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Key messages

*  Regional leader
*  Profitable business with strong returns
*  Successful business model — The Amcor Way

« Unique customer value proposition within the markets we have chosen to
participate

*  Operating in diverse, high growth markets
*  Very well placed to deliver strong profitable growth

Best in industry talent
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|.  Asia Pacific Flexibles packaging market

Il.  Amcor Flexibles Asia Pacific overview

lll.  Amcor Flexibles Asia Pacific (AFAP) — Driving profitable growth
V. Australasia, China and Thailand

V. Indonesia introduction

VI. India introduction

VIl. Summary

& amcor



Asla Pacific Flexibles packaging

market




The Global Packaging Market
Flexible packaging by region

Others

Glass

Metal | Australasia
Africa

FIexibIg Middle East

packaging 1 South America
E Eastern Europe

Rigid plastic ® North America
i Western Europe
HAsia

Board

0 amcar USD Billion 2011 Estimate | Source: Pira International
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The Global Flexible Packaging Market

1

[ Developed economies Il Developing economies?

Global flexible packaging consumption

USD bn CAGR
— 164 2006-11  Included
* Flexible plastics
125 134 ’E 129 (bags, pouches,

- films etc)

° Flexible papers
(bags, wraps etc)

° Flexible foils (foil
laminates, bags,
lidding, blister
packaging etc)

8%

2006 2007 2008 2009 2010 2011E 2016F

1 Includes Western Europe, North America and Australasia
2 Includes all other regions

Source: Pira International; McKinsey
& amcor 7



Asia Pacific population

( Population AFAP )
Country presence
@ China 1,351.0 N2
@ India 1,237.0 Vv
® Philippines 96.7 x
D Vietnam 88.8 x
lxiblo ® Thailand 66.8 VY
Asia Pacific , ® Malaysia 29.2 x
7 conties @ Indonesia 248.2 v
O Australia 22.7 VY
\_ © New zealand 4.4 VvV )

AFAP footprint covers 93% of the regional population

SOURCE: World Bank
& amcor 8




Population distribution by income — China

Family income People
US Dollar? Percentage of population Millions
More than 75,000  10.5 @ 4.1,
90,000-75,000 e 54
39,000-50,000 M 10.8
25,000-35,000 B 210
15,000-25,000 WS- 1202
10,000-15000 WS> .. 2513
5,000-10,000  ASS— 36.7 ..A958
3,000-5000 AR OO o 2634
Less than 3,000 172.9
Total 1 Exchange rate at October 2013 of USD1=CNY6.09 1,351.0
SOURCE: EIU data; World Bank alldata s based on 2012 figures 9



Population distribution by income — India

Family income People
US Dollar? Percentage of population Millions
More than 75000 [0 0.0,
50,000-75,000 1.2
3500050000 103 3T
25,000-35,000 8.7.
15,000-25,000 @ B 30.9
10,000-15,000 @ HEO-) s 61.9
5,000-10,000 '~~~ S o 288.2
3,000-5,000 S 0> . 374.8
Less than 3,000 37.8  467.6
Total 1,237.0
1 Exchange rate at October 2013 of USDI=INR6LS7 o

SOURCE: EIU data; World Bank; all data is based on 2012 figures



Population distribution by income — Thaliland

Family income People
US Dollart Percentage of population Millions
More than 75,000 KO- 03 .
90,000-75,000 05 .
35,000-50,000 B2 10 .
25,000-35,000 IS L.
15,000-25,000  WEC-T 6.0 .
10,000-15,000 WES—C-C . 24 .
5,000-10,000 SS——— 324 .28 .
3,000-5000 . A0 o 157 .
Less than 3,000 8.6
Total 66.8

1 Exchange rate at October 2013 of USD1=THB31.17

0 amcaf SOURCE: EIU data; World Bank; all data is based on 2012 figures 11



Population distribution by income — Indonesia

Family income People

US Dollart Percentage of population Millions
More than 75,000 1. e 03,
. 90,000-75,000 L 1.0,
RN g 3900050000 NOT 17,
T 25,000-35,000 35,
15,000-25,000 @ e 151,
10,000-15,000 | WSS e 32.8
5,000-10,000 @ — 0.3 1149
3,000-5,000 R O e 1.2

Less than 3,000 7.7

Total 248.2

1 Exchange rate at October 2013 of USD1=IDR 9,612.45
amcal' SOURCE: EIU data; World Bank; all data is based on 2012 figures 12



Population distribution by income — Australia

Family income People
US Dollart Percentage of population Millions
More than 75,000 | >34 ...121
50,000-75,000 W O-D 35 .
35,000-50,000 W5 24 .
25,000-35,000 WS- 16 .
15,000-25,000 @ W e L.
10,000-15,000 @ IS 08 .
5,000-10,000 B 05 .
300000000 e D
Less than 3,000 0
Total 22.1

1 Exchange rate at October 2013 of USD1=AUD1.04

0 amcaf SOURCE: EIU data; World Bank; all data is based on 2012 figures 13



Market evolution — Consumers

Packaging intensity of use - Asia

Nz u
Mature

u (low-single digit growth)
)
o
©
c
a) —
% _S B Thailand . Late stage developing
o % Malaysia _J (mid-single digit growth)
£ o
2 B [ndonesia m China coastal? =
X B Philippines )
3 B Vietnam B China overallt Deyeloplng _ N
o China inland? (mid / high-single digit growth)

B India :I Under-developed

(high-single / low-double digit growth)

2,000 4,000 8,000 16,000 32,000 64,000
GDP per capita 2013 ($ PPP)

Source: GDP per capita from BMI adjusted to PPP using Worldbank data
Regional adjustments for China based on China statistics bureau
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Market evolution — Consumers

Growing consumer base although disparity remains

The global consumer pyramid (7 billion population)

+ 200 million people
* 3% of world’s population
* Earning >$20,000 per year

Affluent
_ + 1.4 billion people
Middle + 21% of world’s population
Income  Earning $3,000 - $20,000 per year i
,/" * 4 billion people
/ Low Income * 61% of world’s population

/ * Earning $365 - $3,000 per year

Observations

* 5 billion people globally earning less
$3,000 per year

* 4 billion of them has reasonable
purchasing power ($5 trillion based on
IFC’s estimate)

* $3.5 trillion of this $5 trillion reside in
the Asia consumer pyramid (incl.
Middle East)

* Leading local brands have had a head-
start in serving this segment; MNCs
are developing a global strategy
targeting base of the pyramid

15



Market evolution — Consumers
Level of income driving dual packaging options




Market evolution — Consumers

Evolution of retailing format

MORE DEVELOPED LESS DEVELOPED

s Mass Grocery Retail Sales Across Asia Pacific 2
AUSTRALIA CHINA THAILAND INDONESIA INDIA
2012 LEGEND:
I Retail Chains!
Independent ratail
’_‘ ’_‘ H ’_‘ ’_‘ shops | moms & pops®
0’ N N N N N

0 amcor .



Asia Pacific Top 20 competitors

Asia Pacific Sales by Regional Competitor*

(AUD'm)

Amcor

2
% 3
S 4 Overview
g 2 * AFAP’s key competitors differ
S 7 regionally both in scale and
3 8 breadth, ranging from large
T 9 MNCs to regionally-focused to
_E 10 local companies
5 11
o 12
S 13
2 14
= 15
% 16 Key Competitor Type
L 17 I vNC
< 18 N Regionals

19 I Local Majors




AFAP overview




Amcor Flexibles Asia Pacific

Flexibles
Asia Pacific
37 plants

7 countries

& amcor

Bl 5 JORrY

£ CHINA

L6} AUSTRALIA

A
g NEW ZEALAND

Sales

H Beverage ® Food
H Medical & Pharma EHPC
H Other
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The Flexibles Asia Pacific Journey So Far

Sales®
Acquisitions A%$1.5bn
Alcan
TCA

VPS minorities
Chengdu minorities
Aperio

Uniglobe

Sales Shenda

A3$330 Parry Enterprises

Detmold
Bella Prima®

2009 2010 2011 2012 2013 2014~

>
8 plants 37 plants

1) FY2014 proforma sales (Inclusive of annualised sales for
acquisitions completed during FY2014)
amcaf 2) SPAsigned in May 2014

21



Amcor shareholder value creation model

Progressive growth in

line with EPS Dividend yield ~4%

Dividend
~A$500m

Emerging markets
30% of sales @ ~10%

Weighted average Total TSR between
organic growth ~4% 10% & 15% per
annum with low
volatility

Capex
~A$400-
A3$450m to
deliver organic
growth

Developed markets
70% of sales @ 1-2%

ACJU or U0

2 > —
pre tax return on 100% i%%zlsmons
Remaining cash investment

~A$200-A$300m / /

100% returns to
shareholders ~2%

Returns to
shareholders

AFAP delivering organic growth in emerging markets with opportunities to
accelerate growth via acquisition

22




Significant growth opportunity in emerging markets

100% -
90% -
80% -
70% -
60% -
50% -
40% -
30% -
20% -
10% -

0% -

& amcor

Global packaging
market

Amcor customers

Amcor

< Developed markets

< Emerging markets

23



How AFAP will deliver growth

I Outcomes

Enablers

Foundation
capabilities




AFAP — Driving profitable growth




The Amcor Way

The AmcorWay
an '
&) @ <
Safety Customer Talent Capital Low Cost
Focus Discipline

Outperformance

0 amcor 26



Safety Performance

Safety Performance — KPI Trends

* Substantial Improvement in both LTIFR and RCFR

LTIFR 555

1.54

» Programs that improved the results;

» Visual leadership - SLT focus and increasing this area
with targets established for each BU

» Focus on key risk areas where high incident reported

» Knife removal program resulted in no incidents
0.58 relating to hand held knives

Apr-12 Apr-13

RCFR
7.52

5.38

‘ * Forklift removal
. « DO NOT TOUCH EXCEPTION (DNTE) Program

Apr-14 « Focus on lead indicators - Hazards Raised and Hazard
Open being measured resulted in increased focus to
close out hazards and improve working conditions

* Internal Amcor OHSE audits

* UPS and High Risk Sites program increased focus on
2.79 “problem sites” and resulted in substantial improvements

Apr-12 Apr-13

. l « NO ACCIDENT VISION is attainable with appropriate leadership,

Apr-14 co-worker education, ownership and focus, especially on
behaviours

27



Customer Focus

Value Proposition to Customers / Competitive Advantage s

Value Proposition to
Customers

AFAP’s Competitive Advantage

Focus

Key Enabler

Great products &
service at low cost

Unique value to
customers leveraging
Amcor’s global/regional
network

Innovation
Product Safety

Total Cost of Ownership

Speed to Market

Footprint

Reliability / Basics
(DIFOTIS)

Customer Intimacy

28



End Use Applications

Segment Attractiveness

Unattractive Average

Attractive

Participation strategy is
developed for each country

Typically 25% to 50% of the
market is considered attractive

Weak Avg Strong
Amcor Competitive Position

Strong underlying value proposition coupled with focused participation

strategy drives value for AFAP

29



Packaging industry leadership in Product safety

Amcor
Flexibles is
the leader
In Product

Safety in
Asia Pacific




Labour Market Trend

Talent attraction and retention continues to be a
challenge in emerging markets

« Companies are recruiting and unemployment rate is
generally low across Asia compared with other regions
(China 4.1%, India 3.8%, Indonesia 5.8%, Thailand 1%)

+ Employees intent to stay with their current organisations
in Asia remains markedly lower than other regions

» Mid level to Senior level talent is limited although there
is surplus supply of entry level graduates

 Western MNCs have lost their talent attraction
advantage to local companies

& amcor

13
12

Talent

Unemployment Rate 2010 — 2014F

11 Eurozone
10
9
u.s
% 8
7
6
s Asia
a
3 T
2010 2011 2012 2013F 2014F
Source: HRBS Economic Guide 2009 - 2013
Workforce Demand Comparison - 2013 and 2014F (% of Companies)
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Labour Market Trend @

Talent

RiSing Labour Cost Switching Premium: Q1 and G2 2013

By Country or Region

» Labour costs are expected to continue to = e
increase partly due to the rising minimum 216%
wage in various countries such as China, Y% gy 1a.9%
Thailand and Indonesia osx  06%
» Switching premium expectations by T e R Shgpom e T
employees continue to remain hlgh Employeas’ Merit Increase Expectations: Q1 and Q2 2013
15.3% . By Country or Region
« Employees have higher merit increase e
expectations in Asia compared with other
regions 4% e

Asla Morth Europs

Indonesia  India The China  Malaysla South  Singapors
Philppinas Hiorea Amerka
amcor 32



Labour Market Trend

Talent

Asia labour market is hot, flat and crowded
» Hot Market with plenty opportunities
» Flat Market which is very dynamic & competitive

» Crowded Market with lots of poachers

Engaging and retaining talent is key




Playing to Win

Talent
Vision — Strategic Intent —
Winning Aspiration Where We Play

Short Term to Medium Term:

Employer of Choice with
sustainable competitive

: + Build Key Capabilities
I
advantage through a robust I
I
I
|

+ Effective Labour Cost Management

I
|
I
I
I * Workforce Optimisation

pipeline of best talent in the

ackaging industr
Y ging y Medium to Long Term:

+ Bestin Class Safety Practices

I
|
I
| * Bestin Class Talent Pool
|

* Bestin Class Innovation Centre

Building organisation’s capabilities as a competitive advantage for winning in

emerging markets

34




Talent as our Differentiating Factor

» Continuous effort to develop local talent and gender diversity

2 Asian L3s 6 Asian L3s

B
E—

30% Female L3s

22% Female L3s

20 Asian L4s

9 Asian L4s

19% Female L4s 24% Female L4s

In tandem with our growth trajectory in China, we have hired and deepened our
talent pool through focused hiring and development programs

0 amcor -




Talent as our Differentiating Factor

Branding

Recruit

) amcor

AFAP Innovation Flexible Packaging Contest

Build a reputation for excellence; innovative; a
ticket to future success

Attract young and talented people to join the
Company

J

Best of Best Selection & Assessment Process

Assessment process include — Interview,
Psychometrics & Cognitive Skills Assessment,
Case Studies & Role play

Hire the best talent from the Market

J

Strengths &
Opportunities

Strong talent
pipeline at
each level

Accelerate
leadership
development
and career
path

36



Talent as our Differentiating Factor

Talent

AFAP Talent Development Programs Strenths &

Essential Leadership Program (for frontline leaders) "
GMLDP (grooms GM capabilities) Opportunities
CLDP (develop Sales & Marketing talent)
Talent exchange (de\ielpps E_ew ski(ljls, experi?ncels, ) Good
relationships and cross cultural exposure -
Job rotation (increase exposure and experiences) succession
Develop AFAP Academy ( for L4 High Potentials) depth
Fresh graduate hiring
Functional capabilities & skills training
Talent Council

Engaged and

committed

» Align with Amcor Leadership Framework, workforce
Amcor Values and The Amcor way

Improve

- Embracing & reinforcing Amcor Values and the Amcor Way in all )
J J Y Retention Rate

Culture we do in delivering outperformance results

) amcor 7




Capital discipline - acquisitions &;,

Discipline

Business group  Completion date

Alcan Packaging Flexibles H2 2010
Alcan Medical Flexibles Flexibles Europe & Americas H1 2011
Ball Plastics Packaging Rigid Plastics H1 2011
B-Pack Due Flexibles Europe & Americas H1 2011
Techni-Chem Flexibles Asia Pacific H1 2011
Beijing VPS minority interests Flexibles Asia Pacific H2 2012
Aperio Flexibles Asia Pacific H2 2012
International Playcard & Label Company Tobacco Packaging H1 2013
Uniglobe Flexibles Asia Pacific H1 2013
Aluprint Tobacco Packaging H1 2013
Chengdu minority interests Flexibles Asia Pacific H1 2013
Shorewood Tobacco Packaging H2 2013
Jiangsu Shenda Group Flexibles Asia Pacific H1 2014
Parry Enterprises India Flexibles Asia Pacific H1 2014
Detmold Flexibles Asia Pacific H1 2014
Bella Prima Flexibles Asia Pacific H1 2015f

9 AFAP acquisitions post Alcan

38




Systematic approach to selecting and prioritising targets Sﬁj

Discipline

Growth execution pipeline

' . ' Risk
Strategic Ideaiitl Project

positioning classification assessment Rankis

Growth strategy Track and prioritise Phasing of capital

Market
development

= Capital

=== Accumulated

Sales / market

i i o ® o o - T
v | D T
wn | @ o - 1
\ o | @ e [ walo r
—
Target Spend L
—— 1
intensification Product 1
- — - development a 1
~ 1
Core ~ o e
Business ot — - ] L
e [ = 2012 2013 2014 2015
— — )
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How we execute M&A: five stage process

» Best practices tools and
methodologies: analysis,
valuation, documentation

« Expertise in auctions,
proprietary and structured
processes: network, complexity

» Clear operating model:
delineated role of business
groups vs. corporate centre

& amcor

Initial scope

Commercial DD

Confirmatory DD
& documentation

(C

Capital
Discipline

Target
identification

Preliminary
assessment

Approval to
proceed

High level
commercial data

Initial commercial
assessment

Draft NBO / MoU

Approval & submit

Commercial DD

Update analysis

Confirm offer &
approval

Due diligence

Documentation

Merger
integration prep

Final Board
sign off

Communication

Post merger
integration
preparation

Snagging issues

Final sign off &
execution

40
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How we integrate: The Amcor Way Captia

_ The Amcor Way )
Pre-merger planning operating model Post-merger planning
' st I T
: ‘n T e e e T A
\-/ -
Safety o=
W
Customer
Focus

&

Talent

&

Capital
Discipline

Low Cost a1




uitcase improving our competitive advantage

Amcor Connect Portal - Suitcase

Suitcase Newsletter

AFAP
SUITCASE

PACKED...

Welcome 16 SUteass UAPIEKed, the Aew montaly -
Newaletier keaping you LE to date on SulCase - Qur

ongeing project to align and hamess the Power of
AFaPt

v wan IntrCIUCTR (0 AFAS £1 2012, 4 A% here

16 miny 1wl s wis taks Shent practices Trom nech
Pusine s U 16 reate One, CONtstant appronen acroes
08 planiis A GfAees an we ©
A
A e

scrg Profeable Growih
AATErIVD CONtRTANCH N sy, e CIMMIBRS 1o
detiering 70 SuMcEs

Frojects by e end of Fiamycial
Yaur T4 WIN beas than 10 OIS urth June. 1's live to
et Niactecs on your e
Fach moatn. wet A compited and 'in

Progress projects 36 wel 35 Phalphst InTormstion 1o

YOU I Betivering youT Corsmittec propect

NG DN OF WICHG WaY 10 9 300LE COMpANING

alrongar tegater IS WAL SUcEee 8 daout

v of AFAR

Severaging this &
Let's Make It
Happen!
Ourtargetis 1o have 70
Pprofects completed
ang In our Suitcase by
Jure 30 2014

WS Up 10 3 OF US 1D mare

t nappen s brs oot

The ntegr ation

Siitting BP & Way

Cof Wave 2 Project
ProfetLasden Adnan

Wave 1 Project
Project Leader Gavn
Hargice

Toam Mambars:
Nasmapol Suorattanarul

Kown Samawantanand & completed

projects
WSS & sionificant currently in our
INCEYAIC QIOWAN IYENTA
ArAE neeas 10 e

Rawcepan Frstiong

The SHtng B0t PYactice 5%
Suitcase

(D) ane Combrm of
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Low cost — Procure +

A

El ment

Influencing skills

EF
&
&’
&

“GETTING STARTED” “GETTING FIT” “TRANSFORMED”
2012-2014 Today Procure + vision

+ P+ Handbook / Category Strategy « Simplification & Innovation » Sustainable savings
* Global Supply Database » Global Savings Tracking Tool » Supplier impact on our top line
» Organisational Effectiveness » Supplier Collaboration » Total solution provider

& amcor 43



Australasia, China and Thailand




Amcor Australia and New Zealand overview

Overview

15 plants located in close proximity to
customers

1,500 co-workers

Preferred supplier status from customers
Hybrid model with Asia AFAP to support high
labour cost products via import

Centres of Excellence that are efficient, fast
and high quality, e.g

- Lamination, PE

- Gravure and flexo

Leader in flexible packaging in Australia &
New Zealand

45



Amcor’s Australasia Journey So Far

6 plants

& amcor

Sales growth
—100% since
Acquisitions 2009
Alcan
TCA
Aperio
Detmold
2011 2012 2013 2014
>
15 plants



Detmold acquisition

Key acquisition metrics:

« Completed 1 April 2014
+ Sales A$55m

« 2 sites in Melbourne

» Operating in food end markets servicing AFAP’s large customers [

47




Amcor Flexibles Australasia sales by Market Segment

Market Served | Business Portfolio

Food Household and Personal Care

=  Snack foods =  Nappy bags

= Dairy

=  Confectionary

*  Dried groceries Medical & other products
= Bakery

=  Small goods *  Medical

] Pharmaceutical

H Beverage E Food = Protective film
H Medical & Pharma @ HPC
H Other

Products




Amcor Flexibles China overview

( N\
Overview
North China
» Currently 9 factories in China, 8 covering the
coastal region and 1 covering the west
"aCcuing VPS « 2,600 co-workers

Beijing Amcor
West China * Leader in flexible packaging in China

* Due to dialect/cultural disparity and the need

Jiangying .
®m Shanghai for spe.ed to market, local presence is
n essential
Chengdu L
South China

m iz
> Foshlgr% ou
Zhongshan



Amcor’s China Journey So Far

Sales
2014 sales
>11x higher
Acquisitions than 2009
VPS minorities
Chengdu minorities
Shenda
Sales -
2009 2010 2011 2012 2013 2014*
>
2 plants 9 plants

0 amcor o



Shenda acquisition

Key acquisition metrics:

» Completed October 2013

+ Sales RMB 440m

» 2 sites in Jiangsu Province

* Operating in pharma, snacks and culinary
end markets

Acquisition rationale:

+ Establishes AFAP as the market leader in
Eastern China

« Strong fit with existing operations and
offers considerable synergy opportunity

0 amcor 61



Amcor Flexibles China sales by Market Segment

Amcor is a leading supplier of flexible packaging in China

Market Served | Business Portfolio

Food Household and Personal Care
*Dairy, milk powder products *Personal Care
*Snacks/Biscuits *Hygiene products
*Confectionary *Household Products
*Noodle *Cosmetics
m Beverage *Health food *Toothpaste laminate
E EFood *Meat & seafood
® Medical & Pharma Retortable pouch Pharma
:g?hnéf & Personal care <Jelly lidding Medical

Products




Amcor Flexibles Thailand overview

g N

Overview

* 4 plants
* 1,200 employees
» Leader in flexible packaging in Thailand
» Set the industry standard for Thailand
AF Bangkok - Quality

H - Innovation
eprecraut I e rayen - Upstream capabilities

A cronbi « Best plant footprint
- Specialised to core customers,
\_ segments )




Amcor’s Thailand Journey So Far

Sales

Acquisitions

Alcan

Aperio
Sales
A$0m

2009 2010 2011 2012 2013 2014*
>

0 plants 4 plants

& amcor
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Amcor Flexibles Thailand sales by Market Segment

The largest flexibles manufacturer in Thailand

Market Served | Business Portfolio

Food Household and Personal Care
= Instant beverage = Fabric care
= Snack = Hair & skin care
=  Retort food =  Floor cleaner
*  Fresh dairy Pharma & Industrial products
= |ce cream

 Beverage = Milk powder =  Medical devices

- Food . Instarr)lt noodle =  Chemical products

:I\H/Igdclcal & Pharma =  Seasoning powder =  Motor oil-induction seal lid

® Other =  Agricultural products

Products

@ T g
(1

au-than




Summary




Key messages

*  Regional leader
*  Profitable business with strong returns

« Unique customer value proposition within the markets we have chosen to
participate

*  Operating in diverse, high growth markets
*  Very well placed to deliver strong profitable growth

«  Bestin industry talent

0 amcor .



