cannot duplicate at home

« Socialize with family and friends

e Save time — better use of leisure than
cooking and cleaning

(NRA Restaurant Industry Forecast)
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During past 20 years:

U.S. Consumption

of herbs & spices

has doubled .. more than
one billion pounds in 2003.

%

USDA Import Data & Domestic Spice Production Estimates, 1983-2003

McCormick Food Service Division




MARETHE DisTINCTION

Spice & Herb Consumption - Percentage Growth in U.S . - Past 20 Years

657%

Dried Onion
& Garlic

Cardamom  Coriander Cumin

White Allspice

Pepper

Black Pepper Red Pepper Ginger

USDA Import Data; Domestic Spice Production Estimates, 1983-2003 MecCormick |




What is Fueling Spice Consumption?

« American’s love for heat
— black, red & white pepper, ginger, chilies, mustard, wasabi

« Basic flavors now key cooking ingredients

— black pepper, garlic, onion, oregano & basil
* more than a shake-on

e Global cuisines
— allspice, cardamom, coriander, cumin & more
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Five Flavor Trends to Watch

o Satisfying the Senses
 Healthy Measures

e Location, Location, Location
o Worldly Tastes

 Elevating the Basics

McCormick Food Service Division




Satisfying
the
Senses

Flavors, colors, aromas and textures

combine effortlessly to deliver a true
multi-sensory experience

MARETHE DisTINCTION
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Satisfying the Senses

« Strive for Balance
— Hot & Cooling
— Spicy & Sweet
— Crunchy & Creamy
— Bitter & Salty
— with Enticing Aromas

* Flavors layered to engage and intrigue
— NOT extreme/one dimensional

McCormick Food Service Division




Healthy
Measures

Trend continues toward healthful lifestyles

people seek to improve their overall well-being
 flavor is the key to making healthy dishes enjoyabl e

MARETHE DisTINCTION

McCormick Food Service Division




Healthy Measures

A “Balanced” Approach

— away from fad diets and eating regimes
— buying more nutritious foods

* Whole grains

* Reduced or low-fat

 Fortified with vitamins and minerals

* Reduced and low-calorie

* Sugar-free

* Reduced sodium

* Reduced or low-carbohydrate

* Flavor is Key

— If food doesn’t taste good, people won't eat it, no matter what
the perceived health benefits

MARETHE DisTINCTION

McCormick Food Service Division




Location,
Location,
Location

Chefs and home cooks are seeking

locally grown ingredients and those from

specific locations
« for the ultimate in freshness and premium flavors
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Worldly
Tastes

Exploring international flavors

and North African most popular
Global tastes with familiar foods

MARETHE DisTINCTION

Pan Asian, Latin American, Tuscan, Spanish

¢ sauces, vinaigrettes, spice rubs, dips and more

McCormick Food Service Division




food B waich

Trend Curve: Ethnic Forms and Flavors

Aszian/ndian: LatinMexican:

* Profieroles
* SHUYere

Ernerging
Stage #1

Gaining Popularity
Stage #2

i
i
i
:
|
* Garam Mazala | AsinrArdian * hexican chocolate
I g
* Xy L+ Panko * Churrasoueiras
+ Ponzy Bistro French: e * Tres Leche Cake
* Gyora * Crogue-monsisur |« Tandoor + Caviche
*+ Lyches * Steak fritg | * Black sezame seeds  * &lfaior cookies
* Tamarind * Charcuterie | » Soha Moodles * Habhanern chili
i
i
falian: Greek: ! Walian: Greek:
* Granita + skordlalia Sauce | e Crostats * Tzatzikl
* Arancing + Greek yogurt '« Gnocchi * Meze
*+ Caszsata !+ Panna Cotta
+ Semifreddo Spanish: i s Arrabhiata
* Burrata cheese  * Spanish cheeses : « OrTo
(garrotsa, mahind |« Gianduis _
LatinMexican:  + Malaguets L Panzanslls Spanish:
* Areps REpRers : * Marcong almonds
* Panuchos : * Manchego cheese
* Huaraches :
+ Chii michurti i Bistro French:
i
i
i
i
i
i
i
i
i
i
:
|

Food Watch January 2005

Thiz curve iz a visual represertation of the level of acceptance for & variety of ethnic forms and flavors.

Asian/Indian:

& Wigzaki
* | emon Grass Greek:
* Spring rolls « Coyscous Salkad
*+ Edamame + Baklava
+ Azian blbg
5 Spanish:
Halian: * tapas
+ Reqggiano
* F'Ell'lll'!l _ Bistro French:
= Lrosting

* Gargonzol

Latin Mexic
*+ Chipotle
+ Barbacoa
* Carnitazs

* Bagetie
4 « Creéme bryles
* Gherve

FifH

+ Empanadas

Mainstream
Stage &3

McCormick Food Service Division
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Elevating
the
Basics

As palates become more sophisticated

chefs & home cooks reinventing classic favorites
 to reach new heights in flavor
 looking for uncommon ‘common’ foods

McCormick Food Service Division




Comfort Foods

Among life’s most simple, yet gratifying
Indulgences

* mouthwatering slow-cooked, braised, grilled, baked recipes
provide

— Instant nostalgia
— helps slow down busy lives



Hearty ClassiCS — nNew Heights of Popularity

e Adding “New” to “Old”

— mashed potatoes
« cooked w/bay leaf, wasabi, roasted garlic

— macaroni & cheese
* w/blue or Jack cheese, cilantro, Mexican seasoning blends



Upscale Chefs Reinvent Classics

« Buffalo or Veal Meatloaf
— cooked w/chipotle barbeque sauce

e Savory Bread Pudding
— to accompany rich recipes such as braised duck

* Upscaled Tomato Soup & Grilled Cheese
Sandwiches
— infusing soup w/sherry & creme fraiche
— create sandwich w/Ciabatta bread, Asiago & Fontina cheeses



Classic “Grilling” iIs Elevated

 New Recipe Flavors

— with spice rubs, thick sauces & marinades adding
smoky, sweet & spicy flavors

 New Flavors Being Added to the Coals
— allspice, rosemary, cinnamon & wood chips

* This Timesaver is Still “Hot”!
— 31% households use grill in typical 2 week period

Source: NPD Eating Patterns in America 2004



Flavor Trends Globally

McCormick Europe tells us....



Global Trends

Exotic Styles & Flavour

e Ethnic restaurants
« Ethnic origin of population
e Simplicity & convenience

ealth

Source: McCormick Europe



Top Savoury Ethnic Flavours by Country

SN
USA
~- 1. ltalian

2. Chinese
3. Mexican

UK
1. Indian

2. Chinese

3. Italian

SPAIN

1. ltalian
2. Chinese
3. Traditional

Source: McCormick Europe

SWEDEN

1. Chinese
2. Thai
3. Japanese

GERMANY

1. Chinese
2. Mexican
3. Italian

FRANCE

1. ltalian
2. Traditional
3. Chinese

ITALY
1. Traditional

2. Moroccan
3. Chinese




Global - Emerging Flavours

 Middle Eastern

e North African

e South American
e Thal & Japanese

Source: McCormick Europe



So In summary ......



* Americans are seeking new tastes,

so there has never been a better time
to explore the flavors
that will be gracing their plates.”

McCormick’s Flavor Forecast 2005



Flavor Is the driving force
behind America’s
adventuresome palates.
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