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3M
Forward-Looking Statements

This presentation contains forward-looking information about 3M’s financial results and estimates and business prospects 
that involve substantial risks and uncertainties. You can identify these statements by the use of words such as “anticipate,”

“estimate,” “expect,” “project,” “intend,” “plan,” “believe,” “will,” “target,” “forecast” and other words and terms of similar 
i  i  ti  ith  di i  f f t  ti   fi i l f   b i  l   t  meaning in connection with any discussion of future operating or financial performance or business plans or prospects. 

Among the factors that could cause actual results to differ materially are the following: (1) worldwide economic and capital 
markets conditions and other factors beyond the Company’s control, including natural and other disasters affecting the 

operations of the Company or its customers and suppliers; (2) the Company’s credit ratings and its cost of capital; 
(3) competitive conditions and customer preferences; (4) foreign currency exchange rates and fluctuations in those rates; ( ) p p ; ( ) g y g ;

(5) the timing and market acceptance of new product offerings; (6) the availability and cost of purchased components, 
compounds, raw materials and energy (including oil and natural gas and their derivatives) due to shortages, increased 

demand or supply interruptions (including those caused by natural and other disasters and other events); (7) the impact of 
acquisitions, strategic alliances, divestitures, and other unusual events resulting from portfolio management actions and 

other evolving business strategies  and possible organizational restructuring; (8) generating fewer productivity other evolving business strategies, and possible organizational restructuring; (8) generating fewer productivity 
improvements than estimated; (9) security breaches and other disruptions to the Company’s information technology 

infrastructure; and (10) legal proceedings, including significant developments that could occur in the legal and regulatory 
proceedings described in the company’s Annual Report on Form 10-K for the year ended December 31, 2011 and its 
subsequent quarterly reports on Form 10-Q (the "Reports"). Changes in such assumptions or factors could produce 
significantly different results. A further description of these factors is located in the Reports under “Cautionary Note 

Concerning Factors That May Affect Future Results” and “Risk Factors” in Part I, Items 1 and 1A (Annual Report) and in 
Part I, Item 2 and Part II, Item 1A (Quarterly Report). The information contained in this presentation is as of the date 

indicated. The company assumes no obligation to update any forward-looking statements contained in this presentation as 
a result of new information or future events or developments
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a result of new information or future events or developments.



3M
Strong Portfolio Spans All Geographies and Businesses

Gl b l S l  f $30 Billi  i  2011

Latin America/Canada Electro & Communications11%11%

Global Sales of $30 Billion in 2011

Europe
23%

11% Display & Graphics

Safety, Security & Protection Svcs

12%

13%
24%

Asia Pacific
H lth C17%

14% Consumer & Office

31%

U S 35% I d t i l & T t ti

Health Care17%

34%U.S. 35% Industrial & Transportation

B  B i

33%

B  G h

34%
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By BusinessBy Geography



3M
Six Market-Leading, Global Businesses

Gl b l S l  f $30 Billi  i  2011

Cons mer & 
Safety, Security

Global Sales of $30 Billion in 2011

20% Margins20% Margins21% Margins21% Margins

Consumer & 
Office
$4.2B

Display & 
G hi

& Protection 
Services

$3.8B

22% M i22% M iGraphics
$3.7B

Electro & 
Communications

Industrial & 
Transportation

$10.1B

22% Margins22% Margins

Communications
$3.3B

Health Care
$5.0B

22% Margins22% Margins20% Margins20% Margins

30% Margins30% Margins

4
© 2012 3M. All Rights Reserved. Bernstein Strategic Decisions Conference 2012

Strong portfolio generating premium returns



3M
Global Capability, Local Execution

Europe/MEA

United States
$10 0B l

Europe/MEA
$7.1B sales

$1.2B op income     16% margins
62 plants     12 R&D labs

20,000 employees
$10.0B sales

$1.6B op income     16% margins
83 plants     2 R&D labs

33,000 employees

, p y

Asia Pacific
$9.1B sales

$2.5B op income     28% margins
40 plants     12 R&D labs40 plants     12 R&D labs

18,000 employeesLatin America/Canada
$3.4B sales

$0.9B op income     26% margins
28 plants     8 R&D labs28 plants     8 R&D labs

13,000 employees
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Driving progress around the world



3M
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Double-Digit EPS Growth Over the Past Decade
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GAAP EPS EPS excluding pharma
All amounts exclude specialty pharma business, which was divested in 2006/2007; EPS increased 12% CAGR excluding pharma. Refer to 
appendix for non-GAAP financial measures discussion.
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GAAP EPS has grown 11% CAGR over last decade



3M
3M’s Business Model Produces Premium Returns

25%28%
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Driving superior, consistent levels of operational excellence
* All amounts exclude specialty pharma business, which was divested in 2006/2007; see appendix for explanation of non-GAAP items



3M
Total Sales Have Grown 7.4% Annually Since 2002

$30

(in $Billions)

$25
Organic volume 

growth = 1.5X WW IPI

$20

$10

$15

$10
2002 2003 2004 2005 2006 2007 2008 2009 2010 2011
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Expanding relevance to customers and our presence in the marketplace
* All amounts exclude specialty pharma business, which was divested in 2006/2007; see appendix for explanation of non-GAAP items



3M
Developing Countries Essential to Our Success

$12
(Sales to Developing Countries, in $Billions)

$8

$10
$10.0B

34% of 3M Total
15%

$4

$6
15%

CAGR

$0

$2 $2.9B
19% of 3M Total

$0
2002 2011
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* All amounts exclude specialty pharma business, which was divested in 2006/2007; see appendix for explanation of non-GAAP items

Greater growth through focus and increased investment



3M
Delivering Long-Term Value to Shareholders

($B) 120%$5 For the 10-year period 2002-2011:

$3.7 $3.7

$4.6
$4.3

80%

100%$4
 $17 billion in gross share 

repurchases, $13 billion in 
cash dividends paid

$1.9

$2.9 $3.0

$2.4

40%

60%

$2

$3

 Returned 90% of net income to 
shareholders via a combination 
of cash dividends and gross $

$1.7
$1.4

0%

20%

40%

$0

$1

of cash dividends and gross 
share repurchases

 54 consecutive years of 0%$0
2002 2003 2004 2005 2006 2007 2008 2009 2010 2011

Total Cash to Shareholders % of Net Income

54 consecutive years of 
dividend increases

 Have paid dividends without 
interruption for 95 years
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interruption for 95 years



3M
Off to a Good Start in 2012
Q1 Results Driven by Strength in Industrial-Related BusinessesQ1 Results Driven by Strength in Industrial Related Businesses

 GAAP EPS of $1.59, up 7% YOY; includes $0.04 per share charge for voluntary 
early retirement program and selective restructuring actionsearly retirement program and selective restructuring actions

 Q1 2012 operating income of $1.6 billion, up 3.5% YOY
― Operating margins of 21.8%, up 20 bps YOY  
― 20%+ operating margins in 5 of 6 business segments
― Strong factory performance, driven by LEAN
― Costs under good control; actions were well-underway beginning H2 2011

 Q1 2012 sales of $7.5 billion, up 2.4%
― Increases in industrial, safety, consumer and health care

Declines in electronics related businesses― Declines in electronics-related businesses

 Returned nearly $1.0 billion to shareholders via dividends and share repurchases
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Maintaining firm discipline, and accelerating investment 
in key growth areas



3M
Continuing to Build for the Future

 Formed new businesses to expand relevance in key verticals
― Natural resource management and extraction, aerospace, defense markets

 Consolidated businesses to gain scale and improve relevance to customers
― Security systems with track and tracey y
― Office supplies with stationery products

 Accelerating investments in key areas
E i  k t  Chi  I di  L ti  A i― Emerging markets – China, India, Latin America

― Health care, personal safety

 Enhancing technology platforms
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Strong operating efficiency creates opportunity for added investment



3M
Customer-Inspired Innovation

Ensure Global Ensure Global 
Leverage of 

Technology and 
New Product 

Pipeline

Enhance and
Expand 3M’s 

R&D Platforms
Sustain NPVI
Momentum

p

Drive Customer
Engagement and 

Improve Local Improve Local 
Penetration
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Driving continued growth, profitability and ROIC



3M

R l t M k t

Advanced Composites
Relevant Markets
 Dental
 Aerospace

Power transmission  Power transmission 
 Automotive 
 Oil & gas
M k t N dMarket Needs
 Unique strength, toughness 

and performance requirements
 Weight reduction and improved  Weight reduction and improved 

fuel efficiency in autos
 Lower-cost, higher-performance 

materials
Potential 3M Solutions
 Surface-modified nanoparticles

that improve strength and durability
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p g y
 Hollow glass microspheres to reduce 

weight and strengthen plastics



3M

R l t M k t

Advanced Lighting
Relevant Markets
 Luminaires
 Artificial lighting

Lighting components Lighting components
Market Needs
 LED technology improvement

E  ffi i Energy efficiency
 Improved aesthetics
 Unique design
Potential 3M Solutions
 Films to enhance reflectivity
 Lightweight, highly efficient 

luminairesluminaires
 Sustainable day lighting
 Advanced materials to 

increase design flexibility
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increase design flexibility



3M
New Business Formed in April:
Mining, Oil and Gas Solutions DivisionMining, Oil and Gas Solutions Division

Solving Key Industry 
Challenges 

By Directing R&D Toward 
Key Application Areas

Reduce Cost Increase 
Productivity

Integrated 
Safety, Site 

Management 
Power and 

Lighting

Challenges Key Application Areas

Productivity

Improve Safety Environmental 
St d hi

Management 
and Automation

Lighting

Water
M t

Minerals 
P iImprove Safety Stewardship Management Processing

EnvironmentalPower and 
Lighting ManagementLighting 

Solutions
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Significant opportunity for 3M…focusing on what matters most to the industry



3M
Poised for Future Success

 Strong, diverse and global portfolio
 Global capability, local execution
 Innovation at the center of our plan
 Driving superior, consistent levels of operational excellence
 Balance sheet and cash generation strong
 Long record of returns to shareholders

Driving for double-digit earnings growth, premium returns 
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and accelerated sales improvement



3M
Appendix
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3M
Industrial & Transportation

Personal 
2011 Sales By Business

($M) 2009 2010 2011 CAGR
Sales $7,120 $8,429 $10,073 19%
GAAP Operating Income $1,230 $1,754 $2,057 29%

Adhesives 
& Tapes 

32%Energy & 

Liquid 
Filtration 

6%

Renewable Energy    4%Personal 
Hygiene

7%

p g
GAAP Operating Margin 17.3% 20.8% 20.4%

With Leading Market Positions In:
― Industrial abrasives Abrasives 

Energy & 
Adv Mtls 

8%

Industrial abrasives
― Auto body repair solutions
― Car care DIY
― Structural adhesive and tapes

14%

Transportation  
29%

2011 Sales By Geography Structural adhesive and tapes
― Filtration and purification systems
― Specialty additives
― Tapes and fasteners for personal hygiene products

U.S.
33%

Europe 
25%

LAC  12%

y g p y

p p yg p 25%
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APAC
30%



3M
Health Care

2011 Sales By Business

Drug 
Delivery 

10%

Health 
Info Sys 

10% Infection 
Prevention

29%

Food Safety   4%
($M) 2009 2010 2011 CAGR
Sales $4,282 $4,513 $5,031 8%
GAAP Operating Income $1,347 $1,362 $1,489 5%

Skin & 

10%
p g

GAAP Operating Margin 31.4% 30.2% 29.6%

With Leading Market Positions In:
― Skin and wound care (transparent IV dressings tapes)

Oral Care 
26%

Skin & 
Wound 

21%

Skin and wound care (transparent IV dressings tapes)
― Infection prevention (auscultation specialty drapes  

surgical clippers)
― Oral care solutions 2011 Sales By Geography 

U.S. 
43%Europe 

32%

― Coding and reimbursement software
― Drug delivery (inhalation systems)
― Food safety indicator solutions

y g p y
LAC   10%
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APAC   15%



3M
Display & Graphics

2011 Sales By Business
Architectural Markets   

Optical 

Mobile Interactive
Solutions 

5%
($M) 2009 2010 2011 CAGR
Sales $3,132 $3,884 $3,674 8%
GAAP Operating Income $590 $946 $788 16% Commercial 

Graphics 

Architectural Markets   
4%

Optical 
42%

p g
GAAP Operating Margin 18.8% 24.4% 21.5%

With Leading Market Positions In:
― Reflective signage for highway and construction safety 

Graphics 
21%

Reflective signage for highway and construction safety 
and license plates

― Light management films that enhance brightness and 
provide energy efficiency in liquid crystal displays (LCD) 2011 Sales By Geography 

Traffic Safety 
28%

― Premium large format graphic films for advertising and 
fleet signage

― Mobile projection systems 

U.S. 
19%Europe 

15%

LAC   7%
y g p y

APAC 
59%
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3M

P t  Mtl  

Consumer & Office
2011 Sales By Business

Home 
C  

Prot. Mtls. 
& 

Consumer 
HC 11%

($M) 2009 2010 2011 CAGR
Sales $3,471 $3,853 $4,153 9%
GAAP Operating Income $748 $840 $840 6%

Office and 
Stationery 38%

Prot Mtls & Consumer HC 
11%

Care 
22%

p g
GAAP Operating Margin 21.5% 21.8% 20.2%

With Leading Market Positions In:
― Consumer tapes

DIY 29%

Consumer tapes
― Repositionable notes
― Home air filtration
― Cleaning products for the home 2011 Sales By Geography 

U.S.
Europe

14%

LAC 13%
Cleaning products for the home

― Consumer bandages braces and supports
― Retail abrasives

y g p y

55%
14%
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APAC
18%



3M
Safety, Security & Protection Services

Infrastructure Protection
2011 Sales By Business

($M) 2009 2010 2011 CAGR
Sales $3,076 $3,316 $3,821 11%
GAAP Operating Income $728 $709 $814 6%

Personal 
Protection 

EquipSecurity & 
RFID 

Roofing 
Granules 

7%

Infrastructure Protection
7%

With Leading Market Positions In:
― Respiratory protection

p g
GAAP Operating Margin 23.7% 21.4% 21.3%

q p
55%RFID 

15%

Respiratory protection
― Hearing and eye protection
― Roofing granules for asphalt shingles
― Automated library systems

Building 
Svcs 
16%

2011 Sales By Geography 

U.S. 
35%Europe 

31%

Automated library systems
― Personal identification issuance and authentication products
― Building safety solutions

LAC   15%
y g p y
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APAC   19%



3M
Electro & Communications

2011 Sales By Business

($M) 2009 2010 2011 CAGR
Sales $2,387 $3,043 $3,306 18%
GAAP Operating Income $351 $670 $712 42%

Telecom & Other
19% Electronics 

50%

El t i l 

p g
GAAP Operating Margin 14.7% 22.0% 21.5%

With Leading Market Positions In:
― Optically clear adhesives NovecTM fluorochemicals and transport Electrical 

Markets
31%

Optically clear adhesives NovecTM fluorochemicals and transport 
solutions for electronic components

― Printer flexible circuits
― Electrical vinyl rubber and mastic tapes 2011 Sales By Geography 
― Medium voltage cable accessories, OEM insulation tapes
― Telecommunications copper splicing 
― Fiber splicing/connectivity 

U.S.
22%

Europe
18%

LAC   9%
y g p y

APAC 
51%

25
© 2012 3M. All Rights Reserved. Bernstein Strategic Decisions Conference 2012



3M
Non-GAAP Financial Measures

3M Company and Subsidiaries 
SUPPLEMENTAL CONSOLIDATED INFORMATION 

NON-GAAP FINANCIAL MEASURES 
(Unaudited) 

In addition to reporting financial results in accordance with U.S. generally accepted accounting principles 

 

(GAAP), the company also provides non-GAAP measures that exclude certain items. Operating income, 
diluted earnings per share, and other measures that exclude certain items are not in accordance with, nor are 
they a substitute for, GAAP measures. Certain items represent significant charges or credits that are 
important to an understanding of the company’s ongoing operations. The company uses these non-GAAP 
measures to evaluate and manage the company’s operations. The company believes that discussion of 
results excluding certain items provides a useful analysis of ongoing operating trends. The determination of 
these items may not be comparable to similarly titled measures used by other companies. In addition, in 
certain cases, the Company has provided disaggregated information (without Pharmaceuticals business, 
which was divested in 2006 and 2007) that the Company believes provides useful information. In addition, 

The Company also uses non-GAAP measures to facilitate better understanding of components of sales 
growth. The Company may use organic volume growth or organic local-currency sales growth (which 
includes organic volume and selling price changes) as an indication of its economic growth. Organic local-
currency sales growth excludes the impact of translation or currency exchange rates, and also excludes 
acquisition and divestiture impacts. In previous quarterly earnings releases and Form 10-Q and 10-K 
filings the Company has reconciled the components of historical reported sales to total sales growth) p y p

in certain cases, the Optical business is also excluded to more clearly show the impact of Optical on 3M’s 
results.  

Where these items are presented with respect to diluted earnings per share, 3M also provides the GAAP 
number for comparison purposes. 

The below tables show the impact of excluding Pharmaceutical sales from 3M total reported sales and also 
shows the impact on operating income and operating income margins of excluding pharmaceuticals.  

filings, the Company has reconciled the components of historical reported sales to total sales growth, 
including the impact of translation or currency exchange rates, acquisitions and divestitures.   

The Company uses non-GAAP measures to focus on shareholder value creation.  3M uses Return on 
Invested Capital, defined as after-tax operating income divided by average operating capital. This measure 
excludes the impact of the Pharmaceuticals business on year 2007 and prior historical results. These 
measures are not recognized under U.S. generally accepted accounting principles and may not be 
comparable to similarly titled measures used by other companies
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comparable to similarly titled measures used by other companies.
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