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Annual General Meeting

The Annual General Meeting of Amcor
Limited will be held at the Park Hyatt,
1 Parliament Square, Melbourne at
11.00am (Melbourne time), Thursday
20 October 2011

Formal notice of the meeting is sent
to each shareholder.

Julie McPherson

Company Secretary
Amcor Limited

Amcor Limited ABN 62 000 017 372

About this Report

Amcor’s Full Year Financial Report can be viewed on, or downloaded from, Amcor’s
website www.amcor.com

With sustainability playing a key role in Amcor’s business plan, all publications are
available online. You can help save paper by downloading the electronic version of
Amcor’s publications.

If you previously requested a printed report but no longer require it in printed form,
please advise Computershare in writing of changes to your report mailing preferences.

Contact details for Computershare are provided in the back of this report.

In this report, ‘the year’, °2010/11’' and ‘2011’ refer to the financial year ended 30 June 2011
‘2009/10' and ‘2010’ refer to the financial year ended 30 June 2010.

All references to dollars are references to Australian dollars unless otherwise stated.

The Financial Report was authorised for issue by the Directors on 22 August 2011.
The Directors have the power to amend and reissue the Financial Report.



From the Chairman,
Mr Chris Roberts and the

Managing Director and CEQ,
Mr Ken MacKenzie.

Message to

our shareholders

Earnings for the 2010/11 year were $570.3
million (after tax and before significant
items), up 394% on the previous year’s
$409.2 million. This was a strong
performance, driven predominantly by solid
execution of the integration of the former
Alcan Packaging and Ball Plastics Packaging
businesses and synergy benefits that
exceeded expectations.

Earnings per share (before significant items)
were up 321% to 46.5 cents per share.

The Company again generated excellent
operating cash flow of $440.0 million.
This follows similarly strong performances
in the previous five years. Aggregate
operating cash flow over the past six
years has been in excess of $3 billion.

Strong operating cash flow and
substantially higher earnings per share
have enabled the Board to declare an
increase in the final dividend of 6% to

18 cents per share. The full year dividend
was 35 cents per share, up 19%.

Amcor has a strong balance sheet with
gearing, measured as net debt over net
debt plus equity, of 46% at year end. This
strong balance sheet, combined with

another year of substantial operating

cash flow and proceeds received in July
from the sale of the Glass Tubing business,
has enabled the Company to undertake

a $150 million on-market share buy-back.

The dividend increase and share buy-back
reflects confidence in the future and
achieves a balance between returning
capital to shareholders, maintaining
flexibility to pursue growth and retaining
strong credit metrics.

Significant items

Significant items for the year were an
expense of $213.6 million (after tax),
primarily related to costs associated

with achieving synergy benefits from the
acquisition of the former Alcan Packaging
assets, the settlement of legal matters,
insurance costs related to the floods in
eastern Australia, asset impairments partly
offset by the profit on the sale of the Glass
Tubing business.

Review of operations
There is a detailed review of operational

performance on pages 8 to 13 of this
report.

Given that economic conditions were
generally subdued across a number

of key markets, business performance
was particularly pleasing.

The key drivers for this success were:
Volumes

Amcor has approximately 85% of sales

in the consumer staples markets of food,
beverage, tobacco and healthcare. Demand
in these markets is generally less volatile
and during the 2010/11 year, volumes in
most segments were either higher than

or consistent with the volumes achieved

in the 2009/10 year.

The major exception to this was the
corrugated box operations in Australia,
where volumes were 4% lower, mainly due
to severe floods across eastern Australia in
the second half of the year. A key positive
for the year was a 12% increase in the
higher value custom PET container volumes
for the legacy business in North America.
This improvement was due to strong
growth in the isotonic sports drink and
vitamin water segments.
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Message to our shareholders

continued

During the year, the businesses continued
to improve the product mix, having an
increased proportion of sales in higher
value-add products. This improvement is
driven by a deeper understanding of the
customer value proposition, which is a key
component of The Amcor Way'. As part
of this process, the businesses elected to
discontinue manufacturing some low
margin, commodity products.

Synergies

At the time of the announcement of the
Alcan Packaging acquisition in August
2009, the three-year synergy target was
$200 to $250 million. The vast majority
of these synergies were to be derived in
either Euros or US dollars.

As at 30 June 2011, the annualised run rate
of cost synergies was approximately $200
million. Given that the Australian dollar has
appreciated approximately 25% since the
time the acquisition was announced, the
cost synergies achieved, expressed in local
currency terms, are significantly higher than
envisaged at the time of the acquisition.

Not only are the synergies greater than
anticipated, but they have also been
obtained approximately 12 to 18 months
ahead of schedule. For the 2010/11 year, the
positive impact of these benefits on profit
before tax was approximately $142 million.

Raw material cost increases

Raw materials are typically 30% to 60%
of the total cost of production. The largest
categories of raw materials are resins,
resin-based films, aluminium, cartonboard

and inks. In 2010/11, the cost of nearly all
raw material inputs increased substantially.
Across Amcor it is estimated that these
increases were more than $800 million on
an annualised basis.

These cost increases are passed on to
customers, usually by way of contractual
agreements however, there is a lag in
obtaining full recovery due to some
contracts having periodic price reset
mechanisms. For the 2010/11 year, there
was a relatively modest impact from the
lag in recovering these higher costs of
approximately $35 million (€ 25 million).

This was an outstanding achievement and
is a direct result of the processes and
systems implemented over the past five
years.

Capital projects / restructuring

Amcor made two transformational
acquisitions during the global economic
slowdown, Alcan Packaging and Ball
Plastics Packaging.

Both of these acquisitions created
opportunities to rationalise the
manufacturing footprint and improve
the cost position of the businesses.

Since acquiring the Alcan Packaging
business, there have been eight plant
closures announced, of which six have
been completed. A substantial proportion
of the volume at the plants closed has
been transferred to other Amcor sites.
This has helped improve manufacturing
efficiencies and lower costs at the
receiving sites.

Within the Rigid Plastics business, there
have been two plant closures announced
following the acquisition of the Ball Plastics
Packaging operations. One, in California,
was completed in the second half of
2010/11 and the other, in New Jersey,

will be closed in December.

Over the past 12 months, there have also
been a number of new capital projects
either completed or under construction.
These include:

«  Completion of the $150 million
third glass furnace at the plant in
Gawler, South Australia. This furnace
is producing bottles for both wine
and beer;

» Construction of a new Rigid Plastics
plant in Suape in Brazil. Costing US$21
million, this plant will increase
manufacturing capabilities in this
fast-growing market;

«  Anew $33 million beverage can line
in New Zealand. This plant is being
commissioned in the first quarter of
the 2011/12 year and will meet
increasing demand in that market;

»  Construction of the new recycled
paper mill in Botany, New South Wales.
This plant is expected to commence
commissioning in the second half of
the 2011/12 year; and

» Expansion of a plant in Thailand with
a new press to meet ongoing growth
in that market.

Business unit performance

The Flexibles segment had an excellent



year, with earnings up 78%. This increase
was driven by a combination of benefits
from cost synergies, the full year impact
of earnings from the Alcan Packaging
acquisition and operating improvements,
partially offset by the lag in achieving full
recovery of rising raw material input costs.

The Rigid Plastics segment also had an
excellent year, with earnings up 29%. This
improvement was driven by growth in the
high value-add custom beverage market,
as well as the benefit from the Ball Plastics
Packaging acquisition.

The Australasia and Packaging Distribution
segment achieved earnings in line with the
previous year. This was a solid performance,
given the particularly difficult economic
conditions experienced in the second half
of the year with floods and cyclones in
northern Australia, a strong Australian
dollar and a weakening Australian economy.

Currency sensitivity

Amcor operates more than 300 plants

in 42 countries and translates the non-
Australian dollar denominated earnings
into Australian dollars for reporting
purposes. The main currencies Amcor is
exposed to when translating overseas
earnings into Australian dollars for reporting
purposes are US dollars and Euros. These
two currencies represented approximately
70% of the $80 million negative translation
impact on profit after tax before significant
items for the 2010/11 year.

For the 2011/12 financial year the profit
after tax sensitivity for a one cent
movement against the Euro is expected

The dividend increase and share buy-back
reflects confidence in the future.

to be $6.0 million. The sensitivity for a one
cent movement against the US dollar is
expected to be $3.0 million.

From an operational perspective, there
are some trade exposed businesses in
Australia. This exposure is predominantly
in the cartonboard and carton converting
operations in Australia. The appreciation
in the Australian dollar and the inability
to fully recover higher costs in the market
have resulted in lower earnings for the
Australian cartonboard operations and,
at year end, the Amcor Board decided to
book an impairment and restructuring
charge of $65 million for this business.
This has been classified as a significant
item in the 2010/11 result.

Balance sheet

The Company has a strong balance
sheet and debt profile.

Gearing measured as net debt as a
percentage of net debt plus equity at
30 June 2011 was 46.0%. Interest cover
measured as PBITDA pre significant
items to net interest was 70 times.

In addition, the Company has $1159 million
committed but undrawn debt facilities.

In March 2011, the Company raised €550
million in the Eurobond market. The bonds
are listed on the Singapore Exchange and
have eight years duration from date of
issue and a coupon rate of 4.6%. This debt
refinancing follows the December 2009,
US$850 million US Private Placement for
seven, nine and 12 years duration, and an
average interest rate of 5.7%, and completion

of a US$1.85 billion multi-currency
revolving facility in December 2010.

Following these debt raisings, the duration
of the non-current debt is 5.6 years.

Amcor is currently rated BBB by Standard
and Poor’s and Baa2 by Moody’s. These are
both considered investment grade ratings.

Cash flow and capital
management

One of The Amcor Way core competencies
is capital discipline. This involves a focus on
all aspects of cash generation and uses of
cash. Over the past six years, there has
been a substantial improvement in capital
discipline and 2010/11 is the sixth
consecutive year of positive free cash flow,
after the payment of dividends. Over that
period, the aggregate free cash flow has
been $11 billion.

Operating cash flow for the year, after
cash significant items and base capital
expenditure, was $440 million, and free
cash flow after the $433 million payment
of dividends was $7 million.

The final dividend of 18 cents per share is
6% higher than the final dividend last year,
and represents a total payout of $221
million. Combined with an interim dividend
payment of 17 cents per share, the total
dividend for the year is 35 cents per share.

Future opportunities

Over the past six years, Amcor has
changed substantially.
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Message to our shareholders

continued

The strategy going forward is to accelerate
revenue growth to drive higher earnings.

In 2005 ‘The Way Forward' program was
introduced with the aim of improving core
competencies within the Company and
narrowing the portfolio of businesses.

Following the success of this program, in
2009 the principles of The Way Forward
were embedded within the new operating
model The Amcor Way.

The acquisitions of Alcan Packaging in
February 2010 and Ball Plastics Packaging
in August 2010 further transformed the
Company, and the focus over the past year
has been to ensure that these businesses
are successfully integrated and the
expected cost synergies are achieved.

While there is still work to be done to
deliver further benefits from these
acquisitions, the businesses are well
advanced against the initial objectives
and the improvements already achieved
will underpin earnings growth for the
next two years.

The strategy going forward is to accelerate
revenue growth to drive earnings. This will
predominantly be achieved, in three ways:

» Leveraging market leadership to create
a differentiated position in product
innovation;

» Expanding in emerging markets; and
e Further value-creating acquisitions.
Underpinning the ability to achieve these

objectives is the strong cash generation
expected from 2013.

Innovation

Markets are constantly evolving and
customers are continually adapting their
product offering to meet changing
consumer needs. As a market leader,

with an extensive global footprint and
strong customer relationships, Amcor’s
businesses are uniquely positioned to
work with customers to develop solutions
and bring them to commercial reality.

Amcor has dedicated centres of
excellence with talented people and

a number of technology leadership
positions. In a journey of continuous
improvement, the businesses will apply
the same dedication to innovation as
other elements of The Amcor Way. This
requires ongoing advances in processes
and technical capabilities as well as further
improvement in customer relationships.

Moving forward, the objective is to be
seen as the innovation leader for the
packaging industry. This focus underpins
the commitment to customers to continually
improve the value proposition offered.

Emerging markets

Amcor has an extensive footprint in
emerging markets, with 65 plants and
more than 8,000 co-workers in 24
countries across Asia, including China and
India, South and Central America, Eastern
Europe and Russia. This position has been
developed over 20 years and is built
around strong local management and
partnering with customers.

The businesses have a long history of
success in delivering good returns and
this creates the confidence to accelerate
growth in these regions.

Over the past ten years, compound sales
have grown at 18% per annum and, today
approximately 17% of total Company
revenue is derived from emerging markets.

The strategy is not to replicate the global
portfolio in each emerging market. Instead,
for each country, specific participation
strategies have been developed to focus
on attractive market segments.

The objective is to achieve organic growth
of between 10% to 15% in emerging markets.

Acquisitions
The focus on acquisitions is in three areas:

* To expand the footprint in emerging
markets. There are a number of
rationales for making acquisitions in
emerging markets: creating a platform
in a new country, increasing critical
mass in existing markets or adding a
new technology or market segment
to fill out the product portfolio;

e Toimprove industry structure. This is
primarily in developed markets with
returns driven by substantial synergy
capture, increasing scale and the
benefits from a more consolidated
industry; and



» To add new technologies and capture
additional value. These tend to be niche
opportunities that allow the businesses
to either vertically or horizontally
integrate the acquisition into the
existing operations, thereby capturing
additional value.

Summary

2011 has been another great year for
Amcor.

Against a backdrop of rapidly rising

raw material costs, and at best, muted
economic conditions, a 39% improvement
in profit was a strong result. A key
component of this performance was
earnings from the recent acquisitions
which exceeded expectations.

Although economic conditions remain
uncertain, the momentum of cost synergies
already achieved and ongoing operational
improvements in the acquired businesses
underpin earnings growth for the next

two years.

With higher earnings and the completion
of the integration restructuring programs,
free cash flow is anticipated to improve
substantially from 2013.

Going forward, the objective is to leverage
market leadership positions to accelerate
growth. The key drivers will be focusing
on innovation as a value differentiator

and expanding in emerging markets.

The strong cash generation creates
the opportunity for ongoing capital
management, including further share
buy-backs and ongoing increases in
the dividend.

This is an exciting time for the Company
as all the building blocks are in place

for sustained growth and continued
improvement in shareholder returns.

Chris Roberts

Chairman

Ken MacKenzie
Managing Director
and Chief Executive Officer
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The world of
Amcor

The hard work of the last few years has
transformed Amcor. Our opportunity is to
build on the foundation we have today, to
drive more customer value for tomorrow.

Countries

42

Sites

300+




Australasia and
Flexibles Rigid Plastics Packaging Distribution

20M 201 201
Sales (€ million) 4,577 Sales (US$ million) 3110 Sales (A$ million) 2,836
Number of plants 112 Number of plants 75 Number of plants 121
Countries 33 Countries 13 Countries 6
Employees 19495 Employees 6,995 Employees 6,204
Sales by region* Sales by region Sales by region
% % %

Il Western Europe 66%
B North America 9% M North America 73% M Australia & NZ 67%

[0 Australia & NZ 4% [ Emerging markets 27% [ North America 33%

Emerging markets 21%

Amcor Group

Focused portfolio Global footprint
Sales by business group Sales by region*
% %

M Western Europe 34%

M Flexibles 51%

B North America 31%
[0 Fibre, Metal, Glass 23%

[ Australia & NZ 18%

Rigid Plastics 26%
Emerging markets 17%

*Sales include Amcor’s share of AMVIG sales.



Review of Operations
Flexibles

Profit Cash Flow

A$ million 201 2010 Change (%) € million 2011

Sales 6,310 4422 427 PBITDA* 6109

PBIT* 620.5 3971 56.3 Base Capital Expenditure (82.5)
Operating Margin (%) 9.8 90 Movement in Working Capital 1.0

Average funds employed 3,045 2,303 32.2  Significant items (80.5)
PBIT*/AFE (%) 204 172 Operating Cash Flow 4489

€ million *Before significant items

Sales 4,577 2,809 629

PBIT* 450.2 252.3 784

Operating Margin (%) 9.8 90

Average funds employed 2,209 1463 510

PBIT*/AFE (%) 204 172

Average exchange rate (cents) 073 0.64

*Before significant items

Flexibles is one of the world’s largest
suppliers of flexible packaging and folding
carton packaging for tobacco. It has three
operating divisions: Flexible Europe &
Americas, Flexibles Asia Pacific and Global
Tobacco Packaging. The business has
approximately 19500 co-workers and 112
sites, and supplies a wide range of products
to the food, beverage, healthcare and
tobacco packaging end markets. These
products include packaging for fresh foods
such as meat, fish, bread, produce and
dairy, processed foods such as
confectionary, snack foods, coffee and
ready meals, as well as high value-added
resin and aluminium-based packaging for
industrial markets, hospital supplies,
pharmaceuticals and personal and home
care products.

The Flexibles segment had a strong year,
with PBIT up 784% to €450.2 million. This
improvement included synergy benefits
from the Alcan Packaging acquisition of
approximately €91 million. This was partly
offset by a negative impact of €25 million
from the lag in passing on rising raw
material costs.

The operating margin for the year was
9.8%. This was a significant improvement
on the 90% achieved in 2010, given that in
2011 there was a full 12 months contribution
from the lower margin former Alcan
Packaging business compared to only

five months in the prior period.

Returns for the year, measured as PBIT over
average funds employed, were 204%. This
was an outstanding outcome for the first
full year of ownership of the former

Alcan Packaging assets.

Flexibles Europe & Americas

Earnings for the Flexibles Europe &
Americas business were substantially
higher than for the same period last year,
predominantly due to the acquisition of
the former Alcan Packaging operations
and significant progress in the realisation
of synergy benefits.

The plant rationalisation program is
ongoing, with plants in Russia, the United
Kingdom, Italy and Ireland already closed
and a plant in Germany currently in the
process of closing. This extensive program
has required the business to relocate
volumes to other sites and, where this is
not a feasible option, to assist the customer
in moving volumes to other suppliers.
During the plant closure process, the
business has elected to withdraw from



Left to right

Peter Brues
President, Amcor Flexibles —
Europe & Americas

Peter Konieczny
President, Amcor Tobacco Packaging

Ralf Wunderlich
President, Amcor Flexibles — Asia Pacific

manufacturing some low margin,
commodity products.

Aggregate volumes, inclusive of lower
margin volumes forgone, have been broadly
the same as the prior year. In Europe, underlying
demand was solid, with the economies of
Central and Northern Europe generally
stronger than those of Southern Europe.
This resulted in good loading across most
plants. In North America, volumes were
higher due to growth in healthcare and high
performance food applications.

The business also benefited from improved
performance at a number of plants. This
was primarily due to a better allocation

of volumes across the plants to optimise
performance and a focus on lowering costs.

Tobacco Packaging

The Tobacco Packaging business had a
strong year, with earnings substantially
higher. The key drivers for this improvement
were a full year impact from the former
Alcan Packaging, synergies and significantly
improved product mix. Volumes for the
year were higher.

The key trend for the year was an ongoing
move by customers to higher value-add
cartons with new design features, including
varnishes, lacquering, embossing and hot
foil stamping. This trend has been evident
for a number of years, but has accelerated
in the past year. The business was
successful in winning a substantial portion
of this new volume, a proportion of which
was on a spot basis and is unlikely to be
repeated in the 2012 year. In Russia, the
introduction of health warnings significantly

increased complexity and adversely
impacted manufacturing efficiency. It is
anticipated that these issues will be
resolved by the end of the first quarter of
the 2012 financial year.

In North America, the business benefited
from the full year impact of contracted
volumes awarded in 2009 and new
products supplied into the local market but
destined for export markets when filled.
There has also been a selective move into
non-tobacco end markets that require high
quality, large volume gravure printing that
can be produced on existing equipment.

During the year, plant efficiencies improved
across a number of locations as production
was better allocated across sites. This
resulted in improved earnings for these sites.
The business also rationalised the operations
in Malaysia from two sites to one.

Flexibles Asia Pacific

The Flexibles Asia Pacific business had
a very strong year, with both earnings
and returns significantly higher. This was
primarily due to the contribution from
the former Alcan Packaging businesses,
cost synergies and increased volumes.

The business in China consists of seven
plants and holds market leading positions
across China's major regional centres.
Earnings for the year were higher, with a
key driver being growth in the attractive
pharmaceutical end markets. The business
is focused on accelerating growth in this
sector by expanding sales coverage across
other regions in China.

The Thailand business had an excellent
year. Strong demand meant that all three
plants were at full capacity. A new press
was commissioned in March 2011 and is
already fully loaded. Continued strong
customer support will underpin ongoing
growth in this market.

The business unit that comprises the
operations in Indonesia, Singapore and India
had a good year with all four plants having
increased volumes. With the ongoing
improvement in performance, strong
platforms have been created in these
markets for accelerated profitable growth.

Volumes in the Australia and New Zealand
business were flat. Good rainfall in both
Australia and New Zealand resulted in a
strong dairy season, however, demand was
weak in other seasonal consumer product
segments and some higher margin industrial
products. The closure of the plant in Regents
Park, NSW, is progressing, with the transfer
of volumes to other sites well advanced.

Outlook

At the time of the Alcan Packaging
acquisition, the Flexibles segment targeted
a PBIT to sales margin in line with Flexible
global peers of around 11% to 12%.

For the 2012 year, on the assumption that
economic conditions and raw material
input costs both remain stable at current
levels, the business should deliver a PBIT
to sales margin of between 11% and 11.5%.
The expected improvement in margin will
be achieved by a combination of factors,
including additional synergy benefits and
operating improvements.
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Left to right

Bill Long
President, Amcor Rigid Plastics
Until 30 June 2011

Mike Schmitt
President, Amcor Rigid Plastics
Effective 1July 201
Review of Operations
Rigid Plastics
Profit Cash Flow
A$ million 201 2010 Change (%)  US$ million 2011
Sales 3142 2,578 219  PBITDA* 406.6
PBIT* 242.8 212.8 141 Base Capital Expenditure (163.0)
Operating Margin (%) 77 83 Movement in Working Capital 20.3
Average funds employed 1,823 1667 94  Significant items (196)
PBIT*/AFE (%) 13.3 12.8 Operating Cash Flow 2443
US$ million *Before significant items
Sales 3110 2,258 377
PBIT* 2403 1864 289
Operating Margin (%) 77 83
Average funds employed 1,804 1460 236
PBIT*/AFE (%) 13.3 12.8
Average exchange rate (cents) 099 0.88

*Before significant items

Rigid Plastics employs approximately
7000 co-workers at 75 sites, including
33 on or near site manufacturing facilities
in 12 countries. Rigid Plastics is one of the
world’s largest producers of polyethylene
terephthalate (PET) containers, used for
a broad range of predominantly food

and beverage applications. The business
also supplies PET containers to the
pharmaceutical, personal care, household
chemical and agri-chemical industries.

The Rigid Plastics business had a strong
year. PBIT was 29% higher at US$240
million, driven by improved custom
beverage volumes in North America,
benefits from the acquisitions of the Ball
Plastics and Alcan Packaging businesses
and another year of improved earnings
from the operations in South America.

10

The results include a full year of the former
Alcan Packaging business and 11 months

of the Ball Plastics business. These two
acquisitions have significantly diversified the
sales base adding new technologies, products
and customers, and better positioning the
business group for future growth.

For the legacy operations, total beverage
volumes for the year were up 1%. Custom
container volumes increased 9%, while
Carbonated Soft Drink and Water (CSDW)
volumes were 2% lower.

Capital expenditure was US$163 million
net of disposals, in line with depreciation
of US$166 million.

Following the acquisitions of Ball Plastics
and Alcan Packaging, the business is

undertaking a number of cost reduction and
operating improvement initiatives across
North and South America. A key input is
expected demand across the different
regions in terms of volume, location and
product mix. The program predominantly
focuses on manufacturing footprint and
overhead reductions, and will be largely
completed during the 2012 financial year. It
includes the integration of both Ball Plastics
and Alcan Packaging, and is expected to
have a total cash cost of approximately
US$50 million and a non-cash write-down
of US$50 million, both of which will be
treated as significant items.

Returns, measured as PBIT over average
funds employed, increased from 12.8%
to 13.3%.



The business generated a strong cash
flow of US$244 million.

North America

The North American business, including
Mexico, delivered a strong operating
performance, predominantly due to higher
custom beverage volumes and the positive
contribution from acquisitions.

Beverage

Custom Beverage container volumes
were 27% higher with a 12% increase in
the legacy business and the balance of
the increase due to the Ball Plastics
acquisition. The particularly hot summer
in 2010 resulted in a substantial increase
in volumes, off a low base, during the first
half of the year. In the second half, volume
growth was lower due to more subdued
economic conditions in the US and a higher
prior year comparative.

CSDW volumes increased 31%, with the
legacy CSDW business down 5% and a
positive contribution from the acquired Ball
Plastics business.

The acquisition of the Ball Plastics business
provides the opportunity to rationalise the
CSDW manufacturing footprint in North
America. The plant in Lathrop, California,
was closed during the second half of the
year and the plant at Delran, New Jersey,
will close in December 2011. Management
continues to evaluate options to further
optimise the North American footprint.

Diversified Products

The Diversified Products segment consists
of rigid plastic containers predominantly for
the distilled spirits and wine, food, personal
care / home care and pharmaceutical /
healthcare markets.

The acquisitions of Alcan Packaging and
Ball Plastics substantially broadened the
product offering adding new multi-material,
multi-platform capability. Sales revenue for
the Diversified Products segment was
US$416 million. This is a substantial
increase on the US$175 million in sales
prior to the acquisitions.

South America

The business in South America had a

good year, with sales up 18% and earnings

significantly higher. The business benefited
from higher volumes, effective commercial
management and cost reduction programs.

Bericap

The majority-owned joint venture, Bericap
North America, is managed and reported
within the Rigid Plastics segment.

Volumes for the year were higher, driven
in part by new lightweight closures. The
volume growth resulted in higher capacity
utilization, and earnings for the year

were higher.

Outlook

Given the current subdued economic
conditions in the US, beverage volume
growth in North America is likely to be
modest in the 2012 financial year. There
will be a continued mix shift into the
attractive Custom Beverage segment

and lower volumes in the CSDW segment.

Volumes across South America are
expected to be higher, driven by ongoing
growth across most of the region. A partial
offset could be the challenging economic
conditions in Venezuela.

The Diversified Products business is
expected to achieve improved earnings
due to benefits from the restructuring and
operating improvement program, recent
capital expenditure and ongoing growth
in these market segments.

Operational improvements and synergy
benefits, from integrating Ball Plastics,
will represent a substantial component
of earnings growth for the year.

Overall earnings for the Rigid Plastics
segment in the 2012 financial year are
expected to be higher. The magnitude

of the increase will depend on volume
growth in the attractive Custom Beverage
and Diversified Products segments and
the ability to execute the restructuring
program on schedule and obtain the
expected cost benefits in the current year.
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Nigel Garrard
President, Amcor Australasia
and Packaging Distribution

Review of Operations
Australasia and
Packaging Distribution

Profit Cash Flow
A$ million 201 2010 Change (%)  A$ million 201
Sales 2,836 2,800 13 PBITDA* 280.2
PBIT* 1597 161.2 (09) Base Capital Expenditure (776)
Operating Margin (%) 56 58 Movement in Working Capital 1.3)
Average funds employed 1,592 1,605 Significant items 4.2)
PBIT*/AFE (%) 10.0 100 Operating Cash Flow 1871
Growth capital expenditure (182.8)

*Before significant items

Australasia and Packaging Distribution is

a diverse packaging business that includes
the fib