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ABOUT US

THE SHERWIN-WILLIAMS COMPANY WAS FOUNDED BY

Henry Sherwin and Edward Williams in 1866. Today, we are a global
leader in the development, manufacture and sale of coatings and related
products with approximately 33,000 employees and business in 116
countries. We market our products under such well-known brands as
Sherwin-Williams®, Dutch Boy®, Krylon®, Minwax® and Thompson's®
WaterSeal.® We go to market through more than 4,000 company-operated
paint stores and branches around the world, as well as leading mass
merchandisers, home centers, independent paint dealers, hardware stores,
automotive retailers, and industrial distributors. With annual sales of $8.8
billion, we are the largest coatings manufacturer in the United States and
third largest worldwide. For more information, visit www.sherwin.com.

ON THE COVER )

No matter where our customers
work, or what surfaces they’re
coating, Sherwin-Williams
provides innovative solutions
that ensure their success. For
more than 145 years, we’ve
been an industry pioneer in the
development of technologically
advanced paint and coatings
that help beautify and protect
everything from homes and
cars to consumer products

to infrastructure like steel
bridges, in a wide range of
popular colors.
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FINANCIAL HIGHLIGHTS

2011* 2010 2009
Net sales (thousands) $ 8,765,699 $ 7,776,424 $ 7,094,249
Net income (thousands) $ 441,860 $ 462,485 § 435,848
Per common share:
Net Income - diluted $ 414 $ 421 $ 378
Net income - basic $ 4.22 $ 428 $ 3.80
Cash dividends $ 1.46 $ 1.44 $ 1.42
Book value $ 1461 $  15.04 $ 1362
Average common shares outstanding (thousands) 103,471 107,022 113,514
Return on sales 5.0 % 5.9% 6.1%
Return on assets 84% 8.9% 10.1 %
Return on beginning shareholders’ equity 275% 31.0% 27.1 %
Total debt to capitalization 39.6 % 39.4 % 35.4 %
Interest coverage (1) 18.4 x 10.6x 16.6 x
Net operating cash (thousands) $ 735812 $ 706,590 $ 859,186
(1) Ratio of income before income taxes and interest expense to interest expense.
Includes IRS settlement of approximately $75 million, or approximately $.70 per share,
in the year ended December 31, 2011.
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LETTER TO SHAREHOLDERS

From left to right:

John G. Morikis,
President and
Chief Operating Officer

Christopher M. Connor,
Chairman and Chief
Executive Officer

Sean P. Hennessy,
Senior Vice President - Finance
and Chief Financial Officer

WE ARE PLEASED TO REPORT THAT 2011 WAS ANOTHER

record year for The Sherwin-Williams Company. Since 2007, on the eve of
the global recession, volume demand in the markets we serve declined
more than 20 percent and raw material costs spiked nearly 40 percent.
These forces are difficult to overcome, but we focused our efforts on
streamlining our operations and growing market share. Qur financial
results improved, but more importantly our Company grew stronger. Today,
Sherwin-Williams is leaner, more productive and more competitive than at
any time in our recent history.

We finished 2011 with consolidated sales of $8.77 billion, an increase of 12.7 percent
over 2010 and $761 million ahead of our all time revenue peak set in 2007. Income before
taxes grew 9.4 percent to $741.5 million. During the year, we entered into a settlement with
the Internal Revenue Service regarding their audit of our employee stock ownership plan for
the 2003 through 2009 tax years. The settlement, which increased our federal income tax

approximately $75.0 million, or $0.70 per common share, fully resolves all IRS issues relat-

ing to federal and state income taxes, including interest. Diluted net income per common
share, before the effect of this settlement, increased 15 percent to $4.84 per share, eclipsing
our previous EPS record of $4.70 per share.

Strong cash generation and a long-standing practice of returning a significant portion
of operating cash to shareholders are hallmarks of Sherwin-Williams. In 2011, cash from
operations was $736 million, an increase of $29 million over the prior year. The increase
in net operating cash was primarily a result of our disciplined management of working
capital. At year end, our working capital ratio — accounts receivable plus inventories less




accounts payable to sales — was 10.9 percent of

sales compared to 11.9 percent at the end of 2010,
convincing evidence that the integration of the acqui-
sitions completed in the past two years is on track.
Free cash flow, which is operating cash minus capi-
tal expenditures and dividends, finished the year at
$428 million.

During the year, we returned more than $520 mil-
lion in cash to shareholders through treasury stock
purchases and quarterly dividends. We acquired 4.7
million shares of our common stock on the open
market at an average cost of $78.16 per share and
a total investment of $367 million. At year end,
we had remaining authorization from our Board to
purchase an additional 21 million shares. We also
increased our annual dividend two cents to $1.46 per
share, keeping our string of 33 consecutive years of
increased dividends intact.

Total return to Sherwin-Williams shareholders
(stock price appreciation plus dividends) was
8.5 percent in 2011 compared to a gain of just
over 2 percent for our peer group and a flat return
for the S&P 500. Long-term holders of our stock
have enjoyed total returns far in excess of the market.
Over the past five years, Sherwin-Williams sharehold-
ers earned a total return of 56 percent compared to
a 1 percent loss for the S&P 500. Our 10-year total
return was nearly 300 percent compared to 9.5 per-
cent for the S&P 500.

The improvement in our financial performance
in recent years was not achieved by limiting invest-
ments that help ensure the Company’s long-term
success. We continue to invest more than $100
million annually in research, development and com-
mercialization of new product technologies. In June,
we received the Presidential Green Chemistry Chal-
lenge Award from the U.S. Environmental Protection
Agency. This esteemed award recognizes the design
of safer and more sustainable chemicals, processes,
and products that protect the public from exposure
to harmful chemicals. As the only paint and coatings
producer to receive a Presidential Green Chemistry
Challenge Award in 2011, this recognition affirms
our leadership in the rapidly expanding market for
environmentally favorable products and processes.
In 2012, we will extend our leadership position by
introducing the industry’s first true zero-VOC archi-
tectural paint line and tint system.

Acquisitions are also an important source of new
technology. In 2011, we acquired Leighs Paints based
in Bolton, England. Leighs is a market leader in
intumescent, or fire protectant, coatings, which pro-
longs the structural integrity of steel and concrete in a

catastrophic fire, providing more time for evacuation.
Intumescent coatings specifications are increasing glob-
ally and we have very high expectations for this new
addition to the Sherwin-Williams family.

During the past year, we recruited more than 950
high caliber people into our respected Management
Training Programs and celebrated a noteworthy
milestone, surpassing 4,000 total company-operated
stores and branches across all operating segments
worldwide. We are confident these investments will
benefit the Company in the near term, and deliver
appropriate returns in the long term.

Beginning fourth quarter 2011, we increased our
Reportable Operating Segments to four from three
due to the continued revenue growth, geographic
expansion and end-market diversity of our Global
Finishes Group. The Latin America Coatings Group,

We finished 2011 with record sales
of $8.77 billion and record adjusted
earnings-per-share of $4.84.

previously aggregated within the Global Finishes
Group, will now be reported as a stand-alone
segment. The remaining Global Finishes Group busi-
nesses, automotive finishes, O.E.M. product finishes,
and protective and marine coatings, will make up
the Global Finishes Group Reportable Operating
Segment. This change will provide better visibility
into the operations and financial performance of
these businesses.

PAINT STORES GROUP

Our Paint Stores Group is the largest operator of
specialty paint stores in North America, servicing the
needs of architectural and industrial painting contrac-
tors and do-it-yourself homeowners alike. Net sales
for the Group finished the year at $4.78 billion, an
increase of 9.1 percent from 2010. Comparable-store
sales — sales by stores open more than 12 months —
increased 8.3 percent in the year. Segment profit for
the Group increased 4.2 percent to $645.7 million, but
decreased as a percent of sales to 13.5 percent from
14.1 percent in 2010. The decline in profit margin was
primarily the result of higher raw material costs.

Demand for paint and painting materials gained
momentum as the year progressed. Paint Stores
Group revenues grew 6.1 percent in the first half



of the year then accelerated to 11.6 percent in the
second half compared to the same periods in 2010.
Sales to do-it-yourself homeowners and painting con-
tractors who specialize in repainting existing homes
accounted for most of the growth in the first half.
Sales and volume growth in the second half was more
broad-based, with nearly every customer segment

- residential and nonresidential — showing positive
volume. Importantly, in a negative volume growth
market, our results during the year clearly translated
into market share gains.

During the year, we added 60 net new stores, a
slightly faster pace of new stores openings than we
achieved in 2010. Our store count in the U.S., Canada
and the Caribbean now stands at 3,450 compared to
3,390 a year ago. Our plan for 2012 calls for net new
store openings in the range of 50 to 60 locations.

CONSUMER GROUP

Our Consumer Group fulfills a dual mission for the
Company — supplying branded and private label prod-
ucts to retailers throughout North America and parts
of Europe and supporting our Paint Stores Group with
new product research and development, manufactur-
ing, distribution and logistics. The Group manages a
highly efficient North American supply chain consist-
ing of 32 manufacturing plants and 7 distribution
centers and maintains one of the safest transport oper-

Sherwin-Williams shareholders
earned a five year total return of 56

percent and a ten year total return of

nearly 300 percent, both well ahead
of our peer group and the S&P 500.

ations in the country. In addition, Consumer Group
leads our worldwide architectural coatings research
and development effort.

Our Consumer Group had a challenging year in
2011, primarily as a result of a significant decrease in
architectural paint business with one large retail cus-
tomer. External net sales for the Group decreased 1.8
percent to $1.27 billion, with a portion of the decline
in volume offset by selling price increases. Segment
profit for the year decreased to $173.7 million from
$204.0 million in 2010, and segment profit margin

contracted to 13.6 percent from 15.7 percent in 2010.
The decrease in Consumer Group’s operating margin
was due primarily to higher raw material costs that
were only partially offset by selling price increases and
good expense control.

LATIN AMERICA COATINGS GROUP

Our Latin America Coatings Group develops, manu-
factures, licenses and sells a variety of architectural
paint and coatings and related products throughout
Latin America. Sherwin-Williams® and other controlled
brand products are distributed through 265 company-
operated specialty paint stores and by a direct sales staff
and outside sales representatives to retailers, dealers,
licensees and other third party distributors.

In 2011, the Latin America Coatings Group sales
increased 22.7 percent to $828.5 million. Acquisitions
increased sales in U.S. dollars by 8.7 percent and cur-
rency translation added 3 percent to sales in the year.
Segment profit, stated in U.S. dollars, increased 27.9
percent to $75.5 million, due primarily to higher sales
volume and price increases partially offset by raw
material cost inflation. Currency translation increased
segment profit $1.9 million and acquisitions
increased segment profit $1.1 million in the year.

As a percent of net sales, segment profit was 9.1
percent for the year compared to 8.7 percent in 2010.

GLOBAL FINISHES GROUP

Our Global Finishes Group manufactures and sells
industrial coatings, automotive finishes, and protec-
tive and marine coatings to a growing customer base
in more than 100 countries around the world. We
go to market through independent retailers, franchi-
sees, jobbers and distributors, as well as through our
company-operated branches. Acquisitions have played
a particularly important role in this segment in recent
years, bringing new technology and needed capacity in
key geographic regions. During the past year, we made
great strides in integrating the three acquisitions com-
pleted over the past two years, including Leighs Paints
acquired in 2011.

Net sales for our Global Finishes Group increased
32.5 percent to $1.88 billion. Acquisitions increased
the Group’s sales in U.S. dollars by 20.7 percent and
currency translation rate changes before acquisitions
increased sales in U.S. dollars by 1.4 percent. Seg-
ment profit for the year increased to $90.3 million
from $64.7 million last year, primarily as a result of
higher sales volume and selling prices, good expense
control and favorable currency translation that more
than offset higher raw material costs and dilution
from acquisitions. Acquisitions reduced segment



profit $6.4 million in the year and currency trans-
lation increased segment profit $4.5 million. As a
percent of net sales, the Global Finishes Group prof-
it increased to 4.8 percent from 4.6 percent in 2010.

BOARD CHANGES

In December 2011, Gary G. McCullough stepped
down from our Board of Directors. Mr. McCullough
served as a Sherwin-Williams director since 2002. In
2012, Curtis E. Moll and James C. Boland will reach
mandatory retirement age from our Board of Direc-
tors; Mr. Moll after serving 15 years and Mr. Boland
after 14 years of service. The Company has benefited
greatly from the leadership and sage advice these
three men have provided over the years. We offer
them our heartfelt wishes for good health and happi-
ness in the years ahead.

OUTLOOK FOR 2012

There appears to be growing sentiment across
many of our end markets predicting better times
ahead. Some see early signs that the housing reces-
sion is finally nearing an end and investment in home
improvement and maintenance is accelerating. Time
will tell whether this early momentum will build and
whether it will lead the U.S. housing market and
home improvement spending back to more sustain-
able levels in the years ahead.

Others forecast moderating rates of raw material
inflation in 2012. On this point we remain more cau-
tious. We still expect significant cost headwinds in
2012, primarily from titanium dioxide. This, coupled
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CHRISTOPHER M. CONNOR
CHAIRMAN AND CHIEF EXECUTIVE OFFICER

WiLLIAMS.

with the annualization of inflation from 2011, will
likely require further action from paint producers to
prevent additional margin erosion.

If the past four years has taught us anything, it is
that we are not reliant on favorable market condi-
tions to produce better results. Our continued focus
on better serving a diverse and increasingly global

In 2011 we celebrated a noteworthy
milestone, surpassing 4,000 total company-
operated stores and branches across all
operating segments worldwide.

professional customer base, expanding our distribu-
tion domestically and abroad, developing new and
innovative products, managing expenses and working
capital and generating cash will enable us to grow
and prosper in the year ahead regardless of market
conditions. We are equally confident that these same
factors will produce superior results and returns for
our shareholders over the long term.

On behalf of the men and women of The
Sherwin-Williams Company around the world, we
offer our thanks and appreciation to our customers,
suppliers and shareholders for their continued trust
and confidence.




SHERWIN-WILLIAMS PAINT STORES ARE THE EXCLUSIVE OUTLETS FOR

Sherwin-Williams® branded paints, stains, painting tools, equipment and floorcovering. In 2011,

the Paint Stores Group recorded sales of $4.78 billion and generated $645.7 million in profit.

Our unique controlled distribution platform gives Our Paint Stores Group is a leading supplier of paint
us a distinct competitive advantage by providing more and coatings products that comply with ever increasing
opportunities to interact directly with our customers, air quality regulations without sacrificing application
both professional painters and do-it-yourself (DIY) characteristics, durability or finished appearance. For
homeowners. In 2011, we added 60 net new store loca- example, our new ProMar® 200 Zero VOC interior paint
tions, including one in Manhattan, ending the year with ~ is GREENGUARD® and MPI approved, which enabled
3,450 stores in the U.S., Canada and the Caribbean. us to win more than 1,700 new specifications in 2011.
Through these outlets, we serve a diverse customer Our popular Harmony® interior paint line was rein-
base that includes architectural and industrial paint- troduced in 2011 as a zero Volatile Organic Compound
ing contractors, residential and commercial builders (VOC) formula with odor eliminating technology. Its
and remodelers, property owners and managers, OEM low odor formula makes it ideal for use in occupied
product finishers and DIY homeowners. areas like office buildings, schools and health care
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PAINT STORES GROUP

facilities. Once applied, it actually reduces odors in the air.
Formulated for easy application and superior coverage and
durability, Harmony® interior paints also contain unique
anti-microbial additives to minimize deterioration caused
by mold and mildew and extend the life of the paint.
Conventional oil-based, or alkyd, paints are popular

among painting contractors because they spread smoothly, PRODUCTS SOLD: Paints, stains, coatings, caulks, applicators,
level well and dry very hard. The problem is most oil-based

. . . . . wallcoverings, floorcoverings, spray equipment and related products
paints do not conform to air quality regulations in many

i f th try. The resins i ProClassic®
;e(]f;r;;;se d Z:;?C Xlky de Iﬁiiﬁ;ﬁ;gg On;(z terr(l))as:(s;lc MARKETS SERVED: Do-it-yourselfers, professional painting

Acrylic Alkyd and Pro Industrial™ Waterborne Enamel contractors, home builders, property maintenance, healthcare,

are formulated from soybean oil to reduce VOC emissions hospitality, architects, interior designers, industrial, marine, flooring
by 60 percent. In 2011, this technology earned Sherwin- and original equipment manufacturer (OEM) product finishers
Williams a Presidential Green Chemistry Challenge Award

from the EPA in the Designing Greener Chemicals category. MAJOR BRANDS SOLD:

Graffiti continues to be a destructive and costly prob-
o ) . vP Sherwin-Williams®, ProMar®, SuperPaint®, A-100®, Duron®, MAB®,
lem for cities across America. In 2011, we stepped up our

efforts to get our Pro Industrial™ Anti-Graffiti Coating PrepRite®, Duration®, Duration Home®, ProGreen®, Harmony®,
specified in major metro markets. This unique product ProClassic®, WoodScapes®, DeckScapes®, Cashmere® and HGTVg
creates a nonporous surface that prevents graffiti from HOME by Sherwin-Williams

bonding, making graffiti easier to remove and saving

mumc.lpalmes and property owners time and money. OUTLETS: 3,450 Sherwin-Williams stores in the United States,

Paint Stores Group made a big splash in the do-it-
yourselfer market with the launch of HGTVe HOME by -
Sherwin-Williams, a full line of interior paint and sundries the Virgin Islands
designed to simplify painting and color selection. The line

Canada, Jamaica, Puerto Rico, St. Maarten, Trinidad and Tobago and

features eight coordinated color collections, with 20 colors in
each, that enhance room-to-room color and design harmony o
and take much of the guesswork out of DIY decorating. This
highly successful program was launched with a comprehen-
sive marketing and social media communications plan.
To better serve our DIY customers, we introduced Cus-
tomer Expressed!, a feedback tool that enables shoppers to
provide immediate feedback to our stores about their shopping
experience. The data gathered through Customer Expressed!
has improved our ability to respond quickly
to customer concerns and allows us to i
immediately reinforce positive experiences i /)
in our stores. In 2012, we are expand- : 1
ing the Customer Expressed! program to
include our professional customers.
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CONSUMER GROUP CONTRIBUTES TO OUR SUCCESS IN TWO IMPORTANT WAYS
— by selling one of the industry’s strongest portfolios of branded and private label products through
retailers across North America and in parts of Europe, and by running one of the industry’s most
efficient and productive research and development, manufacturing and distribution operations.

We supply well-known, nationally branded products
like Dutch Boy® and Pratt & Lambert® paints, Min-
wax® interior wood finishing products, Krylon® aerosol
paints, Thompson’s® WaterSeal® exterior waterproof-
ing products, Purdy® paint brushes and rollers and
Dupli-Color® automotive specialty products to a major-
ity of paint and automotive retailers in the United States
and Canada. We also manufacture and sell wood finish-
ing products under the Ronseal™

brand in

the UK. and Ireland, and the Altax™ brand in Poland.
In 2011, the Consumer Group recorded net sales of
$1.27 billion and generated $173.7 million in profit.
Products that improve indoor air quality and cre-
ate a safer work environment continue to be in high
demand. Our new EnviroVar™ Formaldehyde Free Acid
Conversion Varnish earned a Sequoia New Product
Award for Green/Environmental Leadership in Wood
Coatings at the AWFS® Fair in 2011. Using the break-




™

through Clean Cure™ Technology, EnviroVar™ provides a
post-catalyzed conversion varnish that is GREENGUARD
| Indoor Air Quality Certified®, low-odor and HAPs-free.
| Our Dutch Boy® brand has long been associated with
innovative products that simplify home improvement
projects. In 2011, we introduced Dutch Boy® Platinum®,
| a premium quality, no prep, no prime paint formula
| that saves customers time, effort and money. This paint-
and-primer-in-one product is formulated with Advanced
Extreme-Hide Technology that seals common household
| stains, and its proprietary Adhesion-Plus formula pro-
| vides excellent adhesion even over glossy surfaces. The
product is also low odor and mildew resistant.

In 2011, we introduced new colors to our Minwax®
| Wood Finish® product line. With the addition of Weath-
| ered Oak and Classic Gray, customers can now choose
from 24 different wood tone colors. A new color, black,
was also added to the Minwax® Blend-Fil® Pencil prod-
| uct line, along with new packaging that makes it easier
| for consumers to choose the right product to repair
scratches and nail holes. New packaging with larger color
indicators also makes it easier to choose the right color in
| our Minwax® Gel Stain line.
| In our Thompson’s® Water Seal® line, we introduced
Waterproofing Exterior Wood Stain, an aerosol product
for small projects and touch-ups. It comes in four wood
| tone colors with superior resistance to color fading and
| UV damage. Two product introductions strengthened
our Krylon® aerosol line in 2011. Krylon® Dual™ Paint +
Primer is a one-step product that eliminates priming with
| superior rust prevention. It is available in a palette of 24
| popular colors. Krylon® Glitter Blast™ provides a spar-
kling glitter finish in 12 different colors.

In applicator products, we introduced the Jumbo
| Mini Roller System to our Purdy® line. Its patent pend-
| ing cageless design provides the smoothest rolling action
on the market. For high production, the roller cover
fabric picks up and releases more
| paint than a standard mini roller,
| and the ergonomic grip handle
is designed for comfort and
reduced hand fatigue.
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CONSUMER GROUP

PRODUCTS SOLD: Branded, private label and licensed brand
paints, stains, varnishes, industrial products, wood finishing products,
wood preservatives, applicators, corrosion inhibitors, aerosols, caulks

and adhesives, and related products

MARKETS SERVED: Do-it-yourselfers, professional painting

contractors, industrial maintenance and flooring contractors

MAJOR BRANDS SOLD: Dutch Boy®, Krylon®, Minwax®,
Thompson's® WaterSeal®, Pratt & Lambert®, Martin Senour®, H&C®,
White Lightning®, Dupli-Color®, Rubberset®, Purdy®, Bestt Liebco®,
Accurate Dispersions™, Uniflex®, VHT®, Kool Seal®, Snow Roof®,

Altax™, Tri-Flow®, Sprayon® and Ronseal™

OUTLETS: Leading mass merchandisers, home centers,
independent paint dealers, hardware stores, craft
stores, fine art stores, automotive retailers and
industrial distributors in the United States,

Canada, Mexico, Poland and United Kingdom

e

. MINWAX S

Gel Stain

For Wood, Fiberglass Mc#' B

and ather Sirfaces.

‘ KLY



Interior &
Exterior

OUR LATIN AMERICA COATINGS GROUP MANUFACTURES AND SELLS
a wide range of architectural paints, industrial coatings and related products throughout
Latin America. In 2011, the Group recorded sales of $828.5 million and profit of $75.5
million, increases of 22.7 percent and 27.9 percent, respectively, over 2010.

The Sherwin-Williams® brand is well-known and bringing our total to 265 company-operated stores in
highly regarded in many Latin American countries. It Brazil, Chile, Ecuador, Mexico and Uruguay. We oper-
anchors the broad portfolio of branded products our ate nine manufacturing sites across the region and have
Latin America Coatings Group sells through our own subsidiaries in seven countries and licensees of our
company-operated specialty paint stores as well as brands operating in eight countries.
independent paint dealers, home centers, mass retail- In 2011, we continued to expand our successful
ers, hardware stores, licensees and other third party dedicated dealer program, adding seven new dealer
distributors. In 2011, we opened 16 new stores, locations in Argentina and 13 new locations in Mexico

[ % SHERWIN
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LATIN AMERICA COATINGS GROUP

for a total of 178 in the region. Dedicated dealers are
independent dealers who stock only branded products
supplied by our Latin America Coatings Group.
Acquisitions complement our organic growth from
new store openings and dedicated dealers. Our acquisi-
tion of FANAPISA, our former licensee in Guayaquil,

Ecuador, gives us control over the manufacture, sale, mar-
keting and distribution of the Sherwin-Williams® brand in PRODUCTS SOLD: Architectural paints, stains, coatings,
Ecuador. This, combined with the acquisition of Pinturas varnishes, industrial maintenance products, wood finishing
Coéndor in 201.0, establishes us as the architectural paint e, Al s, eeresals W2 prse e e
market leader in Ecuador.

Strong brands and innovative coatings technology are related products

an integral part of our growth strategy throughout Latin : -
America. In 2011, we launched the Loxon® Long Last- MARKETS SERVED: Professional painting contractors,

ing line of architectural latex paint in Argentina. With independent paint dealers, industrial maintenance, OEM

proprietary polymer and intelligent particle technology, product finishers, and do-it-yourselfers
this product line delivers demonstrable superiority in

washability for a flat interior paint, and in stain and water MAJOR BRANDS SOLD: Sherwin-Williams®, Marson™,
resistance for an exterior paint. In Br?zil, we intr.oduced Metalatex®, Novacor®, Loxon®, Colorgin™, Andina™, Napko™,
Metalatex® Clima e Tempo, an exterior latex paint that .
forms a moisture-resistant film within 30 minutes of Martin Senour®, Sumare™, Condor™, Euronavy®, Krylon®,
application. This unique technology expands the exterior Kem Tone®, Minwax® and Pratt & Lambert®

painting season by enabling exterior work on days when

rain is in the forecast. In Chile, we introduced Sherwin- OUTLETS: 265 company-operated stores in Brazil, Chile,

Williams® brand Pintura Anti Olores, an interior latex Ecuador, Mexico and Uruguay. Distribution through dedicated

int with technol hat r rs in the air. L
paint with technology that e.duces odq s thea ; dealers, home centers, distributors, hardware stores, and
We are the market leader in protective and marine
coatings in both Brazil and Chile. In 2011, we introduced

our Euronavy® ES301S Epoxy technology to the Brazilian

through licensees in El Salvador, Peru and Venezuela

market. This is a unique solvent-free epoxy that is humid-
ity tolerant, which means it can be applied without dew A& -a_c 4
point restrictions and will adhear to damp metal surfaces.
Being an employer of choice is key to our growth in
Latin America. In 2011, Sherwin-Williams ranked fifth
on the list of Best Places to Work in Argentina by Great
Places to Work Institute. This was the fifth consecutive
year we placed among the top 10 Best Places to Work in
that country, and we are the only coatings company to
receive this honor.

&
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GLOBAL FINISHES GROUP MANUFACTURES AND SELLS A WIDE RANGE

of OEM product finishes, protective and marine coatings and automotive finishes to a

growing customer base in more than 100 countries.

We go to market through a mix of company-operat-
ed branches, wholesale distributors and jobbers. Group
sales in 2011 reached $1.88 billion, an increase of 32
percent over 2010, and profit increased almost 40 per-
cent to $90.3 million.

Our Global Finishes Group is a leading supplier
of waterborne and solvent-based liquid, powder, and
UV-curable coatings to manufacturers and production
finishers worldwide. Many of the best-known brands in
residential and office furniture, cabinets, building prod-
ucts, agricultural and off-road equipment, and home
and office electronics rely on Sherwin-Williams Global
Finishes Group for coatings that beautify and protect

their products and reinforce the quality of their brands.
The full value of our finishing solutions goes well
beyond the coating. Technology in our products can
help to improve manufacturing efficiency, enhance
product quality and enable finishers to meet increas-
ingly stringent environmental standards. We recently
introduced Sher-Wood® F3 Kemvar® Varnish, the first
in a line of Formaldehyde Free Finishing products that
provides the performance and appearance of traditional
wood finishing technologies without the air-quality
concerns of formaldehyde. Our new LED Curable
Coatings feature breakthrough technology that cures
under LED light instead of traditional ultraviolet light,




reducing energy requirements and lower production costs.
The expansion of our RAL color program into satin sheens
provides our customers with greater finishing flexibility.

Our Global Finishes Group also supplies protective and
marine coatings to high-profile projects around the world.
In 2011, our protective coatings were used on Scotland’s
Fourth Rail Bridge, the world’s first major steel bridge,
originally opened in 1890. We also supplied protective
coatings for the new Doha International Airport in Qatar,
which has the world’s longest runway. Closer to home,
Art All Around®, a project in Portland, Maine featuring 16
exterior oil storage tanks painted with Sherwin-Williams
coatings, won the 2011 Society of Protective Coatings
(SSPC) William Johnson Award recognizing outstanding
achievement demonstrating aesthetic merit in industrial or
commercial coatings work. When completed, it will be the
world’s largest public art painting at 261,000 square feet.
The acquisition of Leighs Paints in 2011 added an industry
leading line of industrial fire protection coatings to our
product portfolio. Leighs Firetex® brand coatings have
been used on more than 400 projects protecting offshore
platforms, refineries and chemical plants.

Our automotive finishes business focuses on colli-
sion repair, fleet owners and vehicle refinishers, auto and
truck dealerships, production shops and auto body build-
ers, and tier suppliers. We are one of the top automotive
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