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Strategy 

Ian Wilson, Executive VP Strategy & Development 

Focus on disciplined growth 
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Strong cash flow 

Capital management 

The Amcor Way operating model 

 

 

Disciplined growth 
Customer 

Value 

Proposition 

Innovation 

Excellence 

Emerging 

Markets 
Acquisitions 

Outperformance 

Superior shareholder 

returns with low volatility 
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• Participation strategy developed in conjunction

with the business groups by:

• Product segment

• Geography

• Growth opportunities identified

• Organic

• M&A

• Pipeline of opportunities developed

• Attractive opportunities in both emerging

markets and developed regions

• Apply disciplined criteria to execution

• Comprehensive integration processes
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Strategy framework 

Opportunity for growth in emerging markets 
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Opportunity is in emerging markets 

Sales by region % Customer sales in emerging markets % 
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Emerging markets value proposition aligned with growth drivers 
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•  Growing middle class

•  Young population 

•  Access to consumer credit

•  Provision of social security 

Growth in 
household 

consumption 

•  Penetration of processed and health foods

•  Rise of single serve packaging

•  Convenience foods in urban areas

•  Affordable access to products in rural areas

Consumer tastes 
and preferences 

•  Transition to super/hypermarket formats
 drives significant product innovation 

•  Traditional retailing requires „local‟ technology 
 solutions 

Retailing format 

•  Rising hygiene standards

•  Anti counterfeiting

•  Child/tamper proof properties
Product safety 

Food safety 

Anti counterfeiting 

Access to technology 

Strong balance sheet 

Growth drivers Amcor value proposition 

Packaging spend accelerates as wealth increases 

Source: IMF 
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Ethiopia 

Predominantly:  

Asia 

South America 

Eastern Europe / Russia Japan 

Germany 

Predominantly:  

North America 

Western Europe 

Australasia 

Japan 

Poland 

India 

Russia 

Mexico 

Brazil 

Turkey 

South Africa 

Serbia 

Tunisia 

China 

Egypt 

Philippines 

Indonesia 

Bulgaria 

Thailand 

Vietnam 

Malaysia 

N. Zealand
S. Korea 

Pakistan 

Saudi Arabia 

Australia 

USA 
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Emerging markets are a key opportunity for growth 
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• Extensive footprint

• 65 plants in 24 countries and 8,000 co-workers

• Long history of success

• Strong local management and partnering customers

• 18% compound sales growth over the past 10 years

Strong position with a successful track 

record creates ideal base for growth 
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 FY2012 emerging markets sales 
by business group 

Asia 
31% 

Latin 
America 

37% 

Eastern 
Europe 

& 
Russia 
32% 

FY2012 emerging markets sales 
by region 

Differentiated M&A strategies 
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„„Best of the Best“ 

Mature markets 

No injuries 

Unique value proposition/innovation/cost 

Manage for cash - auctions and PE-owned 

“Best of Best” 

Up to 10% sales synergies 

Emerging markets 

No injuries 

Growth, first mover 

Growth, private treaty, promoter-owned 

Local 

 

5% sales synergies and growth 

Strong track record: 21 M&A transactions since 2005 
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REF Priority / 

rating

CODE NAME ACTUAL NAME SEGMENT OR 

BU

GEO-

GRAPHY

SALES (AUD 

M)

DEAL SIZE 

(AUD M)

SCOPE OF PROJECT DELIVERABLE

BG MGR GMT SPONSOR SDG LEAD

ARP as of 4 Sep 2012 (AL)

ARP009 t Whale -
Finalised business plan. JV 

agreement 
David Feber Mike Schmitt

Roger Foenander, 

Paul Vega

ARP027 t
Value Chain 

Initiative
- Value proposition and execute Gary Noonan Ian Wilson Roger Foenander 

ARP030 l Breeze
JVA and business case to be put 

forward
R. Vasi Mike Schmitt Rosa Pikunic

ARP32 p Neptune
Tracking performance.  Potentially 

engage in FY13.
M. Curia Mike Schmitt Ian Wilson

ARP33 p Newton M. Curia Mike Schmitt Ian Wilson

ARP36 p Windchime

Quality of earnings review and 

proposal to acquire (technology and 

growth assessments)

D. Andison Mike Schmitt Ian Wilson

AFEA as of 4 Sep 2012 (SH)

AFEA001

l
- T. Hauser Peter Brues Ian Wilson

AFEA002

p

Pack Develop Plan T. Cochran Peter Brues Rosa Pikunic

AFEA004

v 

- Review Paper T. Morin Peter Brues Ian Wilson

AFEA008

p
- - Develop Plan A. Byrick Peter Brues Scott Jackson

AFEA009

m
- - - Develop Plan T. Morin Peter Brues Scott Jackson

AFEA012

p
- - Develop Plan S. Hawkins Peter Brues Ian Wilson

AFEA013

p
- - Develop Plan S. Hawkins Peter Brues Ian Wilson

ACTION OWNER

Systematic approach to selecting and prioritising targets 
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Growth execution pipeline 

Track and prioritise Phasing of capital Growth strategy 

Ranking 
Risk 

assessment 
Project 

classification 
Ideation 

Strategic 

positioning 

0.0%

5.0%

10.0%

15.0%

20.0%

25.0%

30.0%

35.0%

0.0

250.0

500.0

750.0

1000.0

1250.0

2012 2013 2014 2015

Capital

Accumulated 

EBIT

ROFE
Target Spend 

How we execute M&A: five stage process 
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Execution 
Confirmatory DD  

& documentation 
Commercial DD Non-binding offer Initial scope 

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 

Communication 

Post merger 
integration 
preparation 

Snagging issues 

Final sign off & 
execution 

Due diligence 

Documentation 

Merger 
integration prep 

Final Board  

sign off 

• 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
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How we integrate: The Amcor Way 
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Clear focused deliverables 

Safety implementation 

Synergy capture 

Next 100 Days

• Value Plus – Program Launch

• Operations – CI pipeline, Plant of Best Fit, footprint planning

• SGA - Phase 2 planning

• Engagement – customer VOC, Co-workers

First 100 Days

Enablers 

• Culture – on boarding (leadership, co-workers), safety

• Strategy, Structure, People (“SG&A Phase 1”)

• Quick wins - Corporate Costs, Procurement Plus

• Targets (FY13 & Yr3), Game change kickoff

• Functional teams & Integration resources

• Prioritise & focus – “weed the garden”

• From Internal to External

100-Day integration plans

Topic Key Deliverables Day 100

Safety • Day 1 incident plan in place

• Re-enforce safety culture

• Safety reporting in place - MMR

• Conduct full safety reviews – HR hazards

• Twin “like” sites for best practice sharing

Delight & Secure

the Customer

• Def ined strategies for key customers

• Consistent and regular communication

• Retention plans in place and enacted for at risk 

customers

• Review VOC results, process &  commence 

planning for 2012 program

• Customer communications and visits

• V+ roll-out  on boarding complete 

PMDB roll-out commenced

• DIFOTIS def initions in place

Align Organisation • New organisation in place Level 3 – 5 & HC #s

approved

• Objectives and MIPs in place for FY13

• On boarding complete

• Induction program launched

• BU site visits & QBRs planned

• DOA implemented

• Daily KPIs

• MMR reporting live

• Aligned segment and customer sales teams

• Key policies deployed

• Integration Project teams in place

Achieve Synergies • Procurement

• SGA – Phase 1 Org Design

• Value Plus  - Establish pipeline

• Operations - Establish pipeline

• Footprint Projects – Project Dawn approval

• Working Capital

• Negative Sales Synergies

• Corporate Costs

Manage the Noise • Integration governance and process in place

Complete In progress – on track Not commencedIn progress – delay

Topic First 100 Days 100 Days +

Campaigns • “My Safety Pledge”

Programs • SLT (Safety Leadership Tours)

• Weekly Toolbox Mtg with Safety 

Topic

• COMMS 5 “Safety Awareness 

Blitz”

• “Think 5” personal HIRARC

program

Policies • Knife Policy • As determined by AFAP Group

Training • SLT Training for new sites • Manual Handling Management

• HIRARC Standardization

Systems • Incident Reporting

• Monthly OHSE MMR Reporting

• OHSE Council with monthly 

meetings

Audits • Phase 1: One day reviews of

new sites

• Phase 2: High Risk Hazard

Audits of new sites

• Phase 3: Full Amcor OHSE

Audits

Phase 2: High Risk Audits

Conducted at sites to fast track

identification of & action on 

high risk hazards

Total Hazards       =

High & Substantial   =

Action Plan Tracking through

Monthly OHSE MMR

© Amcor 2012

“Changing the Game” – a considered approach to a new market dynamic

Phased approach

Phase 1 Top Right – building on initiative, secure them

Phase 2 “No regrets” - Lower left – fix or lose

Phase 3 “No regrets” - Lower Right – cultivate, & improve

Phase 0 Fact Base – building the map

Key Enablers

• Fact based decisions -

Sound trusted

• BU leadership team 

engaged and team sign off

process

• Mandate

• Speed of execution and no

regrets attitude important

• Focussed resources

© Amcor 2012

Procurement – Synergy Development:

Synergy Development Summary

• Procurement Due Diligence review identified draft synergies 

• Diagnostic detailed spend review and synergies developed

• Key project identification by category

• Leverage buying power and key supplier contracts

• Detailed projects populated in tracker delivering early out-

performance outcomes and pull forward of year 2 synergies

Targets

• Addressable spend

• Identified Synergies represent % of addressable  spend

• Projects have been segmented by category and by BU by year

• Out - Performance FY13 Impact opportunity 

Key Resources

• Execution focused procurement structure being put in place to deliver 

key projects

• Dedicated technical resources to support categories

• Commercial resource to support procure to pay project sites, PMO for 

project analytics and synergy capture and reporting 

Risks

• Resources in place to support execution and timing delivery

Procurement Targets by BU

Procurement Synergy Projects in Tracker  by BU

A$000s FY13 FY14 FY15 Total

BU1

BU2

BU3

BU4

**Outperform Impact  

FY13

A$000s FY13 FY14 FY15 Total

BU1

BU2

BU3

BU4

AFAP Q1 FY13 QBRSlide 63

  Pre-merger planning 
The Amcor Way 

operating model  Post-merger planning 

Global talent and M&A capabilities 
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• Growth pipeline 

• Strategy 

• Post-merger

integration 

• China/ Asia 

• Latin America 

• Europe 

• North America 

• Property 

• Structuring

• Pensions

• Financial DD 

• Antitrust

• Legal 

Strategy 
Director 

Strategy M&A  Experts 

• In-house

• Investment bank

• Strategy consulting

• Financial due-diligence

• Subject matter experts

• In-country deal execution teams

– China & Asia

– Latin America

– Europe & US
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Summary 

• Disciplined growth: process discipline and
execution excellence

• Emerging markets are a compelling growth
priority

• M&A fully aligned with strategy and
The Amcor Way: not opportunistic

• Clearly defined M&A processes: select,
execute, integrate

• Process discipline and execution excellence:
best practice class tools, methodologies,
talent
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Strategy 

Ian Wilson, Executive VP Strategy & Development 


