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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.

Brand Execution

Digital, documents and stationery, internal
branding, video and animation, advertising,
vehicles, collateral, sighage, trade shows,

and packaging

=

o el og 0
Brand Foundations G Brand Additions
Logo, placement, typography, | Special applications, symbols,
color, and language and tone - icons, photography, and
illustration
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Digital

Website imagery Y4
: . DIGITAL NOTE
Website banner images 68
Only those who have been granted editing rights

Nlews anc insig Nts contents 69 and been trained can and are allowed to upload

- . . any type of content on any Amcor web platform.
News and insights image choice 70 The gatekeeper of the Amcor website domain is the
Social di 71 Corporate Communications team. Contact them for

OClal medid any inquiry related to the web platform.
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Digital

Website imagery

| 2 3

Banner Image links Product
It helps bring the Amcor brand to life, as
well as visually communicate a message.

Featured insights

China'silargest flexible' packaging

W h encC h 00SIn g an Ima gEDP | ease plant is open for business :ZEZ?::;;nljyorgg?;aa:aiican AR R e =

ensure that it is appropriate for its e Do s e Rt e PR s per
position on the website. Shown here : - T T &

are the six main image types used by e
throughout the website e

producing responsible packaging for food,

beverage, pharmaceutical, medical, home and :E;r,;y ’ ltfﬂf - ; : APPLICATIO EGIONS  RELATEDCONTENT  CANB
« Al | We bSIte I m age ry S h O u | d be SO u rced personal-care, and other products. El» > | ”-" 9 Nell Hawkestor @ e . iy
from Amcor’s asset library, the (= @) B |
exception being images ~220 sites e;:‘;jﬁgs 43 countries U%j,—;:jhon Canfectionery ory Reverages s O, igh eromance sncrdr

for News and Insights posts.
See the News and Insights sections

for more information.
4 5

v If necessary, stock library images Post Feature

may be used when there is no
alternative only with an appropriate _

. Amcor recognized for best-in-class Featured packaging
Usage ||Cense. Sustainability practices from around the globe

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

Wide Mouth Round Jar 6.2 oz AmPrima™ Recycle-Ready Solutions

r N /
MORE 3 | moRe >
S

Featured insights

Questions?
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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.

v

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.

Questions?

IPAD PRO
1024 x 1336px (Portrait mode)

€ amcor
L

China’s largest flexible packaging plant is
open for business

Amcor around the globe

We are a global leader in developing and producing
responsible packaging for food, beverage, pharmaceutical,
medical, home and personal-care, and other products.

0000
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IPAD PRO
1336 x 1024px (Landscape mode)

™
0 amcor PRODUCTS SUSTAINABILITY INVESTORS WORK WITH US INSIGHTS NEWS ABOUT CONTACT O‘

China’s lafgestflexible packaging
plant is opéen for business

£
Our newest state-of-the-art facility strengthens our ability to meet

customer demand throughout Asia Pacific.

Read more

Amcor around the globe

We are a global leader in developing and producing

Not to scale

IPHONE X
375 x 812px (Portrait mode)

4
w
@
[+ ]
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China‘'s-largest flexible
packaging plant is‘open
fon business

Not to scale

Not to scale

LAPTOP
1440 x 900px

c amcor PRODUCTS SUSTAINABILITY INVESTORS WORKWITH US INSIGHTS NEWS ABOUT CONTACT Q,

China's-largest flexible'packaging
plantis open for business

e-art facility strengthens our ability to meet

Amcor around the globe

We are a global leader in developing and
producing responsible packaging for food,
beverage, pharmaceutical, medical, home and
personal-care, and other products

0000

~220 sites ~44,000 ntries US$15 billio
employees sales

Not to scale
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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.

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

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

Questions?
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HEADLINE

Keep the headline concise,

—

Be descriptive and informative.

less than 65 characters.

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.

-

0 amcor PRODUCTS SUSTAINABILITY INVESTORS WORK WITH US INSIGHTS NEWS ABOUT

MEDIA KIT CONTACTS

< Back

Amcor Lift-Off initiative shortlists start-
ups for seed funding

CURRENT NEWS June 27,2022

il’\ 9 ﬁ J & Print this page

ZURICH, June 27, 2022 - Amcor (NYSE: AMCR, ASX: AMC), a global leader in developing and producing
responsible packaging solutions, today announced the next phase of its inaugural Amcor Lift-Off initiative.
Announced in April, Amcor Lift-Off is part of the organization's global innovation strategy to invest in start-ups
with differentiated solutions and business models that are focused on new packaging concepts and related
technologies, with particular emphasis on sustainability.

More than 100 start-ups from around the world submitted entries for the first-round open call. The top eight
applicants have been identified to compete for funding and resources, and whose sustainability focus includes

CONTACT

- o\

<

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.

69
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Digital
‘ INCORRECT USAGE

News and insights
image choice

06 01
VIRAL EMAIL
) CAMPAIGNS CAMPAIGN e
»

Loem
uuuuuu

Images should be used to provide
a point of interest and illustrate the

article content SUSTAINABILITY SUSTAINABILITY
UN World Food Programme DJSI results are in, recognising A T
- : : and Amcor continue fight our commitment to new era 1or bottie

v The thumbnail image should inspire against world hunger sustainability manufacturing and filling
and generate interest.

v Where appropriate, images can
be selected from the Amcor asset Use inspiring images that tell a story. Do not use text based images. Do not use text based charts
library. Approved press release and graphics.

photography may be used.

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

x Avoid anything that is purely
text based.

SUSTAINABILITY

SUSTAINABILITY
A data-led approach to

sustainability and tackling
ocean debris in Peru

Helping more aid reach
people in poverty and crisis

Do not use stretched images. Do not crop images awkwardly.

Questions?

70
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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:

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

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

v 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.

i Brand Assets § Questions?

O Amcor Packaging

amCOf @amcorlimited 4.2 41 reviews @ - Local business
" " s © Message  Q
Abaut See all o
FFFFFFF A f
4
Q 34 8050 / 7 17 f ©Q Checkin &
d /
& ( o Am
o o -

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.
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.a @ HHH Network Smarter,
m Q Search L, ] [ = w H J,,ﬁ?‘iﬁir.
Home M Jobs Messaging  Motifications

ly Networl Work  Try Premiu m Free
H o Affiliated pages
= o Bemis Company, Inc.
Bemis Packaging & Containers
Acquisition
emcor ( + Follow

Amcor

Producing responsible packaging for food, beverage, pharmaceutical, medical, home and personal- Bei;}h
care, and other products.

Packaging and Containers Manufacturing - Zurich - 236,254 followers

Bemis Packaging México
Packaging & Containers
Acquisition

{ + Follow
m Tracey & 2 other connections work here - 15,660 employees @
: o

Home About Posts Jobs Life People Events Videos

/nll Amcor Big Ideas Podcast
PV D:ckaging & Containers

Showcase page
Vs
 + Follow

About

A global leader in developing and producing responsible packaging for food, beverage, pharma, medical, home- and
ersonal-care, and other products. Amcor works with leading companies around the werld to protect their products
and the people who rely on them, differentiate brands, and improve supply chains through a... see more

LINKEDIN
Post: 1104 x 736px.
Post with link: 1200 x 638px.

<>

TEMPLATE EXAMPLES

Amcor social -.H\” 4’

post template #1 T &
Insert image l -‘

¥

copy here

Amcor social post template #2
Insert image copy here

Amcor social
post template #6

Lorem ipsum dolor sit amet,
consectetuer adipiscing elit, sed
diam nonummy nibh euismod

71
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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.

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

Questions?

> YouTube ™

Home
Explore
Shorts

Subscriptions

Library
History
Watch later

Liked videos

SUBSCRIPTIONS

A
k 4

Music

Sports

Gaming

Movies & Shows

EXPLORE

i i

Movies & Shows
Gaming

Live

Fashion & Beauty
Learning

Sports

MORE FROM YOUTUBE

| IR

ECOGUARD"

X sl
L € amcor

CLASSIC
STAND-UP
POLCH

AmcorPackaging

ameor 2.62K subscribers

VIDEOS PLAYLISTS COMMUNITY CHANNELS
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Q \!J L.\Qq- P

ECOGUARD™

4
g \

SUBSCRIBE

ABOUT

Amcor Beyond the Bottle: Sustainability Awareness and Initi...

Amcor Beyond the Bottle: Sustainability ...
-
- _ o g &

AmcorPackaging

&
SUBSCRIBE I

b o 2157215

Created playlists

Amcor Rigid Packaging: Choose Beyond the Bottle

plastic bottles and jars Products & Services

VIEW FULL PLAYLIST
Updated 7 days ago
VIEW FULL PLAYLIST

VIEW FULL PLAYLIST

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.

1,162 views + 5 months ago

Amcor Flexibles North America Amcor's coffee packaging Sustainability
expertise

VIEW FULL PLAYLIST
IEW FULL PLAYLIST

TITLE

DESCRIPTION

Make sure the description is unique to the video.

|dentify 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.

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.

<
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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:

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

v 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.

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

Questions?

Amcor Brand Guidelines / Brand Execution / Digital / Webinars

.
— DN 0
2.t ot
— \ "

\ £

e
WEBINAR
How to design snacks packaging for

the health-conscious and
environmentally conscious consumer

Differentiate
More information on the
product yet clean and

traditional packaging design

One in a million
From mass marketing to
personalised marketing

messages

Instant consumer

empowerment
Find out about features, detaile o
nutritional information and even™

whether the product is genuine

. 1
< J amcor MINTEL

<
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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.

v

v

i Brand Assets

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.

Questions?

Amcor Brand Guidelines / Brand Execution / Documents and stationery / PowerPoint templates

INTERNAL USE
AMCOR POWERPOINT TEMPLATE - WHITE

& amcor

Amcor Corporate Template
Subtitle

30 April 2015

Intended for formal, corporate presentations.

Use for all internal presentations.

<>

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

(®)amcor (®)amcor

Amcor PowerPoint template

@BMCD!'

Amcor PowerPoint template

Amcor PowerPoint template

30 May 2023 30 May 2023

30 May 2023

Blue PMS 547 Blue PMS 2384 Green PMS 369 - Sustainability

(®)amcor @amcar (®)amcor

Amcor PowerPoint template Amcor PowerPoint template Amcor PowerPoint template
30 May 2023 30 May 2023 30 May 2023

Green PMS 7482 Blue PMS 144 - Safety Blue PMS 299

ADDITIONAL TEMPLATE - CURVED

Click to edit AMCOR

main title text

Strength. Innovation. Growth.

C amcor

Click to edit
main title text

75
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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.

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

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

x Do not recreate or modify the
template designs or branding
In any way.

i Brand Assets § Questions?
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Name
Street Address
Suburb State Postizip code
Country
Thursday, 28 April 2022
Dear first name
Subject: In:
Insert contes
ours sincerely,
nnnnnnn me
‘Author title
mcor || s group] (i
[Street ] [Subur ost +[phon
WD
Agenda € amcor
Meeting name Insert name
Purpose Insert purpose of meeting
Date Thursday, 28 April 2022
Time Insert time
Location Insert location
acilitator Insi ame
Note-taker I am
Timekeeper rt namy
Other participants m
genda item Lead by m
Insert agend: I time
rt agenda item time
t agenda i time
agenda i time
5.1 agenda il Insert time
nda i time
meor [Business group] [ vision (ather pr ]
[Stree Suburh] ] [Postfzip cade] [ 1

Memorandum O amcor
To Insert name
Ce Insert Cc names
Date Thursday, 28 April 2022
From Insent from name
Subject Insert subject
meor [ s group) n (othe I
Streel 1 [Subur ] [Postjzip cod
wan. n
Facsimile 0 amcor
nnnnnnnnn
‘Company Insert company name
Cec Insert me!
Facsimile No Insert fax number
Dats Thursday, 28 April 20:
m sert from nam
Subject Insert subject

News Release 0 amcor

Thursday, 28 April 2022

Insert headline here

nnnnnnnnnnnn

ess group] [Division (ot riety details)]
[Street address] (Suburb] [State] [Pest/zip code] [Country] T +[phone number] F +[faxnumber]
m

FACSIMILE TEMPLATE

NEWS RELEASE TEMPLATE

<>
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Documents
and stationery

Talaring the extramile

CASE STUDY: parsnips

Using Amcer’s tailored perforation
inars, parsnips’ quality can ba
maintained and chelf e oxtended
to as much as four weaks.

Whitepapers

CASE STUDY: Jersey Royal potatoes.
Over the last three years. Amcor's agronomists have analysed Jersey Royal potato

have pr by week

the campany's P-Plus® TPF
the market Reaults showed that the flm extended shelf ife by three days. improved
taste and enhanced overall appesance with na greering or soft rot

They are a means to showcase Amcor’s CONSECTETUR ADIPISCING ELIT

SUM DOLOR SIT AMETDI?

expertise on a wide variety of topics.

Jersey Reyl potators packed inAmcars ey Royol potatoes packed i aliemative
PPt TPF modifed stmosphers packagng

PHOTOGRAPHY € amcor Qamarr COLOR

v Use the specific sections within this Should inspire and help clarify Color panels can help highlight
guide for each element you decide the content. . and organize separate blocks

APPLYING THE TRENDS
Pauling’s inspiration round up that demonstrate these trends

. . .

‘ ‘ - of information
O | n C u e I n e W I e a e r O r ON-THE-GO:LONG AND SLIM According ta the 2015 Emma Food Trends and Insights report, the trend for ‘authentic .
9 On-the-go:Low and stablEhis mini stend-up pouch offers 100 grams ready-to-go. The unique food experiences is driving a new demand for freshness among shoppers.
stable base and wide opening make it easy for snacking in the car,at the desk, on the table.

= iy i Alter stressing on the Gelbo Flex Tester, Amlite Ultra with SiOx barrier caating
. . Omthe-go - Motch and tear line showed up to 10 times higher oxygen barrier protection than alumirium foil. making it
Long, thin shape to the first and only material to provide a superior oxygen barrier to aluminium
| sabvione hnd
example, but not limited to ose ya—
’ ’ points in store
Front-end - Euro-hele for hangirg
Placement
. Pi3ce primasy brand- - Paper loak and feel
e bl Natural, small batch
liustrate ere e
.
Oxygen -
- Transparent window protection
Guilt Free - Show quality, natural barrier
Se these 10 nelp conve STt
portion contol

This ability to maintain the axygen barrier means AmLite will extend product shelf ife

v |f you require further information concepts and ideas in a e B T R Use to help break up text into

opening make it easy for snacking in the car, at the desk, on the table. AmLite's high-performance sealant also reduces leaks, prevents contamination and

or examples to use for reference simple way. T D
when creating new whitepapers

. t o t

Smaller carbon footprint S u CC I n C p : I n S'

P — Amlite's micro-thin transparent barrier layer results ina more lightweight product and
Small podket reduces the carbon footprint of packaging materials.

“AmLite can offer a sgnificant environmental benefit by reducing material use.” says
Wojclech Skalbani glohal sales and marketing diractor of technical products for Am-
cor Flexibles EMEA,

In addition to the reduction in material use, the environmental gains also come thanks

M * Wide and Stable to.a 40% 'reductionin CO, emissions.
For in the car and *
CO I I a C yo u r a r e I l lg antha abla That's excellent news for marketers wha wish to align ther products with increasing
Mutt Lasquer - consumer demand for eco-friendly packaging, According to the Global Green Packoging

Natural, premium

Communications team. TYPOGRAPHY — O anr TONE OF VOICE

Use different font weights to Make sure the language used is

distinguish between headings in keeping with Amcor’s brand

A NEW GENERATION OF METAL-FREE PACKAGING

a n d b O d y text. 1\;3? :?;mﬁ-a;mf:h“ AnmLite packaging materials is 3 breakthrough inno- p e rS O n a | i ty.

Instead of aluminium or metalised films, AmLite uses a micro-thin barrier layer that

The growing popularity of healthy snacks with s deposited on a PET or PP base web: The resuit is a transparent packaging material
health-conscious consumers is having a big PRI BN R S Nalypmind el

impact on packaging. Amcor's Paulina Dudkiewicz,
marketing segment manager for snacks and nuts, A L .
explores features that will help brands m ’ te
gain market share.

It's officiak healthy is no longer boring. Healthy snacks are now a growing market, with
nuts and dried fruits particularly well-positioned to meet changing consumer habits and
trending diets (think Paleo. the MIND diet. veganism and vegetarianism). Nuts and dred
fruits also offer the advantage of fitting multiple consumption options throughout the The AmLite material is more flexible and, under extensive Gelbo Flex testing. shows a

day - from meal complements to on-the-go snacking. Here, we outline which packaging resistance la the initiation of pinholes and micro eracks that undermine the true per-
trends you should be laaking out for in the manths ahead formance of metallised barrier layers.

Amite also offers excellent sealing properties and a variety of pack formats.including
reguiar. stand-up and spouted pouches, as well as flow packs. sachets and more.

The three products in the AmLite range include:
= Amlite: deal for liquid or dry products that ane stored at ambient temperature and

o need strong barrier protection
- AmLite HeatFlex: Ideal for products that are Hlled using heat pracesses, such as
PACKAGING THAT OFFERS ENHANCED VISUAL APPEAL pastiefenilor) o bmat siaclinatin

T e i » AmLie Ultra: deal for liguid or dry products that are more sensitive to oxidisation or
FOR THE IN-STORE AND ONLINE BUYER undergo higher levels of reak-world stress and require greater barrier protection

As e-commerce gains on traditional in-store visits. packaging’s ability to stand out

becomes more important than ever before - when consumers cannot pick up and
inspect products on their computer screens, your pack’s image needs to look its
absolute best. For in-store shopping, the format itself is also cruciak opting for small, s
displayready pouches with Euro-hole for hanging allows the product to be placed in
multiple locations in stores - near cashiers or the beverage aisle, as examples - which

can be hugely profitable. Regardiess of marketplace, its worth remembering that @

younger consumers are typically less brand loyal than their older counterparts, which
means they often make decisions purely based on the packaging design itself. Look
out for natural appearing, attention-grabbing graphics that combine matt and gloss
lacquers. Transparent product windows are great too, especially for high-value items
like fresh nuts and colourful food like dried fruits

© ameor € amcor

wewamEgEEom

Questions?
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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.

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

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

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

v Make sure all information is accurate and verifiable.

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

i Brand Assets Questions?

Amcor Brand Guidelines / Brand Execution / Documents and stationery / Press releases

HEADER

This will stay the same unless
advised otherwise.

LOCATION AND DATE

Begin with location and date
of press release.

PHOTOGRAPHY —

llustrate the article through
strong photography.

CALLTO ACTION

Contact details and logo
at the end to finish.

News Release 0 amcor

ZURICH, Switzerland, April 20,2017 /
Pit erem et et vendus fugit elia seria. /

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 | www.amcor.com | LinkedIn | Facebook | Twitter | YouTube

Amcor [Business group] [Division (other propriety details)]
[Street address] [Suburb] [State] [Post/zip code] [Country] T +[phone number] F +[fax number] 1

www.amcor.com

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.

<>
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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.

v 1920 x 2080px or A4 landscape.

Questions?




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.

v The single sided versionis the
preferred business card to use

v The printing is exclusively on uncoated
stock.

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

x Artwork for the business card

should never be recreated or modified
in any way.

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

i Brand Assets | Questions?

SINGLE SIDED

C

[First name] [Last name]

[Position title] am Cor
Amcor [Business group]

[Division (other proprietary detail)]

[Street address] [Suburb] [State] [Post/zip code] [Country]
T +[Phone number] F +[Fax number]

M +[Mobile/cell number] E [Email address]

DOUBLE SIDED

C

[Fi l[La ]
Poon el aincor

Amcor [Business group]
[Division (other proprietary detail)]

[Street address] [Suburb] [State] [Post/zip code] [Country]
T +[Phone number] F +[Fax number]

M +[Mobile/cell number] E [Email address]

www.amcor.com

Amcor Brand Guidelines / Brand Execution / Documentsand stationery / Business cards

www.amcor.com

www.amcor.com

s
L3
&
1Y
3
g
(1]
(~]
3
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Amcor Brand Guidelines / Brand Execution / Documents and stationery / Letterhead Q Q

@ Documents and stationery
Letterhead

STANDARD LETTERHEAD STANDARD LETTERHEAD
The print-ready Adobe InDesign template can be (Including text area and grid)
downloaded on Brand Central. Enter the Business Group
details into the text fields. The template is to be used O
when an offset printed letterhead is required.
amncor amncor
v Always download the artwork for the letterhead A
to ensure you are using the most recent version. o
123 Sarmple Street

Sampletown, VIC 3123

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

Salutations,

v The text area of a letter must align with the grid e o o Iy i el by i R

eugue venla me tug do erlurercl tatet llute molor senis alisl lure minisl Tum dit aute euguerlllt

and margins as shown in the example. S D i e o V| S i

Lare rnagrusrnzzﬂis aci eum nulpute dit alit ulpute doloborem ipisci blan euls exeraes tionsed

dit ius cidunt lam viallandit venit la am ipsurm dunt in et num ipsurmmy nostion utet aliqguam quat.
. . 5 Vellguis de lenit in wllan henisl doloreet.

V FO I | OW th e gu Id e I I nes On tone Of VO I Ce a nd typogra p hy Sectemn alit ea facl Ih:m zzrillu tpatetuercl tem dolortionse doloreet aclllt utern vel inlbh erluscl

ncipsu

in Brand Foundations to ensure the Amcor brand is Foesendim, i fim s,

conveyed correctly at all times. imi:imLﬁ‘?ﬁ‘wlﬂ”;:ﬂ“mmi%ﬁmﬁ
v Template sizes may vary depending on region, contact Vours Sincerely,

your Business Group or Corporate Communications

team if you require an alternative size. s

x Do not recreate or modify the artwork design

In any wa Arncor [Busivess growg) [Division ahe pregriety detafi)

y yo Amcor [Business group] [Divison (olher propriety delailz)] [Street scdress sharls on this line] [Subarb] [State] [Post/se code] [Country]
achidress elarls on (ki line] [Suburb] [Stabe] [Post/bp code] [Country] T Hphone rumber] F +HFaxnumber] | wanameornconm
T Hphone number]  F +{Fax numier]  wemameorconm LAB ]

[AS il |

i Brand Assets
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@ Documents

and stationery

Envelopes

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

v 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.

Questions?

Amcor Brand Guidelines / Brand Execution / Documentsand stationery / Envelopes

B4: 353MM x 250MM C4: 324MM x 229MM
€ amcor € amcor
(Sveet areve s reon s ] (Sveet areve s teon s ]
o e et
B5: 250MM x T76 MM C5+: 235MM x 162MM C5:229MM x 162MM
& amcor & amcor & amcor
(Svee e st on e (Svee e st s (e e st onths ]
B e e e e
DL WINDOW: 220MM x TOMM DL: 220MM x TTOMM
€ amcor € amcor
f\s'[:[:: debf];"“. hhhhhhh ; ;\s'x’:[::: debf];"“. hhhhhhh ;

wwwwwwwwwww

wwwwwwwwwww
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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.

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

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

Questions?

AMCOR EMAIL SIGNATURE
Global

=

Message Insert Options

>,

D Avial 11 -
: aby . .
Paste " B I g ,/ A

-

Clipboard I Basic Text

From ¥

=

Format Text

Amcor Brand Guidelines / Brand Execution / Internal branding / Email signatures

Review ADOBE PDF Q) Tell me

ool

o8 [
as as|
v 22 & |
___ Address Check Attach Atta
Book Names File = Itenr

I Names Incl

To - colleague@amcor.com

Send

Ce... ‘

Subject \ For your information

Dear Colleague,

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore
magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea commo
do consequat. proident, sunt in culpa qui officia deserunt mollit anim id est laborum.

Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo consequat.
Duis aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla pariatur.

Kind regards

John Smith

John Smith
Job Description, Country

Amcor Division

Street Name, Suburb, State, Country

T +00 (0) 000 000 00 00 F +00 (0) 00O 00O 00 0O
M +00 (0) 000 000 00 00 Conference No. 0000000
Www.amcor.com

O

amcor

AMCOR EMAIL SIGNATURE

Germany

-

Message Insert Options

Format Text

Review ADOBE PDF ) Tell md

e, o o ol 0 (I
D b Arial 411 - A A —- ;::- Q' © ol ‘j\l\/@
__  __  Address Check @ Attach Af
ay. A BBl = = & 3=
il g B I u “ A = = = £ = Book Names File v It
Clipboard = Basic Text 5 Names Ir
From~
:E To | calleague @amcor.com
Send )
G |
Subject | For your information

Dear Colleague,

Kind regards

Juergen Schleller

Juergen Schleller
Job Description, Germany and Switzerland

Amcor Division

Street Name, Suburb, State, Country

T +00 (0) 000 000 00 00  F +00 (0) 000 00O 00 00
M +00 (0) 000 000 00 00 Conference No. 0000000
Www.amcor.com

Geschéftsfilhrer: Olaf Seifert

Sitz der Gesellschaft: Rinteln

Amtsgericht Stadthagen HRB Nr. 2077
Commerzbank AG, Hilden (BLZ 300 400 00) 6327050
USt-IdNr: DE811197036

St-NR. 44/21/02791

amcor

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore
magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea commo
do consequat. proident, sunt in culpa qui officia deserunt mollit anim id est laborum.

<>
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e 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.

v

v

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.

Questions?

Amcor Brand Guidelines / Brand Execution / Internal branding / Email banners

From: Ron Delia Communications
Sent: 10 September 2022

To: Amcor Communications
Subject: Headline

@amcor

Message from Ron Delia

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,
sumaquis 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.

From: lan Wilson Communications
Sent: 10 September 2022

To: Amcor Communications
Subject: Headline

@BHTCOI'

Message from lan Wilson

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.
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® \/ideo and animation

Edit construction 87 Subtitles 94
WEICINEILS 88 Licensing 95
Titles 89 Aspectratio 96
Title anatomy 90 Video specifications 97
Lower-thirds 91 Animation style 98
Lower-thirds anatomy 92

Amcor retains the rights to everything that is filmed on the company’s behalf. A copy of all footage

Opening and Closing screens 03 should always be provided to Amcor.




@ 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
/. Seconds of white

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

v Four seconds is the minimum time
recommended, but the title of video
should be on screen long enough to

be read by the viewer.

Questions?

4 seconds

-

1 second

Amcor Brand Guidelines / Brand Execution / Video and animation / Edit construction

Video content

4 seconds

-

1 second

I

1 second

-

1 second

<>
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@ Video and animation

Watermarks

x = height of ‘amcor’

LOGO PLACEMENT

The horizontal logo should
always be used and placed in

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

. the top right corner following
closing frames.

the clear space guidance

: . illustrated here.
v For consistency and readability

the reversed logo with halo should
be used at all times.

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.

Questions?

88
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@ Video and animation
Titles

Titles are used throughout videos

to introduce different sections. COLLEAGUES COLLEAGUES

The examples shown here are the
favored approach.

v The preferred transition effects
are fade in and fade out but other

animated options are available.
When placed over the Amcor light blue color, white should be used When placed over the Amcor dark blue color, white should be used as

as the text color. the text color.

COLLEAGUES

When placed over white, Amcor dark blue should be used When placed over an image, a soft drop shadow should be used.
as the text color. It should be 50% opacity, black, set to multiply blending style

and have an equal spread around the text.
Questions?
89
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@ Video and animation

Title anatomy

SAFE TITLE AREA SPECIFICATIONS
There are three instances where 90% width, 90% height « AmcorPro Bold
a text-only screen can be used: « White text
1. T pravicle sere adclions] coied SAFE ACTION AREA TITLE ONLY EXAMPLE + Amcor light blue color
or information mid-video that isn’t 93% width, 93% height « Capitalized
being delivered through the audio e Centralized
or video content. SCREEN AREA » Can be used over video
2. During training or educational 100% width, 100% height

videos, usually to staff, where

additional information or a recap
of key points needs to be delivered.

3. To segment sections within
a video.

v Ensure viewers have enough time

to read the text on screen. AMCORPROBOLD CO NTE NT EXAM PLE SPECIFICATIONS

White, capitalized * AmcorPro font family
Sub title

e Amcor dark blue color

Ut offic totatur a volume verum vitia volectiatam reprercium et quas reresto
AMCORPRO SEMIBOLD i 11ep a
il ipidel excest, auta nest et deliciae. Ita doluptatia doluptatur?

o Left aligned

White e Not to be used over video

e Inctatiust dissincil illabor erspel inciur.

e Ad ut et ommolupti natetur aligent aut proris.
e Totatur a volume verum vitia.

AMCORPRO MEDIUM
White

Questions?

90



@ 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. |[dentify
each subject just once.

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

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

Questions?

Amcor Brand Guidelines / Brand Execution / Video and animation / Lower-thirds G Q

NAME SURNAME
Job title
Company

NAME SURNAME
Job title
Company

Left side caption white text only example.

NAME SURNAME
Job title
Company

NAME SURNAME

Jobtitle T T

c%‘-ny" ’

‘VL - —

Right side caption box example. Right side caption white text only example.

o1



@ 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.

v |f a subheading, such as a title or
department name, exceeds 80
characters, run it over two lines.

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

Questions?

SAFE TITLE AREA
90% width, 90% height

SAFE ACTION AREA
93% width, 93% height

SCREEN AREA
100% width, 100% height

x = 13% screen size height

AMCORPRO BOLD
White, capitalized

AMCORPRO MEDIUM
White

y =10% screen size height

Amcor Brand Guidelines / Brand Execution / Video and animation / Lower-thirds anatomy

NAME SURNAME

Job title
Company

NAME SURNAME
Job title
Company

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.

92
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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

P bl W) 247/244

Amcor video. T —

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

v |If desired, the Amcor opening screen
can also be included. " amc

P bl A) 242/244 = i P OBl R 243/2:44

ANIMATED LOGO

It can be used as an introduction or sign-off
on video materials or presentations.

i Brand Assets
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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 VT T format.

v 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.

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

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

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

Questions?

Amcor Brand Guidelines / Brand Execution / Video and animation / Subtitles G Q

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.

L 4

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

X x = 10% screen size height
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@ Video and animation
Licensing

When creating a video, licensing laws
must be followed.

v 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.

v 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.

v 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.

Questions?

Amcor Brand Guidelines / Brand Execution / Video and animation / Licensing Q Q

MUSIC
Track title
Artist
Publisher

STOCK VIDEO FOOTAGE

This is available from a number
of third party sources.

Examples include:

e www.ideoblocks.com
e www.videvo.net

e www.ideohive.net

e www.shutterstock.com

e www.pond5.com

STOCK MUSIC FOOTAGE

This is available from a number
of third party sources.

Examples include:
e www.freemusicarchive.org
e www.audionetwork.com

e www.premiumbeat.com

e www.artlist.io
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@ Video and animation

Aspect ratio

Most videos are produced in a 16:9
ratio or a 11 ratio (as shown here).

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

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

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

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

v Recommended video resolution
for 1:1 projects is 1080 x 1080px.
Minimum bitrate 10 Mbps.

Questions?

16:9 FORMAT

This should be used unless otherwise stated.

Amcor Brand Guidelines / Brand Execution / Video and animation / Aspect ratio Q Q

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.

26
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@ Video and animation

Video
specifications

COMPRESSION

The amount of compression

VIDEO SETTINGS

. applied to the final output file
These settings are widely accepted:

should be kept at an acceptable
level. Ideally there should be

MP4 and .MOV video format

e H.264 compression

no visible degradation.

o Square pixels

e Fixed frame rate
FILE SIZE

Final file sizes of video should be
under TOOMB.

e H.264 compression

e 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.

RESOLUTION

The video resolution standard is
HD (1920 x 1080px. Only shoot in

4k (3840 x 2160px) if specifically
required.

o

Questions? Poor video quality.

<>
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@ 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.

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

v Videos should always begin with
the Amcor logo.

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

ANIMATION EXAMPLE

This video is a typical example of the Amcor
animation style.

~l¢ Brand Assets
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TRUCK BRANDING LOGO PLACEMENT

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.

v 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.

v 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.

SMALL TRUCK

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

X3 . e, — — — — F— L, —. SR
et e T T o " U e e e | — et "y a]

g

MEDIUM TRUCK

OO0 OO O

LARGE TRUCK

~l‘ Brand Assets

Questions?
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Vehicles

Cars and vans

CARS

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

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

v 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.

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

Questions?

CAR BRANDING

VAN BRANDING

Full vehicle wrap

Amcor Brand Guidelines / Brand Execution / Vehicles / Cars and vans

CAR DOOR LOGO PLACEMENT

Part vehicle wrap

<>

101


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

o Collateral

Clothing 103
Embroidery 104
Merchandise 105
Signage 106
Trade shows 107
Printed Advertisements 108
Being Amcor 109

Amcor Brand Guidelines / Brand Execution

<>



Amcor Brand Guidelines / Brand Execution / Collateral / Clothing

@ 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.

v The full color primary logo is suitable for high visibility b A B = L -
situations such as exhibitions or trade shows where y M - " N \ mfg
brand recognition needs to be prominent. 3 " \ 4

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

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

v Only the white or black solid logo can be applied to a BLACK GARMENTS WHITE GARMENTS NAVY GARMENTS COLORED SAFETY GARMENT SAFETY GARMENT

colored garment. GARMENTS Direct application. Embroidered patch.

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

= 7”5 5
gl O ) C QO Q QO O Q
amcor am CE; amc“;; amcor alimncor amcor amcor amcor amcor
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https://amcor.sharepoint.com/sites/OneAmcor/Brand%20Guidelines/Forms/AllItems.aspx

@ 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.

v Use the stitch direction guide to
ensure each segment of the Amcor

Pod is embroidered correctly.

v 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.

i Brand Assets

Amcor Brand Guidelines / Brand Execution / Collateral / Embroidery
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ofncor

STITCH COLOR GUIDE

299 546

JA82 302

297

<
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STITCH DIRECTION GUIDE

EXAMPLE OF REVERSED LOGO
WITH WHITE STROKE
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@ Collateral

Merchandise

The Amcor logo can be used on various
merchandising items.

v Alllogo clear space and minimum size
guidelines in Brand Foundations rules
apply at all times.

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

Questions?
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(SHOP) .
Slgnage DESIGN SPECIFICATIONS MATERIALS AND FINISHES
Standards

Comprehensive and exact standards has been documented " e
for the design and construction of all Amcor signage. i > Oficeuidng o
Amcor signage standards include: R i
e |Internal and external signs
 Way finding signage
e Room identifiers and numbering — . e e
* Internal wall graphics = oo R — L T [ T Eo Eem
» Building reception signage = - o | B
e Typography
* Large scale signage CONSTRUCTION DIAGRAMS
o Lighting
o Safety signage
e Materials and finishes - ;f""‘:“m ==
« Construction diagrams —— ) T\
“Zz“"f_:.;: RN :1};;_:_ N

v The standards document must be downloaded as e\ “ ke /a%\ N

a PDF and reviewed before undertaking the design . \ fi_l'.*' ey 1Y EDW

and construction of any Amcor branded signage. “ﬁ:ﬁ : 1 'ij'f’f"

i Brand Assets
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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.

| By2020 flexible ig wi
| ¢ packaging will be
recognise( for the si gf t
it ﬂd%s toithe Cimﬂ‘l;gr::: nnt:’mv.n =
B e f ! CEFLEX

v Consider the comfortable reading zone of graphic el G | e
panels. Body text should be placed no higher than e = .al
1700mm and no lower than 1100mm. Font size
for body text should not go below 40pt.

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

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

v Contact the Marketing Communications teams SAFE TEXT AREA
for more specific guidance.

SAFE READING HEIGHT

1700MM
1T00MM

Questions?
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Advertising

Printed
advertisements

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

Questions?

PHOTOGRAPHY

Use brand appropriate photography

for the header, covering

approximately a third of the page.

QUOTES

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

SOCIAL MEDIA

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

Amcor Brand Guidelines / Brand Execution / Advertising / Printed advertisements

Better Packaging

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.

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.

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

Follow us

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.

Amcor’s aspiration is to be

the leading global packaging
company.

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

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

Better for the Environment. Better for Business.

Find out more at www.amcor.com

C

oimcor

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.

<>
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@ 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.

v Collateral should be reflective of the
examples shown opposite.

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

i Brand Assets § Questions?

POSTER

Being Amcor (®)amcor

Winning Aspiration

To be THE leading global packaging company

We Are Winning When:

e Our PEOPLE are safe, engaged and developing as part of a high-performing Amcor team
e Our CUSTOMERS grow and prosper from Amcor’s quality, service and innovation

» Our INVESTORS benefit from Amcor’s consistent growth and superior returns

* The ENVIRONMENT is better off because of Amcor’s leadership and products

The Amcor Way

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

@ Q@

Talent Commercial Operational Innovation Cash and
Excellence Leadership Capital Discipline

Values

What guides our behavior.

VO @

Safety Integrity Collaboration  Accountability ~ Results and
Outperformance

Amcor Brand Guidelines / Brand Execution / Collateral / Being Amcor

PULL UP BANNER

amcor
Being Amcor

Winning Aspiration

To be THE leading global
packaging company

The Amcor Way

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

Talent

Cash and

L;.adership Capital Discipline

Values

What guides our behavior.

YOO @

Safety Integrity Collaboration ~ Accountability ~ Results and

Outperformance

BOOKLET

(®)amcor

Being Amcor

Winning Aspiration
The Amcor Way
Values

109


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

Amcor Brand Guidelines / Brand Execution @ Q

? Product packaging

Product packaging exception m




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:

e 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.

Questions?

Amcor Brand Guidelines / Brand Execution / Packaging / Product packaging exception Q Q

EXAMPLES APPLIED TO DIFFERENT PACK SHAPES

ECOGUARD"

AMFOIL" -

(-7—7-:".:,‘:‘-:—_‘{"‘:_\’"\
e

eeeeeeeeeee

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.

This branding ONLY applies to product packaging. Not to be used anywhere else but on products.

11



Any questions?

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

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

Amcor Brand Guidelines / Any questions

&
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