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Company Announcements Office
Australian Stock Exchange Limited

COCA-COLA AMATIL ANNOUNCES RESULTS OF 2007 STRATEGIC REVIEW,
REPORTING CHANGES AND PROVIDES TRADING UPDATE

Sydney, 18 April 2007: Coca-Cola Amatil Limited (CCA) today announces the results of its 2007
Strategic Review, outlining strategies for future growth.

CCA’s Group Managing Director, Mr Terry Davis said, “In determining the strategic priorities for the
business for the next five years, CCA focussed its review on the changes the organisation needs to
make to best leverage CCA's core competencies:

*  Development of premium and market leading brands;

s Scale and reach of the sales force;

* High tech and high touch of our customer servicing capability; and

* Highly efficient national manufacturing and physical distribution capability.

“A key outcome has been to confirm that the majority of new capital allocation will be directed
towards Australia and New Zealand where CCA’s competitive advantage is strongest and financial
returns are highest.”

Since 2001, CCA has successfully expanded its business into non-carbonated beverages and food
in order to broaden its business base and achieve a better balanced and more profitable business
mix. This has resulted in a shift in the mix of revenue generated from non-carbonated beverages
and food from 5% in 2001 to 32% in 2006. In doing so CCA has also increased its relevancy to a
broader base of customers and consumers, expanded its EBIT margins from 11.4% to 13.3%,
generated E PS growth of 11.3% per annum ' and grew dividends per share by 15.7% per annum’.

“As a result of the review, CCA will take a fundamental change in the direction for the Australian
and New Zealand businesses, shifting from aiming to provide our customers and consumers with a
‘non-alcoholic beverage for every occasion' to ‘a beverage for every occasion'," said Mr Davis.
CCA has established the following primary business drivers:

1. Grow CCA's share of non-alcoholic beverages by continuing to expand the product
portfolio;

2. Broaden the beverage portfolio into the highly profitable alcoholic beverages market in
Australia and New Zealand;

3. Actively review ownership options and/or arrangements with The Coca-Cola Company
(TCCC) for the South Korean business while remaining committed to growing the
developing markets of Indonesia, PNG and Fiji; and

4. Undertake a major IT infrastructure development to re-engineer business processes and
create a world class operating system.

! compound annual growth rate and before significant items
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Mr Davis said, “CCA has grown its share of non-alcoholic beverages through product and package
innovation, innovation in cold drink equipment, tailored offerings by channel, and expansion of its
premium product offerings. We believe we still have material opportunities to continue to generate
strong growth in non-alcoholic beverages across the Group.”

To complement the non-alcoholic beverage brand portfolio, CCA will accelerate the development
of Pacific Beverages, the joint venture with SABMiller, in order to develop a material new earnings
stream for the business. Mr Davis said, “The Australian beer market is one of the most profitable in
the world, generating earnings in excess of $1 billion and we are aiming to become the clear No. 3
player in the Australian beer market by the end of 2012.

“Alcoholic beverages — in particular, beer, spirits and alcoholic RTDs — provide a natural extension
to CCA's product offering in Australia and New Zealand as it enables us to leverage the scale and
efficiency of our sales, distribution and manufacturing infrastructure with SABMiller's marketing and
technical brewing expertise in a highly profitable market segment.”

CCA will fast track the feasibility study for an Australian brewery development with
recommendations expected by the end of 2007. Mr Davis said, “Local manufacture of selected
premium beer brands as well as the development of new domestic brands could provide an
attractive and logical sequence for the development of CCA’s Australian beer business.”

With respect to CCA’s non-Australasian assets, CCA remains committed to growing its Indonesian
business while reassessing structural and ownership options for the South Korean business. "An
information memorandum was released in March for the sale of the South Korean business. There
has been strong interest from local and international players with a sufficient number of parties of
financial and operational scale for CCA to now seriously consider the sale of the South Korean
business,” Mr Davis said.

Lastly, CCA will undertake a major IT infrastructure development. “Over the next three years, CCA
will spend around $65 million on software, infrastructure and re-engineering its business processes
to develop a world class operating system. The new platform, which is being developed in
partnership with other major Coca-Cola Bottlers and TCCC, provides the engine for CCA to move
to the next level of customer service as well as facilitate a reduction in the cost of doing business,”
said Mr Davis.
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The detailed outcomes of the 2007 Strategic Review are as follows:

1. Grow CCA’s share of non-alcoholic beverages by continuing to expand the product
portfolio
CCA has a strong track record in growing its share of non-alcoholic beverages through product and
package innovation, innovation in cold drink equipment, tailoring its offerings by channel, and
expanding its premium product offerings. These will continue to be core value drivers for the
business.

CCA will seek to expand its offerings into categories where it has low or no presence — including
flavoured milk, energy, juice and RTD tea — while continuing to innovate to drive higher share in
high growth categories of sports drinks, water, enhanced waters and low calorie CSDs.

As part of CCA’s strategic review, CCA will undertake a number of initiatives to deliver higher
levels of customer satisfaction. These include:
» Shifting from state based to channel based customer servicing in Australia;
= Aligning the Australian and New Zealand businesses to better execute go-to-market
strategies and facilitate best practice transfer across the business;
= Further driving customer and consumer engagement with breakthrough product and
package innovation;
= Devetopment of automated warehouses in Australia and New Zealand to reduce supply
chain costs and enhance customer service through reduced turnaround time for customer
orders and increased pick accuracy; and
= Expansion of production capacity in Australia by 10-15% by the end of 2008.

2. Broaden the beverage portfolio into the highly profitable alcoholic beverages market in
Australia and New Zealand

In 2006, CCA announced that it had entered into exclusive distribution and manufacturing
agreements in the alcoholic beverages category with SABMiller and Maxxium. Beer, spirits and
alcoholic RTDs provide a natural extension to CCA's product offering in Australia and New
Zealand.

A core focus of the strategic review has been to determine how CCA can best establish a material
earmnings stream from alcoholic beverages over the next five years. The business has set itself
some aggressive targets which are aimed at establishing CCA as the clear No. 3 player in the
Australian beer market by the end of 2012.

A number of initiatives will be fast tracked to increase CCA’s presence in alcoholic beverages
including:

= Establishment of a growth path into the Australian beer market;

= Entry into the New Zealand alcoholic beverages market in 2007; and

* Material scaling up of the customer servicing capability in the licensed channel in Australia.

CCA expects to increase its presence in the Australian beer market by:

= Establishing credibility and scale through the growth of Peroni, Pilsner Urquell, Miller
Genuine Draft and other selected SABMiller brands;

» Developing a local brewing capability in Australia, subject to the outcome of a feasibility
study for an Australian brewery development which is expected to provide
recommendations by the end of 2007,

* Manufacturing selected imported brands locally; and finally

= Developing new locally produced brand(s).

CCA estimates that its 50% share of the capital outlay to deliver on these objectives could be in the
range of $100-125 million,
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CCA will expand the Pacific Beverages joint venture into New Zealand in late 2007 with the
distribution of SABMiller beer brands. In addition, it will consolidate all alcoholic beverages sales
and distribution into the Pacific Beverages joint venture.

Finally, CCA has doubled its dedicated customer serving capability to the licensed channel with the
integration of the Maxxium sales team. CCA now has over 180 sales representatives servicing
over 25,000 licensed customers in Australia with a concentrated portfolio of 22 major premium
brands across the non-alcoholic beverages, premium beer and spirits categories — including Coca-
Cola, Mount Franklin, Peroni, Pilsner Urquell, Miller Genuine Draft, Jim Beam, ABSOLUT Vodka
and Cointreau.

3. Actively review ownership options and/or arrangements with The Coca-Cola Company
{TCCC) for the South Korean business while remaining committed to growing the
developing markets of Indonesia, PNG and Fiji

South Korea

CCA distributed an information memorandum in March for the sale of the South Korean business.
There has been strong interest from local and international players with a sufficient number of
parties of financial and operational scale for CCA to now seriously consider the sale of the South
Korean business. It is likely that a short list of bidders will be confirmed by the end of April.

At the same time, TCCC and CCA are working on a detailed assessment of growth and other
structural initiatives for the South Korean business.

Indonesia
CCA remains committed to growing the Indonesian & PNG franchise, as the business represents a
small exposure to a highly populous developing market with strong upside potential. CCA has
around $250 million of capital employed in the region, representing around 7% of total CCA capital
employed.

Indonesia has many attractive long-term growth characteristics, including a competitive
environment with few major players, high barriers to entry and growing prosperity, with CCA
enjoying the benefits of a shift to higher value brands in line with the strong growth of the modern
channel.

4. Undertake a major IT infrastructure development to re-engineer business processes and
create a world class operating sys tem
As a result of the strategic review, CCA expects to spend approximately $65 million on a major IT
software and infrastructure upgrade over the nex t three years. The technology platform is being
developed in partnership with other major Coca-Cola Bottlers and TCCC and will:

= Modernise the complete process of order to cash;

» Re-engineer business processes that facilitate a more efficient transfer of and use of

information across the total business;

= Enabie us to develop a shared services capability across the Group;

= Maintain our cost to income ratio leadership amongst global Coca-Cola Bottlers; and

= Lower our cost of doing business.
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Reporting Changes

CCA has aligned its Australian and New Zealand busine$ses to create an Australasian business
platform to align the operating structures and go-to-market strategies for the two countries. CCA
will also create a back office shared services capability across Australia and New Zealand.

As a result of the combination, George Adams, Managing Director — New Zealand & Fiji will report
to Warwick White, Managing Director — Australia & New Zealand and over the next three years,
CCA will target $25 million per annum in additional earnings through better revenue management,
procurement synergies as well as in cost reduction initi atives.

CCA has also established a Food & Services division which will include SPC Ardmona, Neverfail,
Quirks and Grinders, reporting to Nigel Garrard, Managing Director — Food & Services. Bringing
these businesses under one umbrella will provide a greater focus on successfully managing CCA's
lower volume and non-trade operations while maintaining the integration benefits made post
acquisition. In addition, it simplifies the reporting structure within the Australia & NZ business,
allowing the beverage management team to focus on the execution of the emerging alcoholic
beverage strategy while continuing to drive growth in non-alcoholic beverages.

As part of the review and associated business restructuring, it is unlikely that any restructuring
charges taken in 2007 will be greater than $25 million.

At this point, CCA will continue to report segmental earnings information for Australia and New
Zealand & Fiji separately. The Food & Services division will be reported as a new segment,
replacing the SPC Ardmona segment. As the Food & Services division will include earnings
previously reported within the Australian beverage business, CCA will provide restated segmental
information prior to the release of the first half 2007 financial results.

Capital Expenditure
Total group capital ex penditure is expected to be around 6-7% of revenue for the next 3 years
comprising:
= ~5% for maintenance capex; and
= 1-2% for infrastructure related expenditure relati ng to automated warehousing
developments in Sydney and Auckland and the major IT upgrade (excluding any possible
brewery development).

Q1 2007 Trading Update

CCA has experienced solid trading conditions across most markets for the first quarter. Both
Australia and New Zealand have maintained volumes in line with last year, a significant
achievement given both countries are cycling the Q1 2006 launch phase of Coca-Cola Zero.
Revenue per unit case growth has been driven by improvements in both mix and rate.

indonesia has enjoyed an excellent start to the year driven by continuing strong volume growth
combined with solid recovery of cost of goods increases.

South Korea has maintained gocd price discipline during a period of reduced demand. An
insurance claim relating to the July 2006 extortion is being processed and is expected to be
finalised no later than the second half of 2007. Insurance proceeds will be recorded as a credit to
significant items.

SPC Ardmona has experienced a solid start to the year and expects to generate modest earnings
growth in the first half. This is despite the impact of a shont fruit season for 2007, a result of the
frost damage incurred in 2006, and higher tinplate cos ts.
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Pacific Beverages beer sales showed encouraging momentum during the Easter period with
results well ahead of last year.

The key focus for the business continues to be the recovery of the estimated 5-6% increase in cost
of goods sold per unit case for beverages across all markets. For the first half of 2007, CCA
expects to deliver high single digit EBIT growth and based on a continuation of current trading
conditions believes that a similar EBIT growth rate is achievable for the 2007 full year.

It is expected that the full year effective tax rate will be in the range of 27-30% with the first half
expected to be lower.

CCA is today hosting an investment market briefing at its Northmead facility. A copy of the
presentation slides will be lodged with the ASX and posted on the Company's website,
www.ccamatil.com.

For further information, please contact:

Media Analysts

Sally Loane Kristina Devon

Ph: +61 2 9259 6797 Ph: +61 2 9259 6185
Sally.Loane@anz.ccamatil.com Kristina.Devon@anz.ccamatil.com
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Company Announcements Office
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COCA-COLA AMATIL
SYDNEY INVESTOR BRIEFING

Sydney, 18 April 2007: Coca-Cola Amatil Limited (CCA) is today hosting an investment market
briefing and tour of Northmead bottling facilities. The attached presentations will be provided to
participants.

2007-2012: Strategic Review- -
Terry Davis, Managing Director
John Wartig, Chief Financial Officer

Australasia
Warwick White — Managing Director — Australia & New Zealand

South Korea and Indonesia
Peter Kelly - Regional Director - Asia

Paclific Beverages
Ari Mervis - Managing Director - Pacific Beverages

SPC Ardmona
Nige! Garrard - Managing Director - Food & Services

NSW Logistics Investment
Bruce Herbert — Nationa) Director — Operations & Logistics

For further information, please contact:

Media Analysts
Sally Loane Kristina Devon
Ph: +81 2 9259 6797 Ph; +61 2 9259 6185

Sally.Loane@anz.ccamatil.com Kristina,Devon@anz.ccamatil.com
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CCA Stirategic Review
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Terry Davis John Wa

Managing Director Chief Financiali fficer
18 April 2007 “
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2001--2006: “A non-alcoholic beverage for every occasion”

=

2001 - Low levels of product innovation and over
rellance on CSDs to generate growth

- 95% CSDs
- 5% Non-carbonated beverages

2006 - A broader based, better balanced and mcre
profiteble business mix

-68% CSDs B
- 32% Non-carbonated beverages & food

—_— e— - - 3 COC&-COLA@AMAT!L




2001-2006 Results: Strong delivery of margins, EPS and

dividend growth 7
Earnings'per sha.re ¢
. re

Dividends peg share

' . n

RN R §
EBIT CAGR of EPS CAGR of ’ DPS { {

+0.3% since 2001 +11.3% since 2001 +15.7% 007
N y
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2007-2012: Strategic Review Fundamentals

Priorities
= Focus on leveraging CCA'’s core competencies
= Development capability of premium and market ieading brands
» Scale ang reach of sales force
= High tech and high touch of our customer servicing capability
= Highly efficient national manufacturing and physical distribution capabiiily

= Capital allocation focussed on Australia and New Zealand
where CCA's competitive advantage is strongest financial
raturns are greztest

e . S Cw-COM@AMATIL




2007-2012: Strategic Review Fundamentals

Primary outcomes

*» Grow CCA's chare of non-alcoholic beverages by continuing
to expand the product portiolio

=» Broaden the beverage portfolio into the highly profitable
glcoholic baverages market in Australia and New Z2atand

= Actively review ownership options arcd/or amangaments with
The Coca-Cola Company (TCCC) for the South Korean
business while remaining committed to growing the
developing markets of Iindonesia, PNG and Fiji

< Undertake a major IT infmstru;.:tura developme’rﬁ to re-
engineer business processes and create a world class
operating system

S —_— - - ; Coca-Coia Q AMATIL
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2007-2012: “A beverage choice for every occasion”

o . A R T L
To extend its market leadership pOSltiom.rC‘QAWl”a‘ seeg‘t&funher
leverage its core competericies in 'premiurﬁrand development,.
. PE ) -

sales and customer service
and national distribufion anghel
L] .

Six long-term vatue drivers:
1. Grow our share of the nen-alcoholic baverage market

2. Develop a material presence in premium alcoholic beverages in
Australia and New Zealand

Expand the scope and scate of the Food & Services division

"Extend our key customer relationship capabilities
Re-engineer our operating sysiems to world test practice
Ensure the sustainability of our business platform

B 5 — Coca-Cora @ AMATIL
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1. Grow our share of the non-alcoholic beverage market

Jrnr e

Aim: To drive Increased share of category valu2 and volume
across each market segment

How:

Product and package innovation
Innovaticn in cold drink equipment
Tailored channe! offering

= Expand our premium product offerings

Outcome:

* Expect market volume growth of the NARTD tharket of 2-4% pa
in Australia and New Zealand .

. Gainagreatershareof&atlncre&s:dmaﬂcet
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1. Grow our share of the non-alcoholic beverage market

-3 '
. Indulgence-

CSDs Energy
Continue to dgvelop low Focus on consumption occasions
suger sitematives Female, day/night segmentation
opportunity
Flavoured Milk Coffee
Test market in Ausiratia in Segmsntation of brands in grinders
2007 into super premium {Giancario),
premium (Grinders)
_Opporb.mbs for boll-on acguisitions

Mkl share dots relstes 10 T Avstrallen lbudeiores chunwel L
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1. Grow our sha . "n-glraholic beverage market
N~
Water Juice
Progressively segment the rmarket Shift from commodity offerings to
commercial and funciional to protect senve products supported by growing
margine and accelerats caegory our chilled distribution capablity
growth
i
Sports RTD Tea
Further segmentation of Powerade Drive the haalth and weilbeing trend -
Imopm duhgandmm $801N &3 & gocd for you carrier of
herbs, antioxidants, minerats, etc
- Coca-Cora @ AMATIL
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2. Develop a material presence in premium alcoholic
beverages in Australla and New Zealand

Aim: To be the clear No. 3 player in the
Australian beer market by the end of 2012

How:

= Leverage the scale and efficiency of CCA’s sales, distribution
and manufacturing infrastructure with SABMiller's marketing and
technical brawing expertise into premium alcoholic beverages

» Bring CCA’s innovative merchandising concepts and customer
service ethos 1o the alcoholic baverages business

Outcome: -

s To be racognised and rewarded by our customers for having
materially improved their alcoholic beverage business

= To successfully build a material new ezmings segment for CCA

— o = s Coca-CoLa @ AMATIL




2. Develop a material presence in premium alcoholic

beverages in Australia and New Zealand

Beer

= Step 1: Establish credibility and scale through the growth of Peroni,
Pilsner Urquell, Miller Genuine Draft and other selected SABMiller
brands

= Step 2: Develop a local brewing capabiliity in Austrafie - subject to
feasibility study outcome

= Step 3: Manufacture selected imported brands locally
= Step 4: Develop new locally produced brand(s)

Spirits and ARTDS
= Expand tha customer base and alcoholic RTD product offering

* Increase volume per outlet of existing customer base through direct
sales presence, cold drink equipment innovation and introduction of
CCA'’s innovative merchandising concepts

P — n x Coca-Cora @ AMATIL

3. Expand the scope and scale of the Food & Services
division

Aim: To expand the sourcing and sales base of our food
business

How:
= Improve the scale and sales execution focus of our food and
services businesses by consolidating into a dedicated division
» Centralize CCA cold drink equipment and procurement
management
= Develop SPCA's intemational business
Outcome:

. ImgnaﬁonalummgsbaseofSPCAtobethesmélzeasthe
domestic eamings base by 2012

* Improve the visibility of the cost and retums of CDE within the
Australian business

o » Coca-Coia G AMATIL




3. Expand the scope and scale of the Food & Services
ﬂvislon

Consolidate food and services activities into one division

= Combine SPCA, Neverfall, Quirks and Grinders

* Develop greater focus on successfully managing lower volume and
non-trade operations while maintaining integration benefits made
post acquisition .

= Increased responsibilities for Nige! Garrard, enabling Warwick White
to focus CCA beverags team on growing base NARTD business
faster and execution of emerging alcoholic beverage strategy

Single procurement of CDE for the group function

* Procure and manage the whole CDE fleet v/ithin one business
function ) .

-

Scale up the international sourcing resourc,:és_”éof SPCA

» Target joint ventures or supply agreements in China and South
Africa, similar to existing JVs in Spain and Thailand

——— - y Coca-Cota | AMATIL

4. Extend our key customer relationship capabilities

Aim: To grow the importance of our brands cnd service
performance to each of our customers

How:
= Continue to develop our tailored solution capability for our key
customers

= Further drive customer engagement with breakthrough product
and package innovation

Outcome:

= Deliver greater lavels of customer satisfaction by ensuring our
customers congsistently make more profit selling CCA brands
than competitor brands |
* Develop a service levei strategy that cannot be profitably
matched by our competitors
—- Coca-LoLa @ AMATIL
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4. Extend our key customer relationship capabilities

Shift to specific channel focus from state based focus
= Grocery & Petfroleum, Licensed, Immediate Consumption, Vending

« Align Australia and NZ businesses to better executs go-to-market
strategies and best practice trensfer across the business

Direct-to-consumer database development

» Utilissa modem technclogy to deepen our direct relationship with
consumers through a greater focus on and frequency of one-cn-one
communications (SMS, intamet, email, Blog sites)

Tailored solutions for customers

« Increased focus on product and package seérnentztion by store
utilising more sophisticated shopper basket analysis

L . Com-Cou@AMATrL
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5. Re-engineer our operating systems to world best practice

Aim: Re-engineer our business processes to develop a world
class operating system that will provide the engine for CCA
to move to the next level of customer service and facilitate

CODB reduction

How:

= Material end-to-end technology development partnership
consortium with other major Coca-Cola Bottlers and TCCC

Qutcome:
= To modermnise the complete process of order {0 cash

= Re-engineer business processes that facilitate a more efficient
transfer of and use of information across the total business

* Ensable us to develop a shared services capabiiily across CCA

* Maintain our cost to incoms ratio leadership amongst globat
Coca-Cola Bottlers

- LowrowcoDR E




5. Re-engineer our operating systems to world best practice

Technology development — approx $65m cost
= OAisys - Back office complete by end 2009, front office by end 2010
= Upgrade our sales force and customer intarface capability

Supply chain upgrade

= Automated distribution/'warehouse development
= Auckiand - NZ$80m cost, to be completad by end 2007
= Sydney - $180m total cost, to be completed by earty 2009 (CCA capex $90m, loased

component $90m) .
= Full warehouse management system deployment in all major non-
automated warehouses by eary i2009
= Upgraded mobile capability for sales force

Back office consolidation | ]
= Creation of back office shared services across Ausiralian & NZ
businesses .

—_— ; Coca-Cota @ AMAaTIL

6. Ensure the sustainability of our business platform

Aim: To commit to continuous !mprovement of our economic,
soclal and environmental performanceas

How:

= Improve the transparency and accountebility of our sustainability
agenda, a mainstream business aganda driven at Board lsvel
and continuing through the Managing Director and other senior
executives across the Group

Outcome:

= Regular reporting on our sustainability piatform, ‘measured
under four pillars, Environment, Community, Marketplece,
Workplace - CCA's first sustainability report to be raleased in
May07 :

e —— — Coca-Cora @ AmaTi




6. Ensure the sustainability of our business platform

-*_-F
Environment

= Continually improve our sustainable use of water and energy and to
decrease our generation of greenhougs gases - target is to be waste water
neutral by 2012

=_Continue to reducs the amount of material used in packaging

Community
= Continue to contribute to our communities via our Foundations, food and
beveraga donsations, workplace giving and partnerships with environmental
groups like Landcare Australia
Workplace
= |nvest in the development of cur people through leadership programs and
sucoession planning
=_Continue to reduos lost time injury rates to make CCA a safer place to work
Marketplace o
* Meet community demands for *better for you® products by incressing the
range of no-sugar beverages, supporting a range of spont and physical
activity programs and improving product labeiling

e ——— Coca-CoLa ﬁ AMATIL
i) -

2007-2012: Outlook for non-Ausiralasian assets

Indonesia, PNG & Fiji — remain committed to growth

» A small exposure to a highly pepulous developing market with
strong upside potential
= A competitive environment with few major players

= High barriers to entry = manufacturing requirements across
each of the main islands and RGB capital cost

o ~7% of CCA capital employed (~$250m) — not betting the
house

= Growing prasperity of the country — shift to higher value
one-way packs, consumer segmentation strategy is working

» Developing » framework to better manage eamings volatility

i ,Com.Cou@AmanL
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2007-2012: Outlook for non-Australasian assets

South Korea - review ownership options or arrangements with
TCCC

» Sale process progressing wall
= Information memorandum released in Mar07

= Strong interest from local and intemnational players with a
sufficient number of paitizs of financial and operational
scale for CCA to now seriously consider the sals

a Short list of bidders will be confirmed by the end of April

[ Coca-Cora '“.‘a‘?q] AMATIL
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CCA Strategic Review
2007-2012

John Wartig
Chief Finan;cial Officer

-

18 April 2007
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a .

1



2007 Outlook — Q1 tradmg update

Australla
» Key influences for 2007:
= Cycling of Coka Zero launch (Jan06)
= Recovery of COGS increases
= Aligning of Ausiralian and NZ businesses
» Q1 trading updats:
» Solid start to the year with volumes in line with l2st year combinad vith revenue
., per unit case improvements driven by betier mix and rate
New Zealand
= Key influences for 2007:
» Cycling of Coke Zero launch (Feb06)
= Recovery of COGS increases
= Q1 trading update:
. Vohmnsh&mwmlastyeammmmenmparcase
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2007 Outlook — Q1 trading update

Indonesia
= Key influences for 2007:
= The continuation of improved economie conditions in Indonesia
= QOne-off impact of increase in container deposit Ezbifity - $3m
= Q1 trading update:
= Excellent start to the ysar driven by continuing strong volume growth combined
with solid recovery of COGS increases
South Korea
» Key influences for 2007:
wnmwmmmmmm
= {nsurance claim recovery receipt in H2 :
= Non-core asset sales in South Korea to continue. ~
» Q1 trading update:
Mmmmmwwwmmmdem
% COLA@AMAT[L
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2007 Outlook — Q1 trading update

SPCA
= Key influences for 2007:
» $5m EBIT impact of frost damage to 2006 fruit intake
* Q1 trading update:
= Solid start to the year despits impact of short fruit season combined with higher
tinplate costs
» Expecting modest samings growth in H1 2007
Pacific Beverages |
= Key influences for 2007:
= Commenced manutacturing and distribution of Maxxium portfoiio in Apc07
. FowsondnmgVPOofcmbmedNARTDmmmmwﬂoﬁom

the iicensed channel
* Q1 trading update:
o Strong momentum into Easter for beer
* Expect minimal eamings contribution due to refvestment back into brand
e development - Coca-Cora @ AMATIL

2007 Outlook - Guidance

H1 2007

» Key focus will continue to be recovery of 5-6% COGS per case
increases across all markets

» Expect high single digit EBIT growth in H1 2007

2007 Full year '
= High single digit EBIT growth achievable assuming a continuation

of current trading conditions
= Expect full year effective tax rate of 27-30% with ﬁrst haif expected
to be lower |

————— — » ‘ s Coca-Cora @ AMATIL
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Capital Managemen

| — = o - -

Dividend policy

= Maintenance of 70-80% target payout range — 75.4% payout in 2008
Gearing

= Long-term interest cover target range of 3.0 — 4.0x

= Comfortable with current 4.0x interest cover given current interest
rate environment

. Cash flow
= Expect free cash flow to be in excess of $200 million
ROCE
» Expectimprovement of at least 0.5pts in 2007

> Coca-Cota @ AMATIL
n ~”

Capital Management — Capital Expenditure

2007 2008 2009

Mainténance capex . ~5% 5-6% 4-5%
Infrastructure capex - Automated warehouses ~2% ~1% =~1%
(Sydney & Auckiand) + Major IT upgrade

TOTAL % 6T% 66%

= Reaffiming maintenance capex ~5% pa (around 1.0x depreciation)

* Automated warehouses on budget and on schedule for cormpletion by
end 2008 / early 2009

* $85 million major IT upgrade phased from 2007-2009

» Exciudes any potential brewery development or capital prolects which
may be brought forward if South Korea is sold

I p” » Coca-Coia @ AMATIL
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Capital Management

Potential use of proceeds if South Korean business is sold

= Combination of capital management initiatives, debt reduction and
potential to bring forward future year capital projects
insurance claim update

« Any further brand rehabilitation costs which may be incurred will be
recognised as significant items in 2007

= Amounts received relzting to toss of gross profit to be recognised as
significant items on receipt of the insurance payment

= Expect claim to be finafised no later than end of H2 2007
Acquisitions ‘
= Opportunities for smali bolt on acguisitions T

= QOverall, sufficient organic growth options to deliver higher ratums at
lower risk

. = Coca-Cora @ AMATIL

COGS Update — Commodity Prices Easing
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COGS Update

COGS Breakdown

« Commaodity and currency exposure to sugar, aluminium and PET resin
+ Commodities based costs represent ~30% of COGS

=  Commodity inputs still treding well above 10 year average prices

2007 Qutiook — Baverages

« Expect higher commodity input costs to drive a 3-4% incresse in
COGS per unit case for beverages

*" Product mix shift to higher value products expected to drive a further
increase in COGS per unit cass of around 2% e ,

= Overall, on a constant currency basis, expect total COGS per unit case
for beverages to increase by around 5-3%

a»
e S v y Coca-Cota @ AMATIL

COGS Update

2007 Outlook — Food

* Expect higher tinplate costs to drive like-on-like COGS increases of
~5%

2008 Outiook

* Beverages ~ Expectations that COGS per unit case for beverages may
increase in a range of 1-3% in 2008 on the basis of the current
commodity price and currency outiook

» Food — Expect higher fruit pricing due to drought impact to
COGS increases of <5% o

o > Coca-Cota @ AMATIL
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Reporting Changes

PE— Exatmpalied

Formation of Ausiralasian business unit

« CCA has aligned its Australian and New Zealand businesses to
create an Australasian business platform to aiign the operating
structures and go-to-risrket strategies {or the two countrias

» George Adams, Managing Director — New Zealand & Fiji will report
to Warwick White, Managing Director - Australia & New Zealsnd

= Alignment of Australian & NZ businesses is targating $25m pa in
additional eamings through tstter revenus managemant,
procurement synargies as well s in cost rledudiorlm initistives

————— fm—— : y Coca-Cota @ AMATIL

Reporting Changes

Formation of Food & Sarvices division

= Includes SPC Ardmona, Meverfail, Quirks and Grinders, reporting to
Nigei Garrard, Menaging Director — Food & Services

= Provides greater focus on successfully managing lower volume and
non-trade businesses while maintaining the mtegrat:on benefits
made post acquisition :

= Simplifies the reporting structure within the Australasian business
and allows the Australasian management team to increase their
focus on the emerging alcchelic beverage strategy while continuing
to drive growth in non-aleoholic beveragas

e - s Coca-Cora @ AMATIL
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Reporting Changes

Changes In segmant reporting

= At this point, CCA will continue to report segmental eamings
information for Ausdtralia and New Zealand & Fiji separately

= The Food & Services division will be reported as a new segment,
replacing the SPC Ardmona segment

= As the Food & Services division will include eamings previously
reported within the Australian business, CCA will provide restated
segmental irdformation prior to the release of tha H1 2007 financial
. results

* As part of the review and associated business restructuring, it is
unlikely that any restructuring charges teke in 2007 will be greater

than $25 mi¥ion
™ Coca-Cota @ AMATIL
<
Coca-Cora @.’y AMATIL
~v

CCA Sfrategic Review
2007-2012

Terry Davis
Managing Director
18 April 2007

e e » Coca-C Am
» OCA OM@ ATIL
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2007 Action Plan

s NPD focus - energy, flavoured milk, sports drinks, juice

= Sell South Korean business and/or reach better arrangements
with TCCC in South Korea

= Align Australia and NZ operating structure and go-to-rarket
strategies '

!
« Scale up presence in licensed ¢hannel - upsized sales forca
with concentrated portfolio of 22 major non-alcoholic, premium
! .
beer and spirit brands |

}
* Bring forward feasibility study for Austratian brewery
development - recommendations expected no lster than end

— 2007 e —— Coca-Cora @ AMATIL

S N N A I F RN T R AT I

2007 Action Plan

» Expand Pacific Beverages beer JV into New Zealand

» Expand the scope and scale of the Food & Services division

= Technology and supply chain platform — OAisys (IT) and
automated warehousing

= SPCA packaged fruit supply agreements ex China and South
Africa

= Establish foundation for creation of back office shared services
across Australia and New Zealand

o a2 — Coca-Cora @ AMATIL
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2007-2012: Strategic Review Fundamentals

Priorities
= Focus on laveraging CCA's core competencies
= Development capability of premium and market lsading trands
» Scale snd reach of sales force
= High tech and high touch of our custorner servicing capebility
= Highly efficient national manufacturing and physical distribution capahility

= Capital allocation focussed on Australia and New Zesland
where CCA’s compedtitive advantage is strongest financial
retums are grestest

= = » - Coca-CoLa @ AMATIL

2007-2012: Strategic Review Fundamentals

Primary outcomes

= Grow CCA'’s share of non-alcoholic beverages by continuing
to expand the product portfolio

= Broaden the beverage portfofio into the highly profitable
alcoholic beverages market in Australia and New Zealand

= Actively review ownership options and/or arangements with
The Coca-Cola Company (TCCC) for the South Korean
business while remaining committed to growing the
developing markets of indonesia, PNG and Fiji

< Undertake a msjor [T infrastructure development to re-
engineer business processes and creats a world class
operating system

-— 3 Coca-Corn Ty Amarne
~




2012: What could CCA look like in 20127

“ A beverage for every occasion”

s CSDs will still dominate the brand portfolio but will represent a
lower % of group eamings

* Non-sugar CSDs to represent >40% of CSD volume

» Non-CSDs, alcoholic beverages and food to generate > 50% of
earnings growth

= Asset allocation to be further concentrated in Australia and
New Zealand

— - a = Coca-Cora :; j1 AMATIL

-

Coca-CoLa AMATIL
e

CCA Strategic Review
2007-2012

Terry Davis John Wartig
Managing Director Chief Financial Officer

18 April 2007

[ — - » Coca-Cora @ AMATIL
Q
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The material in this presentation is general background information about
Coca-Cola Amatl!

and is current at the date of the presentation. It is information given in summary
form snd does not purport to be complete.

This presentation is not intended to be relied upon as advice to investors or
potential investors and does not take into account
the investment objectives, financial situation or needs of any particular investor.
It does not amount to advioe or any recommendation in relation to
Coca-Cola Amatil shares.

For further information visi
www.ccamatil.com

- R

or cortact

Kristina Devonh -
Im:torRelatiFnsManagqr,af e T

(Ph) +612 6259 6185
o » Coca-Cora @ AMATHL
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Indonesia & PNG

L.ow Capital Exposure with Strong Upside
Potential

Peter Kelly
Regional Director Asia

18 April2007 .

y Coca-Cota @ AMATIL
1 ~”

Low Capital Exposure with Strong Upside Potential

» Growing prosperity

= Attractive long term growth characteristics
s Further “De-risking” the business

* Low Capital Exposure

= Few raajor players




Solid GDP growth, despite set backs along the way

T.0% 1

Real GDP % growh Boxing Day

- - -unmuwum] / Teunami

2008 2000 -
[ Coca-Cora % AMATIL
~

Quick recovery in our business after the fuel and
interest rate shocks of Half 1 2006

Indonesila / PNG EBIT
H2 2006 v PY

82003 EBIT 02008 EBIT

Ls-4




Disciplined pack/price/channel strategy has enabled

full recovery of COGS - even in tough times

to growing prosperity

The NARTD growth opportunity is large and linked
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Significantly higher profit “One Way Packs” are

| growing as consumer prosperity increases

Packags Mix
100%

7%

Profustilry - Very stumctve  [0°
oo, LProduction Capactty - Raesired Bty MNE' s s i .
2000 2001 D802 2003 2004 2005 2006 2007
5 RGS u ONE WAY PACKS
R [ 7 5 Coca-Cou@AMATIL

As consumers prosper ....they are shopping in
the more profitable “mecdern” channels

Channel Share
1009% -

- 10% -
1

. e
25% - Modem channel growt.

Proftabliity — Very stiractive
Risk = lower.. Shoprod bymers aice, . .8 .
0% cm-c«:m«ccgm i -
2003 2004 WS 2008 X007

[m Traditional @ Modom |
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Wae are able to manage volatility more easily with a lower
fixed cost structure and improving employee productivity
S —— gy

% 6% o

60.5%
57.9% I 4-"'"'-—; Vorizble

411% 42.1%
39.5%

7.% 36.6%

% Fixed

5,789

0,401

; s.00n

=9, Vil Cast + DIt Mushuary
3 Coca-Cova | AMATIL

A low level of capital employed means we are not

betting the house

Capital Employed Docamber 2006

Only 7%
of CCA Group




....and future capital requirements are not high

Expect average capital roquirements to be within the expactation
already set of 6-8% of NSR over the next three years

Strategic Review Outcomes
* Double “One Way Pack” capacity
= Bring forward the purchase of 3 new production ines
= One off approx $A30m over the next 12-18months years

* Increas> Cold drink penetration

= Approx A$9m p.a. or 9,000 net placemants for each of the next 3
years

= Upgrode physica! distribution capability
= Approx AS7m p.a. for aach of the naxt 3 years

e » Coca-CoLa @ AmaTii.
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South Korea
Sale Process and TCCC Revievy Update




South Korean Sale Process Update

The szis process has generated strony interest
* The largest M8A underway in Food and Baversge in South Korea

= Unrivalied brand power of Coca-Cola which carrigs substantial prestige value
in the 11" biggest econorny in the workd

= Access to the number 1 brand in the largest and most profitable beverage
category, CSDs

= Strong sales network
*  Underutiisad manufacturing and distribution assats

¢ Potentisl for largs revenue and or cost/procurement synergies depending on
the bidder '

s = Coca-Cota @ AMaTIL

South Korean Sale Process Update

Phase One - Expressions of Interest and Short List of Bidders
= Information Memorandums distributed in March

*EQIs have been received from Korean Companies, financial investors
and from intematicnal Coca-Cola Bottlers

*We are in the process of reviewing the EOls and ranking the offers
received

* By the end of next week we will have established a short fist of bidders
that wa will invite into phase two

Y » Coca-Cora @ AMATIL




South Korean Sale Process Update

Phase Two - Due Diligence and Second Round Offers
=Duse diligence May

»Second round binding offers due during Juna - atthough this timetable is
subject to change as with any M&A activity

CCAITCCC Joint Review
sThe CCA/TCCC jaint review of continuing operations is also progressing
well and recommendations are dus in June

CCA Board Review

= if everything progresses to plan the CCA Board will evaluate sals and
retention ophons at the mid June Board meeting .

-
o L

= Coca-Cota @ AmariL
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Indonesia & PNG

Low Capital Exposure with Strong Upside
Potential

| .
Peter Kelly
Regional Director Asia

18 Aprii 2007




CCA Australasia Premium Esverages

“A Growth Businass”

18 April 2007
Warwick White
Managing Director ~ Australia & Naw Zealand

Coca.Cora @ AMATH
e

Agenda - Our Growth Strategy

» Qur premium beverages strategy
» Our tailored customer strategy

»Our new Australasian business unit

[Coca-Cora @ AMATHL




Our Premium Beverages
Strategy

Coca-CoLa @ AMATIT. 3

[The Australian Business has grown EBIT st ¢8.1% CAGR over the last 5
years, The last two years have bsen mors challenging due to
unprecedented commodity cost increases.

Published EBIT $

3

1957 o 2001
CAGRE.3%

BEVERAGES STRATEGY

&

-
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CCA Commodity 1997 10 1901 2002 ¥ 2004 2009 1 2008
Cost icresses CAGA -3% CAGR «3% CAGR +24%

'C"“@ Al rolie Wrtading S vorted - Published CRIT ry

} PREMIUM-




]

ERAGES,STRATE

G

BE

The NARTD catagory is a growth markst ~ over $200M ravenue growth
for manufacturers ecch yeer
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And we have a great share growth oppdrtuntty In the emerging cetegories
by leveraging our strong key customer relationships

Mariket Share with Largs and Emall Cusiomers

[°2]
g
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-
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[® Large Customers @ Smail Customers |

B . Cora @ AMATIL
Ssurce: AC Nallsen Foodctore Catrvenisrcs calender yett 2005 T

And we have the new large slcohol profit pool to play in, ‘Qur competitive
edge Is tho ability to loverage the CCA sales-forco. manufacturing,
distﬂbutlon & procurement capability

$M Total Beer & Spirits EBIT Pool $1.4B

s:‘rﬁAgrE“___ Y

R

REMIUM BEVERAGES

e

-Cora @ AMATIL
Source Swremeniter Septomber 2005 axul CCA Aratysle




The key to profit growth is the revenue per case premium we achleve
ovet the COGS increase. This is achieved by:

LS S
Big ' Tailored- Leveraging
Powerful I Cus + 3

Brands " Strate

mrw*ga bR ORAAT Y PO

= Potential to generate Double D!glt EBlT
K Growth BRI

_

[Coca-Cora @ AMATIL .

And we see an opportunity cround innovating to create more premium
beverages

> Focus on innovating with the Coke
Trademark where we have Brand strength
~

ATEGY.

» Increased cocentration on providing real /
instantanequs physiological benefits

'ERAGES STR

b
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And we see an cpportunity sround innovating to create more premium
beverages

> Increased concentration on the packaging
that consumers find most appealing

y l| ; |2
) > Increased concentration on channels where
we get higher margins e.g HORECA 3

*
'

M .Cora @ AMATIL

Kew Product Daveiopment is driving plghef_menue per unit cace and
increased market share

|
|
!
4 > Goulburn Valley Juicg
4 > Pumped ~ Flavoured Water "

1




We have increasad our Blarket Share of Cola CSDs by 1.7pts since the
successful launch of Coke Zero.

CC System volums ghare of Cola
Coca-Cola Coca-Cale

Coke Zero has strengthened the Coca-Cola Trademari and allowed us to
take a mora premium position

Wo maintained market share even though the price gap
has Increased from 24%to 32%

i oy o _—32%
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Kirks continues to reposition itself at near Schweppss pricing. The prica
gap has gone from 11% to 6% whilst maintaining market ¢hare

Introducing iirks Sugar Free tc be launched end of
Aopril in Grocary
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Powerade Isotonic has increased marltlot gﬁk?elfr .G?:ts" in(::!uh lEmch

| [ v
EER AT .
1
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And Goulburn Velley has estabiished a frash juice play for CCA with a

— -t

o

®ULBURN VALLEY-FRESH J

-

)G

The launch of Pumped flavoured water in October has helped us raalise a
1% price improvement for our total water businass over the lagt 6 mths

st

YTD March Pump +35% YOY volume growth

=
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t::ntinue to leverage the equity ofl the Coke glass contour boitle

g 4
Tlhi}
hﬂ

In Q1 G7, the mix shift to
385~! -g-sealzble glass has
- ven 25% of the revenua
per case improvement in the
immediate consumption
channel

L. .‘
ER A .CoLa @ AMATIT.

Our Coke Zero success has ezrnad Athi"hha' {55t farket status
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Mcther has captured /- 10% of the energy market in the last 8 weaks
ending 18% March 2607

ey
-

TI00AMOTHER' LAUNEH e

|Q‘

ca-Cora

FAC Nyloon J0% pocy

Introducing Tab Energy

> Launched in New Zealand in March
> Aimed at style conscious females 16-24

> First 5 weeks in market results:
> Market Share +5.6% in Foodsto

S~

Y

-.. 200RTAB ENERG
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To step up our NPD & service improvement capabilities we will incregse
manufacturing capaclty by 10-15%

L 2
(3

AATEGY:

£

MIUM BEVERAG

i

Our Tailored Customer
Strategy

[Coca-Cora @ Axarn. 24
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Our new sales force structure will step chanpe ocur execution capability
with a shift from State based to Channe! beasad focus

:’ From: State Based To : Channel Based
1] Nsw Grocary &
- Petroleum
QLD p
VIC Licensed
Genafits: l
WA > Telorsd Package/Brand immackals
offerings | ConsumXion
SA/NT > Mationa! Marksting progrems
> Differentiated / tallored .
NATIONAL cuslomer servicing Verding

Now we have executional capability in Licensed outlsts similar
to our other Channels

> 186 person dedicated sales-force

k3 > Pin point execution of our expanding
premium glass portfolio

> Integrated mixer promotions

— =
Bt .Cora ey Ara
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We have crezted tailored packaging solutions to help deliver highor
promotional frequency and improved category margins

Woolworths
2.0 Lt

RATEGY.

Independents 4
1.25 Lt

o
'U)!

g

= :

O o

= Woolworths independents
8 30 pack 18 pack

(]

L
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O
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Taflored Customer Strategy - Daliver higher levvels of ssrvicos to higher
value customers in the immediate Consumption Channel

EGY,

o

»>Focus on top third of customers who
deliver 80% of our Revenue

»Customise Service choices
»QOrdering
»Delivery
»Credit
»Equipment Services

TOMER STRAT

- TALIORED CUS

-Coia @ AMATIIL
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And a significant investment has besn made to understand the shoppers
that will help taflor our market sohution

: Shoppels'Bevmagq '
Landscape 2 : !

»Why people shop

»When people shopi :

»What they buy & how much thoy spend
»>Who they are

»How they use channels

ATEGY

o %of Total Shepping Trips |
ﬂ QUICKTRIP @]/ 7 ,n .1 ok

DESTINATION 7 |

21
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Tailored Customer Strategy - Cold Drink Equipment Program continuing to
innovete to provide high end solutions to our customers

»Next phase of Cold Drink Equipment focus
will be higher value unit piacements:

»@Glass Fronted Vendor
»Open Air Chillers
»Cashless Machines

» Premium closed door coolers

] -

ER-STRATEGY,

pSTOME

-l

by

ey

Our New Australasian
Business Unit

Foca-Cota @ AMATIL ry
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Aligning Augstralia and New Zoaland targsting $25M sarnings

» Better Revenue Management —
Harmonising Pack / Price disciplines

» Procurement — Trans Tasman negotiations
» Cost Synergies — One Marketing Strategy

PR " ™ g '
Y |
! A S
-Cota @ ArMaATIL )

Tha key to profit growth is the revenue per cose premium we achisve
over the COGS increase. This is achieved by:

. -~ ‘ s . il

Powerful Customer our scale -

Brands Strategy

LB e T e & RN e oo -

= Potential to generate Double Digi
- Growth |

Big + Tailored +Leverag|ng,

Coca-Cora @ AMATIL v
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CCA Ausfraiasia Premium Beverages

“A Growti Business”

18 April =237
Wanvick Wuita
fianaging Directur - Auctralia & New Zealand

[Coca-Cora @ AMATIL
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Pacific Beverages

Ari Mervis
CEO Pacific Beverages

A
ﬁ'#}f } Coca-Cora @ AMATIL
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s Pacific Beverages overview
s Priorities

» Questions
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SABMiller — No. 2 global brewer

¥ Second izrgest brawer in the world with total lager volumes of 176m hi*
» 2008 Revenue; USS 15,3 bn, EBITA: US §2.9 bn

> internationally diverse brewer, with market positions in the USA, and
within Central and Esstern Europe, Latin America, Asia and Africa

> international porticiio

s brewing presence in over 40 countries

= over 150 owned brands
» Largest producer of Carbenated Soft Drinks in Africa and Cantrat America
> Listed on the London and Johanneaburg Stock Exchanges

* FOB yeor ang report {aciional 43 W of other beverages)

}&-ﬁ‘ﬂ rf\
1l

g mﬁaw Coca-Cora @ AMATIL

SABMiller - diversified and balanced earnings

* Eachadng CONECT Irawing. Nl Sof S 0nd ot heverages ~ wh March 2008
~ Poo-gra0tell eraiotlien, sxchaling Contial tivhin nd sxcaptonl Ritrs - yie Manch 2008
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Snapshot of portfolio of SABMiller brands
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Australian Beer Industry Summary

Circa. 17m h - per capita consumption at 83 liires per capita

Total growth stable with trends towards premium and altsmate offerings

Retall purchases in the order of A$13,5 bn,

industry dominated by two players

Large gap between the two leading browers and next tier

- Scale, profit, geography, retail relevance

» Industry profit pool estimated at more than AS1 bn.

= Take home market accounts for around 75% of all seles (0% of value)

Major retailers increasing presence in alcohol

- Coles and Wootworths estimated at more than half of ali beer sales -
and increasing (15% in 1990)

i hﬁé.t{;k
{ » }.I?,'i Coca-Cora @ AMAaTIL
_.11_"1_\!_ +

Industry growth is limited — consumers are trading up

e From 1899 - 2005 mainstream lager delivered little growth

= Over the same period premium and imported beers doubled to
245m iitres (now 14% of volume - 22% of value)

= Premium sector growth set to continue - forecast to reach 20% of
total volume

— Global trends {0 more premium offerings

- Increase in disposable consumer spend

- Increase in retailer and brewer fozus on this sector

- More availability through increased take home market
— More responsible out of home consumption

Bource; Ermmonics, Comgiy Raedich




Py st ENYT: ~§108m
Australlan Beverage Landecaps 2 major players
£t ENT: ~£00m
Meincircas Sear 2 cxager players Iy Alvshalie RTD
$2.86n we $900e
o 20%

Sourcn: Cywampniios Raptomir 2006 ond COA suatyele. CASR = § piue winnte priows {1000-D0b %
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Pacific Beverages

CCA / SABMiller
Joint Venture
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Why the entry into the Australian beer market?

* At ~30% EBIT margins, the Australan beer market is smongst the most profitable in the
word

* SABMSer have Internztionsl brawing experiss snd glotsl brands
* Growth in Australia is being ie¢ by premium snd inlemational brands
* CCA hawve the grestest scale in terms of ssies, distribution ond customer refetions

* Major retsilers now control 8 significant share of the Australian beer market and provide
a ¥Yplayer a resl opporiuntly

Why efforts have been unsuccessful in the past
= Capltal intensive industry requiring high capital invesiment isvels
* Accass to naticnal distribution and route to market
* Brand equity and sccees 10 brand portfolios and brand buliding capabilities
« Customer retationships and the abilty to provide comprehensive customer service
* Long-term perspactve

n

% Coca-CoLa @ AMATIL

How beer and soft drinks go together

= Common input suppliers
— Glass, cans, cartons, manufacturing equipment, cold drink equipment,
transport

= Similar supply and logistics requirements
— Customers — CCA cumently service 25,000 of the 26,000 licensed
outlets in Australia

- Route to market

- Order handling

- Distribution channeis

- Warehousing requirements

= Demand loan
- Similar sales process
- High brand equity
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Coca-Cora @ AMATIL

Combined skills of SABMiller and CCA

Core Compotancles 8AB CCA Joint

World Class Baer Brand Portfolio v v

Globa! Brand Stratagies / Marketing Expertise v/ Vv

Knowledge of Coke/Beer Synergies Y L4

Best Practica Sales Exec:stion (Field Forcs / L

NeC)

Low Cost Nationa! Logistics / Distribution v v

Technical and Brewing expartiss v v

suummuﬁmsnip.mmtamml'mmé g
{On/Off Pramise) !

Marhet and Compatitor insights v v v
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Coca-CoLa @ AMATIL

Initial Focus — premium International brands

n “Stylish urban buzz® - the ®asy drinking beer
e Entry pricing to Intemational bears (340-$49)
n Loyal core consumer - medium agpirations

= "The Original Pilsner” - the most rewarding taste
= Premium pricing ($55-$65) - disceming consumer

a High value - lower volumes

= *{tafian style applied to beer”
= Migd-priced ($45-$55)
= Great potential - consumer and trade suppornt

14




m Coca-Cora @ AMATIL

Initial building blocks in place

= First major drive in March - pre-Easter - volume
growth of over 50% on prior year

s 3 phose strategy activated
— Smooth transition
— Qutlet base expansion
— Sales drive and enhance brand equity

= Major customers on board and highly supportive

= Integration and alignment contin improving - stee
banﬁnganvewm\gr:“igriﬁcammm{lnggfows P
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[ﬁm Coca-CoLa @ AmariL

Maxxium brands bring immediate critical mass to the portfolio

(] '6'5"?0"?53 of field facing sales reps in HORECA channel increcsed from

= Wider portfolio offering grestly enhances CCA relevance to customars
= Adds significant increasa in volume and VPO within HORECA

a Core porifolio of 22 key offerings

« Leverage scies skills from both Maxxium and CCA

s Coverzge and quality of sales call improved
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Priorities
a Build credibility and scale

— Grow Peroni, Miller Genuine Draft and Pilsner Urquell
~ import other SABMiller brands

n Develcp » local brewing capabilty in Austrails
- Fast track feasibility study with recommendations by
December 2007

s Manufscture selected importad brands locally
- Benefit from local manufaciure

» Develop new locally produced brand(s)
n Future aspirations

- Become the clear number 3 player in the Australian Beer
Industry

:
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Pacific Beverages

Ari Mervis
CEOQ Pacific Beverages
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| items to be covered:

';i,s*.f - v
Healthy
Active’
Living

1. 2007 so far
- the fruit season
- operational improvements
- trading results

N

. 2008 COGS Outlook

w

. Altermative Channel Distribution

1 4. International Business Overview

O

. International Strategy
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. | 2007 so far - The Fruit Season

| > Fruit season now almost complete for apricots,
pears, peaches and tomatoes, with apples just
commencing

ZE$3 | » Resultstodateinci.. . "~ ‘“drought
3|  Iinduced costs will not excees the $5 million
Healthy'|  previously advised

 dving..
5;}“*'3:1‘. | » Sufficlent fiuit avaliable to supply all
Tl Australlan/NZ customers

e
': > International customers will be supplied from
‘ Australian and ovarsess sourced products
P SPC ARDMONA
s | . =
' 2007 so far — The Fruit Season om
f > Drought position has been proactively
. managed to optimise fruit quality and quantity
! and to assist our grower supply base
Y > Offered interest free loans to help growers purchase
F water
Healthy
?_g;;;; » Purchased 2,500 megalitres of water (at a cost of >$1
g, million) for use by growers
e > Provided water subsidy as part of fruit pricing to help
_‘ g’;‘,j with significant extra costs for growers
» Ovarall, a good resuit given the difficultiss
being faced
., SPC ARDMONA
Aol 2087 : 4 e ——




) Operational improveme_r_l_ts

» Two key capital initiatives implemented over
lzst 12 months that are lsading to:
¥ Improved customer service
5__‘;',: » Reduced costs of goods
“:E1 > Automation of cut frult sorting has been

::5"{,‘,;1 implemented with a werld leading techinology
| f"f}:“',!' platform. Now covers circa 60% of frult being
;E; processed
% _w- ok > Less casual employees (%200 approx)
‘aﬁ”%ai » Increased quality
e ] > Incressed consistency
» Reduced cost

> Site consolidation continuing to pian

SPC ARDMONA
T t———

| Operational Improvements (om

> Consolidation of distribution and warehousing
facilltles now completed

E)

0. W
Haalmy
Active

SPC ARDMONA
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| 2007 Trading Results & Outlook

b
;L
Healt

. Ag::?ilv; i
. Living.
Jesiems
£

» Trading results to 31 March are In line with
expectations and shoy 7.6% sales growth over
2006

» Expect 1H 2007 EBIT to be siightly ahead of
2006

> Full year growth will be hamperad by the
effects of the frost damage to crops ard tha
costs of 2007 drought assistance

ﬁﬁ‘i > Despite aome frult variety shortages, expect
. nales growth to continue at (1 growth rate
o SPC AKDMONA
a2 | Y i
. 2008 COGS Outiook
“ » SPCA COGS break up Is approximately:
: > 35% Fruit end Ingredients
<‘. * 30% Packaging
- ,: » 35% Labour/Conversion
fa;h - | > Expect pressure on fruit pricing with growers
Qggg;gy recovering from the drought. Estimate fruit
oo cost increase of ~5% for 2008
“~"%1 » Labour/conversion costs likely to be relatively
£73 | fiat as the net benefits of capex program come
o through
» Major factor in packaging is tinpiato with
:  plastics and other being a leszer effect
I - SPC ARDMONA
Agrd 2087 { L] —_




| 2008 COGS Outlook (cont)

1T > Historical tinplate pricing
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_| Alternative Channel Distribution
“ - .
> Utilisation of CCA's distribution system is
helping accalerate SPCA’s penetration into
C&P and other channels
- . . | » Daveloping channel! specific packaging with
ol & gocd response from customers. Early signs
b o are encouraging
Healthy
Active
Living
SR T
E‘ff?j‘i /*_.,- :
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| Goutburn Valley 220g C&P Site
| Penetration Growth _

ceratn g . SPC ARDMONA
o At zoar - | " - =

§ A long history

- > SPCA has been exporting processed frul

i International Business Division

' I . markets
i
1

since the 1920s

> By the early 1970s, export sales were greater
than domestic - until UK admission into EU

» Early 1970s SPC was the number one fruit
brand in UK and there Is a strong residual
identity of the brand remaining today

» Currantly export to over 30 countries with a
business of ¢irca $85 million in revenue

SPC ARDMONA
7] Dl .




International Business Division oy

» Australlan production complimented by 2 Joint
Ventures

> Thailand (tropical fruit)
» Spain (deciduous fruit)
> JV structure is
» With a local partner
» SPCA supplies processing equipment (for plastics},
packaging, tachnical and planning expertise and has tha
customer relaiionships

» Partner supplies local labour, factory infrastructure, fruit
sourcing

SPC ARDMONA
3 —
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| International Business Division or
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» Thailand JV example

a) Capital employed Circa $10 million
Annualised s2les  $16-18 million
ROCE 21%

b) Enables optimisation of working capital

- Pack end ship (tropicats)
- Counter seasonal (deciduous)

¢) Relatively low risk, provides access to lower cost
production, utilices SPCA innovation/expertise, retains
and enhances customer relationships, etc

SPC ARDMONA
D ——

-Aprs 2007




.. « | Tariffs Disadvantage Australian Based

& - ' Production

2! Into the EU Tarifon  Tariffon” |
S Peach Pear

ol Significant
e’ | Ex Australia 17.6% 17.6%) discovaniage
ﬂ frrssremcis
35| Ex Spain NIl Nil

5| Ex South Africa 7% 9%

“~) Ex Swazlland Nil Nil
. | ExChile 6.6% 6.6%
A e SPC ARDMONA
gy . e

- The International Strategy
-* —

. » Leverage lorg term presence In international
markets, innovaticn by packaging formats and
customer relationships

& 41 > Move focus from supply of private label
F5_ .1 canned goods to branded innovative plastic

Heafthy containers

Livitng

'r-::}“ | > Expand range to include deciduous, tropical
- ;;’ f] and bervy fruits

> Expand ctrategic relationships beyond
Thailand and Spain to cptimise sourcing
options

$PC ARDMONA
. ’-"__—"-—
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o What Have We Iﬂxchitave_.:l~ in 20077 teational

oo priobesetapety oo

“rhl 8,
PR
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Ige.afmvg‘

Livjng. :*

1 > Agreed Strategic Alliance with Del Monte in the

Allance
oo WY

US, cna of the leading fr_ 1t marketers in the
world (alrezdy a long torm customer of SPCA).
Will result in shared NPD, global purchas’ 3
saving oppurtunities, technical exchange, etc

> Slgned a le=n term exclusive supply agreement
with th- a9 deciduous frult processor in
. o ~ost effective supply
~.Aiddle East under
ie. is

“lisation of simitar long term
=nby agraeinent frvm other
Wczaw SPC ARDMONA
sl ——

| SPCA’s Role

-i.-fu-éi’:i‘ty. '
Agtivx
- Living
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7> Product sold undé; SPCA brand, or to overszas
customers of long standing, under their iabel

> Leverage SPCA's world leading packaging &nd
processing innovation

> Provide technical expertise to JV and supply
partners

> In market resources added into UK, Germany
and Spain to better serve customers and
consumers

> Provide access to products from § diiferent
countries (the kay ones) across a range of
bronded produsts, io o.limise the customers
supply chain - the only company offering this
flextibiiity into EU SPC ARDMOKA
, SPCARDMORA
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“| And What Does It Mean For SPCA?

.....

» Opportunity to choose from exclusive supply
partners in @ way no other competitor is

ro~dthv abla to match

>R e ~+ons from all sources by
of ~uts using volume
of ~ .o --.p~ <A purchases of group
rm R SPCA's)

> Mitigation of .izk of both climatic impact to
Goulburn Va!lsy fruit supp! s and exchange rate
volatility

> Sales growth ceross kay cverseas morkats
well above projected domestlc growth rates

, SPC ARDMONA
> —————
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‘ Summary

X i i
B ey L T

" > 2006 fruit season In line with expectations

previousiy advised

- » Revenue growth expected in 2007 over 2006

» Expect small improvement in 1H 2007 EBIT over
2006

» International strategy :a kay focus and major
long-term opportunity for growth

> Expect small lntamatlk:nal revenue lﬁcrééscs on
2607 but a doubling of intarnational business
($85 - $170 million) over next 3-5 years

SPC ARDMONA
1 ——
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Nigel Garrard
Managing Director - Food & Services

18 April 2007
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NSW Logistics Investment

Bruce Herbert
National Director Operations & Logistics

18 April 2007

Increasing Product & Logistics complexity in NSW

« 3 outside bulk warehouses

« 3 Distribution Centres

* High volume - 200,000+ cases per day in peak
« over 300 Truck movements per day

« 1,000,000 deliveries per year

+ SKUs increasing to 400+

—— — Coca-CoLa @ AMATIL
2 —4




NSW Project Objectives (Northmead & Eastern Creek)

1. Faultless Service to large customers

2. Capability to service growing complexity
= 15,000 smaller customers in NSW
+ Growing SKU range
« Alcohol, chilled products

3. Instantaneous Capacity to Produce & Deliver
large volumes

4. Lower Operating Cost

.....entone Project was a proven model to base on

) —: = Coca-Cora @ AMATIL

The Project:
o =
* Northmead - Automated Bulk Storage Sept 2008
= 3.3M cases storage
= 13 high rise stacker cranes
* 14,000 m2 building footprint
* 6 auto load docks
= 45,000 cases per hour throughput

= Eastern Creek — Distribution Centre Q4 2008
= 20,000 m2 building footprint
= 1M cases buffer storage
= 3,000 m2 cold sicrage
= Delivary capability of up to 160,000 cases per day
= Expansion land for future

....On track and on budget

7 — , Coca-Cora @ AMATIL




From Windsor Rd travelling East

-y
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f it e A =5 s e = o Coca-CoLA @ AMATIL

Northmead Plant — what you will see

* High Volume high speed production lines
* Well Engineered equipment
= some > 30 years old
» State of the Art Maintenance & Quality Systems
 Appropriate Automation
* Growing Flexibility
= New flexible 1250 cans per min:ute line under construction
+ Engaged & Capable People
* Training systems
« Space for expansion |
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NSW Logistics investment

Bruce Herbert
National Director Operi.iions & Logistics

19 April 2007




