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The Amcor Brand Guidelines are broken up into the 
following 3 parts, each of which exists as a separate 
document in Brand Central.
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DIGITAL NOTE

Only those who have been granted editing rights  
and been trained can and are allowed to upload  
any type of content on any Amcor web platform. 
The gatekeeper of the Amcor website domain is the 
Corporate Communications team. Contact them for  
any inquiry related to the web platform.
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Amcor Brand Guidelines / Brand Execution / Digital / Website imagery

Digital

Website imagery
It helps bring the Amcor brand to life, as 
well as visually communicate a message.

When choosing an image please  
ensure that it is appropriate for its 
position on the website. Shown here 
are the six main image types used 
throughout the website.

 % All website imagery should be sourced 
from Amcor’s asset library, the 
exception being images  
for News and Insights posts.  
See the News and Insights sections 
for more information.

 % If necessary, stock library images  
may be used when there is no 
alternative only with an appropriate 
usage license. 

 % When uploading an image to the 
website please ensure it isn’t stretched 
or distorted in any way.

1

Banner

4

Post

5

Feature

3

Product

2

Image links

https://amcor.sharepoint.com/sites/OneAmcor/Digital%20Assets/Forms/NameThumbnail.aspx?FolderCTID=0x012000115260FF4C5FAC4FBADD355D2E8BFF57&id=%2Fsites%2FOneAmcor%2FDigital%20Assets%2FImages&viewid=8da1e265%2D62e5%2D40bc%2D920e%2D3765bd753a71
https://www.amcor.com/media/news
https://www.amcor.com/insights
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Amcor Brand Guidelines / Brand Execution / Digital / Website banner images

Digital

Website banner images
Banner images run along the top of each page on the 
Amcor website. Their purpose is to provide visual 
interest while indicating the content of the page.

 % The photography sections covering lifestyle, consumer 
interaction, Amcor people and product hero in Brand 
Additions are ideal examples of suitable imagery. 

 % Banner images should be ‘full bleed’ e.g. have a 
background (not isolated on a white background)  
and ideally not be too light.

 % Images should be in landscape format, ideally at a 
minimum size of 1200 x 900 pixels (px) and 72–96 dpi.

 % Banner images crop differently depending on the device 
being used, therefore there is an option to upload 
custom images to suit the final output.

 × Images should not be stretched or distorted.

 × Images should not include elements with written  
text as this can conflict with overlaid text and may  
be cropped or distorted.

Not to scale

Not to scale

IPAD PRO

1336 x 1024px (Landscape mode)

IPAD PRO

1024 x 1336px (Portrait mode)

Not to scaleNot to scale

IPHONE X

375 x 812px (Portrait mode)

LAPTOP

1440 x 900px

https://amcor.sharepoint.com/sites/OneAmcor/Digital%20Assets/Forms/NameThumbnail.aspx?RootFolder=%2Fsites%2FOneAmcor%2FDigital%20Assets%2FImages&FolderCTID=0x012000115260FF4C5FAC4FBADD355D2E8BFF57
https://amcor.sharepoint.com/sites/OneAmcor/Digital%20Assets/Forms/NameThumbnail.aspx?RootFolder=%2Fsites%2FOneAmcor%2FDigital%20Assets%2FImages&FolderCTID=0x012000115260FF4C5FAC4FBADD355D2E8BFF57
https://amcor.sharepoint.com/sites/OneAmcor/Digital%20Assets/Forms/NameThumbnail.aspx?RootFolder=%2Fsites%2FOneAmcor%2FDigital%20Assets%2FImages&FolderCTID=0x012000115260FF4C5FAC4FBADD355D2E8BFF57
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Digital

News and insights 
content
News and Insight articles keep our 
website visitors up-to-date with  
Amcor developments. 

 % Use the online reference tool 
available to ensure content  
is on brand and consistent.

 % Always write with the audience  
in mind. Consider what the purpose 
of the article is and why they should 
find it interesting to read.

 % All articles should incorporate the 
principles of the Amcor tone of voice.

HEADLINE

Keep the headline concise,  
less than 65 characters.  
Be descriptive and informative.

KEYWORDS

In headlines and articles use 
words that are relevant to the 
topic. This will help with Search 
Engine Optimization (SEO), 
improving the chances of related 
internet searches finding the 
content. However, keep the 
language natural.

CONTENT

Ensure the text is formatted 
and broken down into digestible 
paragraphs. Sentences should 
be no longer than 25 words, 
paragraphs between 100-200 
words and posts between  
600-800 words.

https://www.amcor.com/dcoe/digital-marketing/content-marketing
https://www.amcor.com/insights
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Digital

News and insights 
image choice
Images should be used to provide  
a point of interest and illustrate the 
article content.

 % The thumbnail image should inspire 
and generate interest.

 % Where appropriate, images can  
be selected from the Amcor asset 
library. Approved press release 
photography may be used. 

 % If necessary, stock library images  
may be used when there is no 
alternative but must have an 
appropriate usage license. 

 × Avoid anything that is purely  
text based.

Do not use text based images.

Do not use stretched images.

Do not use text based charts  
and graphics.

Do not crop images awkwardly.

Use inspiring images that tell a story.

INCORRECT USAGE

https://amcor.sharepoint.com/sites/OneAmcor/Digital%20Assets/Forms/NameThumbnail.aspx?RootFolder=%2Fsites%2FOneAmcor%2FDigital%20Assets%2FImages&FolderCTID=0x012000115260FF4C5FAC4FBADD355D2E8BFF57
https://amcor.sharepoint.com/sites/OneAmcor/Digital%20Assets/Forms/NameThumbnail.aspx?RootFolder=%2Fsites%2FOneAmcor%2FDigital%20Assets%2FImages&FolderCTID=0x012000115260FF4C5FAC4FBADD355D2E8BFF57
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Digital

Social media
Across all social media channels there 
should be a clear and consistent 
approach, always taking into account 
the Amcor brand.

Whenever creating a social media post:

 % Refer to the tone of voice section in 
Brand Foundations to maintain Amcor 
brand standards.

 % Consider image quality and choice; 
this should always adhere to the 
photography, video and illustration 
standards.

 % You can choose whether or not to use 
the social media templates on Brand 
Central. Any original social media 
visuals you create must follow the 
Amcor brand guidelines.

FACEBOOK

Image post option 1: 1200 x 628px (landscape).

Image post option 2: 1200 x 1200px (square).

Image post option 3: 628 x 1200px (portrait).

Promoted post with link*: 1200 x 628px (landscape).

*Promoted posts — image text guidance: 
Facebook limits the reach of promoted image posts  
if the image contains more than 20% text.

Facebook stories post: 1080 x 2340px (portrait).

Keep all important content within the central 1920px 
to allow for cropping on a range of screen sizes.

TEMPLATE EXAMPLES

LINKEDIN

Post: 1104 x 736px.

Post with link: 1200 x 638px.

https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Assets/Forms/NameThumbnail.aspx?FolderCTID=0x01200061A06A3E30ED864EA138B3A3A236B073&viewid=7e9f39fa%2D3a73%2D400b%2D98a1%2D6d2178474ed6&id=%2Fsites%2FOneAmcor%2FBrand%20Assets%2FTemplates%20Documents%20and%20Stationery%2FSocial%20Media%20Templates
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Digital

YouTube
When uploading videos to YouTube  
it is essential to ensure best practice  
is applied not only to the video  
(see video guidelines), but also to the 
listing content. 

The thumbnail, title and description  
are vital to attract more viewers,  
and are an opportunity to further 
express our brand.

 % Always adhere to the Amcor tone of 
voice section in Brand Foundations 
and style guides.

THUMBNAIL

Thumbnails should always convey the 
content of the video. They can contain 
a combination of text and imagery but 
must always adhere to the relevant brand 
standards. Always ensure the thumbnail 
image works both at small (for mobile) 
and large (for desktop) sizes.

DESCRIPTION

Make sure the description is unique to the video.

Identify the keywords that describe your video and 
use them near the start of your description.

Add extra information that is relevant to your video 
— for example a link to a relevant page  
on your website.

Hashtags (#) can be included in the description, to 
help viewers discover your video when searching a 
specific hashtag.

TITLE

Don’t make excessive use of capitalization. Always 
ensure your title is catchy and sparks curiosity.

Titles should always reflect the content of the video 
and not be misleading.

https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
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Digital

Webinars
They are an effective corporate training  
and engagement tool to educate employees  
and customers on new products and services.

Please consider the following when creating a webinar:

 % Enhance the webinar with a professional looking 
Amcor branded presentation.

 % Follow the guidelines on tone of voice, color, 
photography, typography and logo placement in Brand 
Foundations to ensure the Amcor brand is conveyed 
correctly at all times. 

 % Bring the webinar to life with graphs, tables  
and pictures.

https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
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Documents and stationery

PowerPoint templates
A choice of templates is available on Brand Central to best 
suit the purpose and audience of the presentation.  
Only these templates can be used.

 % The font Arial must always be used. 

 % Images may be customized on the front cover 
of the Dynamic template, according to the photography 
standards.

 % Follow the guidelines on tone of voice, color and logo 
placement to ensure the Amcor brand is conveyed 
correctly at all times. 

 % These templates are available in both 4:3 
and 16:9 formats.

 × The three template styles should never be mixed 
together in the same presentation. For incorporating 
company presentation slides into an existing 
presentation, use the matching style.

Intended for formal, corporate presentations. 
Use for all internal presentations.

Blue PMS 547

Green PMS 7482

Blue PMS 2384 Green PMS 369 - Sustainability

Blue PMS 144 - Safety Blue PMS 299

EXTERNAL USE ONLY – DO NOT USE FOR INTERNAL PURPOSES 
AMCOR POWERPOINT TEMPLATE – STEPPED

ADDITIONAL TEMPLATE – CURVED 

INTERNAL USE 
AMCOR POWERPOINT TEMPLATE - WHITE

https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Assets/Forms/NameThumbnail.aspx?FolderCTID=0x01200061A06A3E30ED864EA138B3A3A236B073&viewid=7e9f39fa%2D3a73%2D400b%2D98a1%2D6d2178474ed6&id=%2Fsites%2FOneAmcor%2FBrand%20Assets%2FTemplates%20Documents%20and%20Stationery%2FPowerPoint%20Template
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Documents 
and stationery

Word templates
A definitive set of Microsoft Word 
templates have been created and  
are available for download on  
Brand Central.

Download the required template,  
then update the details with the  
relevant Amcor Business Group  
contact information.

 % Follow the guidelines on tone  
of voice and typography in Brand 
Foundations to ensure the Amcor 
brand is conveyed correctly at all 
times. 

 % Template sizes may vary depending 
on region, contact your Business 
Group or Corporate Communications 
team if you require an alternative size.

 × Do not recreate or modify the 
template designs or branding  
in any way.

LETTERHEAD TEMPLATE MEMORANDUM TEMPLATE NEWS RELEASE TEMPLATE

FACSIMILE TEMPLATEAGENDA TEMPLATE

https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Assets/Forms/NameThumbnail.aspx?FolderCTID=0x01200061A06A3E30ED864EA138B3A3A236B073&viewid=7e9f39fa%2D3a73%2D400b%2D98a1%2D6d2178474ed6&id=%2Fsites%2FOneAmcor%2FBrand%20Assets%2FTemplates%20Documents%20and%20Stationery%2FOffice%20Suite
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Documents 
and stationery

Whitepapers
They are a means to showcase Amcor’s 
expertise on a wide variety of topics. 

 % Use the specific sections within this 
guide for each element you decide 
to include in the whitepaper; for 
example, but not limited to, those 
illustrated here.

 % If you require further information  
or examples to use for reference 
when creating new whitepapers 
contact your Marketing 
Communications team.

CAN METAL-FREE PACKAGING EVER 
REPLACE ALUMINIUM  
FOR SENSITIVE PRODUCTS?
A game changer in barrier performance

COLOR

Color panels can help highlight 
and organize separate blocks  
of information.

PHOTOGRAPHY

Should inspire and help clarify 
the content.

INFOGRAPHICS

Use these to help convey 
concepts and ideas in a  
simple way.

TYPOGRAPHY

Use different font weights to 
distinguish between headings 
and body text.

ICONS

Use to help break up text into 
succinct points.

TONE OF VOICE

Make sure the language used is 
in keeping with Amcor’s brand 
personality.

LOREM IPSUM DOLOR SIT AMET, 
CONSECTETUR ADIPISCING ELIT  
SUM DOLOR SIT AMETDI?
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Documents and stationery

Press releases
A word template is available to download on  
Brand Central, which can then be updated according  
to the guidance below.

 % Prior to making press releases public on any media 
channel they must be reviewed and approved by the 
Corporate Communications team. 

 % Use a journalistic style of writing that is clear  
and concise, and a tone of voice in Brand Foundations 
that is in line with the Amcor brand.

 % Follow the typography in Brand Foundations guidelines 
to convey the Amcor brand correctly at all times. 

 % Make sure all information is accurate and verifiable.

 % Template sizes may vary depending on region, contact 
your Business Group or Corporate Communications 
team if you require an alternative size.

HEADER

This will stay the same unless  
advised otherwise.

HEADLINE

A hard hitting title that captures 
attention and makes people want 
to read on.

INTRODUCTORY SENTENCE

A short descriptive sentence 
that is easily digestible.

CONTENT

Get to the point, be factual  
and use quotes to add validity.

ABOUT AMCOR

Standard copy that should be 
featured on all News Releases. 
It is reviewed periodically and 
should not be modified.

LOCATION AND DATE

Begin with location and date  
of press release.

PHOTOGRAPHY

Illustrate the article through  
strong photography.

CALL TO ACTION

Contact details and logo  
at the end to finish.

Pit erem et et vendus fugit elia seria.

ZURICH, Switzerland, April 20, 2017

Pit erem et et vendus tet fugit elia seria is endiaOfficima ximagni hillam as mi, 
cumquosandae dolorum eatia des aut volore pa comnim in pra id que porempos  
quia vollupt asimintio eossit.

Occus quis ressus estin nonseque debist, sus autem. Lore cus, ommolorro inulpa destrup tatemperia enesequi 

alia net eturiberes et maiore nim essin peresci mporum nisquia dellante nonsequam, es ea consend itiatat 

umenis estis. Veles et, quis et ad molore soloribus, sitas aborum eost la voleculparum faciden.

“Nem fuga. Debis entium ipist, officate pro ea nissit, ulliquid molupta perspid erciis sumquam reiusciet 

vollaborro tecae cum iunt omniminus.”

About Amcor

Amcor is a global leader in developing and producing responsible packaging for food, beverage, pharmaceutical, medical, 
home- and personal-care, and other products. Amcor works with leading companies around the world to protect their 
products and the people who rely on them, differentiate brands, and improve value chains through a range of flexible and  
rigid packaging, specialty cartons, closures, and services. The company is focused on making packaging that is increasingly 
light-weighted, recyclable and reusable, and made using a rising amount of recycled content. Around 48,000 Amcor  
people generate around US$13 billion in sales from operations that span about 250 locations in 40-plus countries.   
ASX: ASC I  www.amcor.com  l  LinkedIn  I  Facebook  I  Twitter  I  YouTube

https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Assets/Forms/NameThumbnail.aspx?FolderCTID=0x01200061A06A3E30ED864EA138B3A3A236B073&viewid=7e9f39fa%2D3a73%2D400b%2D98a1%2D6d2178474ed6&id=%2Fsites%2FOneAmcor%2FBrand%20Assets%2FTemplates%20Documents%20and%20Stationery%2FOffice%20Suite


79

Amcor Brand Guidelines / Brand Execution / Documentsand stationery / E-books

Documents 
and stationery

E-books
Similar to whitepapers, e-books 
present Amcor’s point of view on a 
variety of topics.

The key difference is the intention that 
they’ll be viewed primarily on screen 
rather than in print.

E-books use a landscape format 
to better fit a desktop screen size, 
preferably 1920 x 2080px or A4 
landscape as seen here.

E-books are delivered in PDF format and 
offer a degree of interactivity, including 
page navigation and URL links.

 % 1920 x 2080px or A4 landscape.
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Documents 
and stationery

Business cards
An Adobe InDesign template is 
available to download on Brand Central 
for a standard corporate single and 
double sided business card when 
producing a printed run.

 % The single sided version is the 
preferred business card to use

 % The printing is exclusively on uncoated 
stock.

 % Template sizes may vary depending on 
region, contact your Business Group 
or Corporate Communications team if 
you require an alternative size.

 × Artwork for the business card  
should never be recreated or modified 
in any way.

 × The typographic weights and spacings 
of the address and contact details 
must always be followed  
and never be altered in any way.

SINGLE SIDED

DOUBLE SIDED

Front

Front

Reverse – Option 2

Reverse – Option 1

Reverse – Option 3

https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Assets/Forms/NameThumbnail.aspx?FolderCTID=0x01200061A06A3E30ED864EA138B3A3A236B073&id=%2Fsites%2FOneAmcor%2FBrand%20Assets%2FTemplates%20Documents%20and%20Stationery%2FBusiness%20cards&viewid=7e9f39fa%2D3a73%2D400b%2D98a1%2D6d2178474ed6
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Documents and stationery

Letterhead
The print-ready Adobe InDesign template can be 
downloaded on Brand Central. Enter the Business Group 
details into the text fields. The template is to be used 
when an offset printed letterhead is required.

 % Always download the artwork for the letterhead  
to ensure you are using the most recent version.

 % Use the typographic style sheets, grid layout and 
margins provided in the template.

 % The text area of a letter must align with the grid  
and margins as shown in the example.

 % Follow the guidelines on tone of voice and typography 
in Brand Foundations to ensure the Amcor brand is 
conveyed correctly at all times. 

 % Template sizes may vary depending on region, contact 
your Business Group or Corporate Communications 
team if you require an alternative size.

 × Do not recreate or modify the artwork design  
in any way.

STANDARD LETTERHEAD STANDARD LETTERHEAD

(Including text area and grid)

https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
https://amcor.sharepoint.com/:w:/r/sites/OneAmcor/_layouts/15/Doc.aspx?sourcedoc=%7B8A798763-24D8-4CE4-8B0F-A36E3E43A5F2%7D&file=Letterhead.docx&action=default&mobileredirect=true
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Documents 
and stationery

Envelopes
A definitive set of Adobe InDesign 
templates has been created for the 
production of envelopes.

 % Template sizes may vary depending 
on region, contact your Corporate 
Communications team for more 
information.

 × Do not recreate or modify the 
designs or branding in any way.

B4: 353MM x 250MM C4: 324MM x 229MM

B5: 250MM x 176MM C5+: 235MM x 162MM C5: 229MM x 162MM

DL WINDOW: 220MM x 110MM DL: 220MM x 110MM

Amcor Business Group
[Street address starts on this line]
T +[phone number] F +[fax number] 
www.amcor.com

Amcor Business Group
[Street address starts on this line]
T +[phone number] F +[fax number] 
www.amcor.com

Amcor Business Group
[Street address starts on this line]
T +[phone number] F +[fax number] 
www.amcor.com

Amcor Business Group
[Street address starts on this line]
T +[phone number] F +[fax number] 
www.amcor.com

Amcor Business Group
[Street address starts on this line]
T +[phone number] F +[fax number] 
www.amcor.com

Amcor Business Group
[Street address starts on this line]
T +[phone number] F +[fax number] 
www.amcor.com

Amcor Business Group
[Street address starts on this line]
T +[phone number] F +[fax number] 
www.amcor.com
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Internal branding

Email signatures
All Amcor people emails must  
use the global email signature.  
The only exception is the specific  
email signature template developed  
for colleagues based in Germany, 
where additional information is 
required by law. 

 % To comply with the typography 
brand standards, the font Arial must 
always be used.

 × Email signatures must not be modified, 
this includes the addition of other 
messages, animation, videos, regional 
program logos, or advertising banners. 

AMCOR EMAIL SIGNATURE 

Global

AMCOR EMAIL SIGNATURE 

Germany
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Internal branding

Email banners
They are elements for email announcements.  
They may contain images and brand typography.

Only the Global Management Team members are allowed 
to have email banners for their email announcements, and 
exclusively on an individual basis.

 % The maximum size of the banner is 580 x 165px. 

 % Ensure images of people or products are not  
cropped awkwardly. If in doubt, use only text  
within the banner.

 % If using the Amcor logo within the banner, adhere  
to Amcor’s logo standards on various backgrounds and 
clear space rules. Please see the Brand Foundations set 
of guidelines.

 % You may use different weights of the Amcor brand 
typeface for titles. Please see the Brand Foundations  
set of guidelines. 

 × Titles within the banner should not be more than six 
words; when longer, continue the text below the banner.

 × Text must always be legible. Do not place over  
busy divider lines, gradients or images.

From: Ron Delia Communications
Sent: 10 September 2022
To: Amcor Communications
Subject: Headline

From: Ian Wilson Communications
Sent: 10 September 2022
To: Amcor Communications
Subject: Headline

10 February 2020

Headline

Dear Colleagues,

Omnieni moluptur, que volo magnim il moditas nate ipicitia veremporibus dis et assint 
que porenet qui aut ducimpo rporrum aut quia venimi, apicili gendae. Sedipsaes 
doluptas nessequi dolorerum ea velit, velessitas et experibus aut voluptatio bereped 
quis quis quo exeruptaerum nem.

Nam everisit volorruptae re nobis quunt excepta doluptatione consequi optusam quam, 
iunt occatin pelis est magnihilla eumquat fuga. Nam voluptiora vit atem conseque dem 
nulluptatur? Dolore delis que labore venient pratusdae comnis dolorer uptae. Ut porro 
iur, quaepelicae voluptae qui dolorum dolum ipic te veni voluptassum que et optas 
es rerro idi ni tem volestota est volente molorro quissita doluptat doluptatem aut ut 
liquistibus quiae que modi dolum facietur aut esti nos apercidunt.

Faccus quo ium, ius ne offic tem doluptatecus doluptaspis sam, elessin issequis mo 
temporatur aut millorum fuga. Odit offic te core cuptatia dolorec tatibeatem fugiatis  
eatur senihit apedias volupta dolorem porrum ilibus. Ut la dia dit qui abo. Hit mintur, 
sumquis tecerfe rrovitas eatiistiae cus, tem. Usanimp orporiorum dest labor si ne pro 
tem con nis molorit pro officitatia nusda dolorpo reperiae. Id quo bea quiae sit liquo 
torende voluptur?

Nulliatur? Qui nimolupti occum rendam aut et rerition esto explisci optam, quatatinulpa 
vendel id quam ressund elestrum quaspera ipsuntibus eic te voluptati quim et, odi sant 
officae molupta cusa et faccusanias pa dolorum quae. Xim dolum fuga.

10 February 2020

Headline

Dear Colleagues,

Omnieni moluptur, que volo magnim il moditas nate ipicitia veremporibus dis et assint 
que porenet qui aut ducimpo rporrum aut quia venimi, apicili gendae. Sedipsaes 
doluptas nessequi dolorerum ea velit, velessitas et experibus aut voluptatio bereped 
quis quis quo exeruptaerum nem.

Nam everisit volorruptae re nobis quunt excepta doluptatione consequi optusam quam, 
iunt occatin pelis est magnihilla eumquat fuga. Nam voluptiora vit atem conseque dem 
experibus, sendit, omni abor sam, odit ut officab oreperum facerrum qui cupitaquia 
nulluptatur? Dolore delis que labore venient pratusdae comnis dolorer uptae. Ut porro 
iur, quaepelicae voluptae qui dolorum dolum ipic te veni voluptassum que et optas 
es rerro idi ni tem volestota est volente molorro quissita doluptat doluptatem aut ut 
liquistibus quiae que modi dolum facietur aut esti nos apercidunt.

Faccus quo ium, ius ne offic tem doluptatecus doluptaspis sam, elessin issequis mo 
temporatur aut millorum fuga. Odit offic te core cuptatia dolorec tatibeatem fugiatis  
ex est, sant voloribus et rem quam excessum ilit et utame vellecum delitatusam  
endi qui autatem a sa pa nobit, si aliatus ipsa dolores simusda nist, con rese magnis 
eatur senihit apedias volupta dolorem porrum ilibus. Ut la dia dit qui abo. Hit mintur, 
sumquis tecerfe rrovitas eatiistiae cus, tem. Usanimp orporiorum dest labor si ne pro 
tem con nis molorit pro officitatia nusda dolorpo reperiae. Id quo bea quiae sit liquo 
torende voluptur?

Nulliatur? Qui nimolupti occum rendam aut et rerition esto explisci optam, quatatinulpa 
vendel id quam ressund elestrum quaspera ipsuntibus eic te voluptati quim et, odi sant 
officae molupta cusa et faccusanias pa dolorum quae. Xim dolum fuga.

https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
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Video and animation

Edit construction
This guide illustrates how to assemble 
Amcor video material.

Use the following formula:

1. Fade in opening screen

2. Opening screen

3. Fade out opening screen

4. Video content

5. Fade in closing screen

6. Closing screen

7. Seconds of white

 % Opening screens are optional, but 
should be used where a secondary 
logo or title is required.

 % Four seconds is the minimum time 
recommended, but the title of video 
should be on screen long enough to 
be read by the viewer.

Video content

1 second 1 second 1 second 1 second

4 seconds 4 seconds

1 53 72 64
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Video and animation

Watermarks
All videos should display the Amcor 
logo watermark for the full duration 
of the video - excluding opening and 
closing frames.

 % For consistency and readability  
the reversed logo with halo should  
be used at all times.

LOGO PLACEMENT

The horizontal logo should 
always be used and placed in 
the top right corner following 
the clear space guidance 
illustrated here. 

The logo should be at a  
100% opacity and sit on a 
white gradient which is set  
at a 40% opacity. 

The logo should never appear 
without the gradient.

x = height of ‘amcor’ x

x

https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Assets/Forms/NameThumbnail.aspx?RootFolder=%2Fsites%2FOneAmcor%2FBrand%20Assets%2FAmcor%20Logos&FolderCTID=0x01200061A06A3E30ED864EA138B3A3A236B073
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Video and animation

Titles
Titles are used throughout videos  
to introduce different sections.  
The examples shown here are the 
favored approach. 

 % The preferred transition effects 
are fade in and fade out but other 
animated options are available.

COLLEAGUES

COLLEAGUES

COLLEAGUES

COLLEAGUES

When placed over an image, a soft drop shadow should be used.  
It should be 50% opacity, black, set to multiply blending style  
and have an equal spread around the text.

When placed over the Amcor dark blue color, white should be used as 
the text color.

When placed over white, Amcor dark blue should be used  
as the text color.

When placed over the Amcor light blue color, white should be used  
as the text color.
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Video and animation

Title anatomy
There are three instances where  
a text-only screen can be used:

1. To provide some additional context 
or information mid-video that isn’t 
being delivered through the audio 
or video content.

2. During training or educational 
videos, usually to staff, where 
additional information or a recap  
of key points needs to be delivered.

3. To segment sections within  
a video. 

 % Ensure viewers have enough time  
to read the text on screen.

TITLE ONLY EXAMPLE

CONTENT EXAMPLE
Sub title

Ut offic totatur a volume verum vitia volectiatam reprercium et quas reresto 
il ipidel excest, auta nest et deliciae. Ita doluptatia doluptatur?

• Inctatiust dissincil illabor erspel inciur.
• Ad ut et ommolupti natetur aligent aut proris .
• Totatur a volume verum vitia.

SAFE TITLE AREA

90% width, 90% height

SAFE ACTION AREA

93% width, 93% height

AMCORPRO BOLD

White, capitalized

SCREEN AREA

100% width, 100% height

AMCORPRO SEMIBOLD

White

AMCORPRO MEDIUM

White

SPECIFICATIONS

• AmcorPro Bold

• White text

• Amcor light blue color

• Capitalized

• Centralized

• Can be used over video

SPECIFICATIONS

• AmcorPro font family

• Amcor dark blue color

• Left aligned

• Not to be used over video
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Video and animation

Lower-thirds
This refers to text that is positioned  
on the lower third area of the screen  
– usually captions that include the titles 
of interviewees.

Use lower-thirds to identify people on 
their first speaking appearance. Identify 
each subject just once.

Contributors and their affiliations 
should be introduced in the same way 
as the examples shown on this page.

 % The preferred transition effects 
are fade in and fade out but other 
animated options are available.

NAME SURNAME
Job title
Company

NAME SURNAME
Job title
Company

NAME SURNAME
Job title
Company

NAME SURNAME
Job title
Company

Right side caption white text only example.

Left side caption white text only example.

Right side caption box example.

Left side caption box example.
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NAME SURNAME
Job title
Company

NAME SURNAME
Job title
Company

Video and animation

Lower-thirds 
anatomy
These guides should be followed to 
ensure all text is accessible and legible 
on a wide variety of screens.

 % If a subheading, such as a title or 
department name, exceeds 80 
characters, run it over two lines.

 % Keep text within action/title safe  
area and never let text go beyond  
the right or left margin.

SAFE TITLE AREA

90% width, 90% height

SAFE ACTION AREA

93% width, 93% height

AMCORPRO BOLD

White, capitalized

SCREEN AREA

100% width, 100% height

AMCORPRO MEDIUM

White

SPECIFICATIONS

If video is dark enough to 
allow full legibility, you should 
use white only text.

SPECIFICATIONS

If video is too light for white 
only text, a caption box should 
be used.

STYLE

Use Amcor dark blue at 80% 
opacity for the caption box.

y = 10% screen size height

x = 13% screen size height

y

x
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Video and animation

Opening and 
closing screens
The opening and closing screens 
feature the Amcor animated logo.  
This should be included in every  
Amcor video.

 % Every Amcor video should include a 
closing screen featuring the Amcor 
logo animation.

 % If desired, the Amcor opening screen 
can also be included.

https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Assets/Forms/NameThumbnail.aspx?FolderCTID=0x01200061A06A3E30ED864EA138B3A3A236B073&id=%2Fsites%2FOneAmcor%2FBrand%20Assets%2FAmcor%20Logos%2F03%20Animated%20logo&viewid=7e9f39fa%2D3a73%2D400b%2D98a1%2D6d2178474ed6
https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Assets/Forms/NameThumbnail.aspx?FolderCTID=0x01200061A06A3E30ED864EA138B3A3A236B073&id=%2Fsites%2FOneAmcor%2FBrand%20Assets%2FAmcor%20Logos%2F04%20Animated%20logo&viewid=7e9f39fa%2D3a73%2D400b%2D98a1%2D6d2178474ed6
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Video and animation

Subtitles
Captions and subtitles should be 
provided for accessibility and to 
encourage viewing on social media. 

Films should be produced with open 
captions (burned-in). A separate version 
should be produced without captions but 
with an accompanying closed captions 
text file in SRT or VTT format.

 % The font size used will be governed by 
the output format. The text  
should be highly legible at all times. 
The preferred transition effects are cut 
in and cut out.

 % Arial Regular or Helvetica Neue 
Regular in white should be used  
for all subtitles.

 % When the lower third of the video 
is occupied with a title, the captions 
should move to the top of the screen.

 % In the case of online and social media 
videos, typeface size can be increased 
for visual clarity on mobile devices.

Subtitles should be centered on a black background 
at 80% opacity and should not exceed two lines.

SPECIFICATIONS

Subtitles can be added through 
your video editor or through the 
video manager on YouTube.

They should be centered on a 
black background at 80% opacity 
and should not exceed two lines.

x = 10% screen size heightx
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Video and animation

Licensing
When creating a video, licensing laws 
must be followed.

 % Ensure you have the relevant 
licensing. A copy of the original 
licensing agreement is required to 
dispute the copyright infringement 
and remove the in-play advertising.

 % Music, graphics, stock footage 
and images should be credited in 
accordance with their licensing.  
This should be displayed at the end 
of the film if required by law.

 % Royalty free music should be used  
at all times. Commercial music  
(e.g. from the radio) cannot be used 
under any circumstances without 
express permission from Corporate 
Communications.

STOCK VIDEO FOOTAGE

This is available from a number  
of third party sources. 

Examples include: 

• www.videoblocks.com

• www.videvo.net

• www.videohive.net

• www.shutterstock.com

• www.pond5.com

STOCK MUSIC FOOTAGE 

This is available from a number 
of third party sources.

Examples include: 

• www.freemusicarchive.org

• www.audionetwork.com

• www.premiumbeat.com

• www.artlist.io

MUSIC
Track title

Artist
Publisher

http://www.videoblocks.com
http://www.videvo.net
http://www.videohive.net
http://www.shutterstock.com
http://www.pond5.com
http://www.freemusicarchive.org
http://www.audionetwork.com
http://www.premiumbeat.com
http://www.artlist.io
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Video and animation

Aspect ratio
Most videos are produced in a 16:9 
ratio or a 1:1 ratio (as shown here). 

The ratio used depends on the demands 
of the project and the platform or device 
it will be viewed on.

 % Minimum video resolution for 16:9 
projects is 1280 x 720px. Minimum 
bitrate 5 Mbps. 

 % Recommended video resolution 
for 16:9 projects is 1920 x 1080px. 
Minimum bitrate 10 Mbps. 

 % Minimum video resolution for 1:1 
projects is 720 x 720px. Minimum 
bitrate 5 Mbps. 

 % Recommended video resolution 
for 1:1 projects is 1080 x 1080px. 
Minimum bitrate 10 Mbps. 16:9 FORMAT

This should be used unless otherwise stated.

1:1 FORMAT

This should only be used if a 16:9 ratio is not required. 
This ratio can only be used on Facebook, Instagram  
and Twitter.
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Video and animation

Video 
specifications
VIDEO SETTINGS

These settings are widely accepted:

• .MP4 and .MOV video format

• H.264 compression

• Square pixels

• Fixed frame rate

• H.264 compression

• Maximum frame rate of 30fps

CODECS 

There are a variety of different  
codecs for both video and audio.  
These will change depending on the 
project and its required formats.  
Please check with the intended video 
host for their specific requirements.

COMPRESSION

The amount of compression 
applied to the final output file 
should be kept at an acceptable  
level. Ideally there should be  
no visible degradation.

FILE SIZE

Final file sizes of video should be 
under 100MB.

RESOLUTION

The video resolution standard is 
HD (1920 x 1080px. Only shoot in 
4k (3840 x 2160px) if specifically 
required.

Accepted video quality.

Poor video quality.
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Brand Assets

Video and animation

Animation style
The purpose of using animation, as 
opposed to live footage, is primarily 
to make explaining abstract ideas as 
simple as possible.

 % To keep the brand consistent, the 
animation style is in keeping with 
Amcor’s illustration style (shown in 
Brand Additions).

 % Videos should always begin with  
the Amcor logo.

 % A placeholder image to be  
used in the thumbnail should also  
be provided to accompany  
the animation.

https://www.youtube.com/watch?v=O5qIS1U1h0k
https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Assets/Forms/NameThumbnail.aspx?RootFolder=%2Fsites%2FOneAmcor%2FBrand%20Assets%2FAmcor%20Logos&FolderCTID=0x01200061A06A3E30ED864EA138B3A3A236B073
https://www.youtube.com/watch?v=spAH3IySwEA
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Vehicles

Trucks
The truck brand design is fully adaptable to any shape, 
length or size of truck. It incorporates two core elements 
of the Amcor brand system: the full color primary logo 
and primary blue Amcor background.

 % The darker area of the proprietary Amcor background 
must always appear at the truck cabin end and must 
be cropped appropriately depending on the length  
of the trailer. 

 % The Amcor primary logo must be visually centered 
within the height of the trailer. Due to space 
restrictions the Amcor background can encroach into 
the primary logo clear space area.

 % Always use the master truck trailer artwork, never 
recreate it.

 TRAILER VARIATIONS

LOGO PLACEMENTTRUCK BRANDING

LARGE-SIZED TRUCK

SMALL TRUCK

MEDIUM TRUCK

LARGE TRUCK

https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Assets/Forms/NameThumbnail.aspx?RootFolder=%2Fsites%2FOneAmcor%2FBrand%20Assets%2FAmcor%20Logos&FolderCTID=0x01200061A06A3E30ED864EA138B3A3A236B073
https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Assets/Forms/NameThumbnail.aspx?FolderCTID=0x01200061A06A3E30ED864EA138B3A3A236B073&viewid=7e9f39fa%2D3a73%2D400b%2D98a1%2D6d2178474ed6&id=%2Fsites%2FOneAmcor%2FBrand%20Assets%2FTemplates%20Documents%20and%20Stationery%2FTrucks
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Vehicles

Cars and vans
CARS

The color of the car will determine the version  
of the logo to be applied. 

 % A direct application of the primary logo can be applied 
to white cars. 

 % The Amcor primary logo within a white panel can be 
applied to colored cars.

VANS

The defined van brand design is fully adaptable to any 
shape, length or size of van and uses two core elements of 
the Amcor brand system: the full color primary logo and 
primary blue Amcor background.

 % It is recommended that a small amount of noise is 
added in Photoshop to the Amcor background texture 
to prevent color banding when printed.

 

CAR BRANDING CAR DOOR LOGO PLACEMENT

VAN BRANDING

Full vehicle wrap Part vehicle wrap

https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Assets/Forms/NameThumbnail.aspx?RootFolder=%2Fsites%2FOneAmcor%2FBrand%20Assets%2FAmcor%20Logos&FolderCTID=0x01200061A06A3E30ED864EA138B3A3A236B073
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Collateral

Clothing
Amcor logo selection will depend on the color of the 
garment and the application method used. Use the 
examples opposite as a guide to select the appropriate 
logo version.

 % The full color primary logo is suitable for high visibility 
situations such as exhibitions or trade shows where 
brand recognition needs to be prominent.

 % When embroidering the full color primary logo directly 
onto black or navy colored garments, a white stroke 
must be applied around the Pod. 

 % The weight of the stroke must be the same as the 
proportions shown in the embroidery section.

 % Only the white or black solid logo can be applied to a 
colored garment.

 % When producing an embroidered patch, it must comply 
with the clear space and minimum size guidelines in 
Brand Foundations.

SAFETY GARMENT 

Direct application.

WHITE GARMENTS SAFETY GARMENT 

Embroidered patch.
 

NAVY GARMENTSBLACK GARMENTS COLORED 
GARMENTS

 

https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Assets/Forms/NameThumbnail.aspx?RootFolder=%2Fsites%2FOneAmcor%2FBrand%20Assets%2FAmcor%20Logos&FolderCTID=0x01200061A06A3E30ED864EA138B3A3A236B073
https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Assets/Forms/NameThumbnail.aspx?RootFolder=%2Fsites%2FOneAmcor%2FBrand%20Assets%2FAmcor%20Logos&FolderCTID=0x01200061A06A3E30ED864EA138B3A3A236B073
https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
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Collateral

Embroidery
When embroidering the Amcor 
logo, the thread color system used 
must match as closely as possible to 
the PMS color references as shown 
opposite for each segment of the  
Pod and the typography. 

 % Use the stitch direction guide to 
ensure each segment of the Amcor 
Pod is embroidered correctly.

 % When the logo needs to be applied 
to a dark colored garment the 
reversed logo must be used with a 
solid white stroke as shown opposite.

STITCH COLOR GUIDE STITCH DIRECTION GUIDE

EXAMPLE OF REVERSED LOGO  
WITH WHITE STROKE

7479 C
7482 C

7479 C

546 C302 C

297 C

299 C

299 C

546 C

299

7482 302 297

546 7479

302 C
546 C

https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Assets/Forms/NameThumbnail.aspx?RootFolder=%2Fsites%2FOneAmcor%2FBrand%20Assets%2FAmcor%20Logos&FolderCTID=0x01200061A06A3E30ED864EA138B3A3A236B073
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Collateral

Merchandise
The Amcor logo can be used on various 
merchandising items.

 % All logo clear space and minimum size 
guidelines in Brand Foundations rules 
apply at all times. 

 % Always select the appropriate 
version of the logo, dependent on 
the merchandise color and the logo 
reproduction method.

https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Assets/Forms/NameThumbnail.aspx?RootFolder=%2Fsites%2FOneAmcor%2FBrand%20Assets%2FAmcor%20Logos&FolderCTID=0x01200061A06A3E30ED864EA138B3A3A236B073
https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
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Signage

Standards
Comprehensive and exact standards has been documented 
for the design and construction of all Amcor signage.

Amcor signage standards include:

• Internal and external signs

• Way finding signage

• Room identifiers and numbering

• Internal wall graphics

• Building reception signage

• Typography

• Large scale signage

• Lighting

• Safety signage

• Materials and finishes

• Construction diagrams

 % The standards document must be downloaded as  
a PDF and reviewed before undertaking the design  
and construction of any Amcor branded signage.

 

DESIGN SPECIFICATIONS

CONSTRUCTION DIAGRAMS

MATERIALS AND FINISHES

https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
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Trade shows

Graphics
Trade show stands are the ‘shop front’ of the Amcor 
brand, and a vital point of contact with customers. 
As well as adhering to the Amcor Brand Guidelines, 
trade show graphics should give particular attention to 
displaying information as clearly as possible.

 % Consider the comfortable reading zone of graphic 
panels. Body text should be placed no higher than 
1700mm and no lower than 1100mm. Font size  
for body text should not go below 40pt.

 % Photography and graphics must comply with Amcor’s 
imagery standards. 

 % Product displays, leaflets and merchandise must 
adhere to the Brand Guidelines.

 % Contact the Marketing Communications teams  
for more specific guidance.

SAFE TEXT AREA

1700MM

1100MM

600MM SAFE READING HEIGHT

https://amcor.sharepoint.com/sites/OneAmcor/Digital%20Assets/Forms/NameThumbnail.aspx?RootFolder=%2Fsites%2FOneAmcor%2FDigital%20Assets%2FImages&FolderCTID=0x012000115260FF4C5FAC4FBADD355D2E8BFF57
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Packaging is vital. It assures that food, 
beverages and a broad range of other 
everyday products are safe and effective.  
It significantly limits environmental 
implications from food and other waste. 
Plastic packaging typically does those  
things best.

Much of our packaging could be recyclable 
today. We are developing all our packaging 
to be that way. And helping give people 
around the globe easy ways to collect and 
reuse plastics.

Our team is inspired and innovative.  
Our reach is worldwide. And we are 
collaborating with customers, suppliers, 
environmental organizations and others  
who share our ambition.

Leadership means winning for our team, our 
customers, our investors and the environment. 

Learn more about Amcor and sustainability 
at www.amcor.com/sustainability

Amcor is constantly creating packaging  
that is better for the environment.

Amcor’s aspiration is to be 
the leading global packaging 
company.

Better Packaging

Better for the Environment. Better for Business.

 Follow us
Find out more at www.amcor.com

Advertising

Printed 
advertisements
Elements from Brand Foundations  
and Brand Additions should be used  
to create an advertisement.

SOCIAL MEDIA

Link to Facebook, Instagram, 
Twitter and website with  
relevant icons.

QUOTES

To highlight sections of text,  
use a different brand color  
and bold italics. 

TITLES

The title should be in the Amcor 
primary typeface AmcorPro Bold, 
Sentence-case where possible.

COLOR

Use the Amcor brand colors  
for body copy and titles. CMYK 
values for print and HEX values 
for digital. 

LOGO

Always use the correct  
logo placement.

PHOTOGRAPHY

Use brand appropriate photography 
for the header, covering 
approximately a third of the page.

Follow us

https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx
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Brand Assets

Collateral

Being Amcor
A global standard has been created for 
all Being Amcor materials. To maintain 
the consistency of the Being Amcor 
brand, these rules and standards must 
be adhered to at all times.

 % Collateral should be reflective of the 
examples shown opposite.

 %  Master artwork must always be used 
when using the Being Amcor pods and 
must never be recreated or changed in 
any way.

Winning Aspiration

We Are Winning When:

• Our PEOPLE are safe, engaged and developing as part of a high-performing Amcor team
• Our CUSTOMERS grow and prosper from Amcor’s quality, service and innovation
• Our INVESTORS benefi t from Amcor’s consistent growth and superior returns
• The ENVIRONMENT is better off  because of Amcor’s leadership and products

To be THE leading global packaging company

The Amcor Way

Values

Capabilities deployed consistently across Amcor that enable our businesses to win.

What guides our behavior.

AMC_00907-BA Poster-A3.indd   1AMC_00907-BA Poster-A3.indd   1 14/4/2023   3:30 pm14/4/2023   3:30 pm

Winning Aspiration
The Amcor Way
Values

Winning Aspiration
To be THE leading global 
packaging company

The Amcor Way
Capabilities deployed consistently across 
Amcor that enable our businesses to win.

What guides our behavior.

Values

AMC_00907-BA pullup banner-v3.0.indd   1AMC_00907-BA pullup banner-v3.0.indd   1 21/4/2023   7:54 am21/4/2023   7:54 am

POSTER PULL UP BANNER BOOKLET

https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Assets/Forms/NameThumbnail.aspx?RootFolder=%2Fsites%2FOneAmcor%2FBrand%20Assets%2FBeing%20Amcor&FolderCTID=0x01200061A06A3E30ED864EA138B3A3A236B073
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Packaging

Product packaging 
exception
Building on the strength of the Amcor brand, we’ve created a 
family of brands for our diverse portfolio. The design structure 
builds on the strength of the Amcor brand and the pod and is an 
exception to be used on products themselves and does not apply 
to any communication or marketing materials, unless otherwise 
stated.

This work has helped us:

•  Further position Amcor as an innovator and sustainability leader
•  Develop a clear, compelling value proposition for our customers
•  Build recognition for our differentiating expertise, and help us 

stand out from the competition
•  Accelerate our growth agenda
•  Engage and inspire our family of employees all across the world

This branding, the pods, the waves emanating from the pods in 
this design, or any element of this design are not to be used for 
any internal or external materials. 

This branding ONLY applies to product packaging.

For the pod shape, only exceptions listed in these guidelines are currently allowed. In all other circumstances the Amcor pod nor 
any of its separate elements are allowed to be used. Please continue to follow all the rules in the Amcor master brand guidelines. 

EXAMPLES APPLIED TO DIFFERENT PACK SHAPES

This branding ONLY applies to product packaging. Not to be used anywhere else but on products.
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For any further inquiries around how to build and reinforce consistent positive perception of Amcor, 
contact us at corporate.communications@amcor.com. Your feedback and suggestions to help us 
update and refresh this document are also welcome.

If you have more specific questions related to programs, products or other initiatives relevant to your 
Business Group or region, please consider contacting your Business Group Communications  
or Marketing Communications.

Your Corporate Communications team

Any questions?

We hope this interactive master guide to the Amcor brand has  
answered your questions on rules to follow, assets to use, and  
available support so that you represent Amcor consistently.
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