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Z Energy is a distinctive 
company. Our people 
are different, the way 
stuff gets done is 
different, and what we 
aspire to is different.

Being distinctive like this enables us to achieve a broader 
range of extraordinary outcomes. Together, we can realise 
an extraordinary future for Z and Aotearoa New Zealand.
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This document tells you all about 
what matters within Z. This is ‘our 
context’. It applies to all of us, 
individually and collectively, all of 
the time. In choosing to work for Z, 
you are committing to the Z Why. 

‘Why’ does not come with a 
straightforward answer. In order 
to help you understand the ‘why’, 
we need to talk to you about our 
context – our fundamental purpose, 
our ambition, our values, our ways 
of working, our commitment to 
customers and workplace safety 

In choosing to work for Z, there 
are things you need to know, 
things you need to do and ways 
you need to be. Most of all you 
need to understand why. 

and wellbeing, the strategic 
choices, and so on.

The Z Why does just that.

At Z, we focus on achieving 
extraordinary outcomes by 
setting the appropriate context, 
rather than by telling our people 
what to do. By thoroughly 
understanding the context, high 
performing and talented people 
deliver better results and are 
more personally fulfilled. 

Our 
Why

Tō Tātou 
Pūtake

If achieving the extraordinary 
calls to you, read on!
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We believe that if you want to be a world-class Kiwi 
company, you don’t just employ people, divide them 
into functional departments and tell them what to do.

Instead, provide them with a reason for 
belonging, inspire them with the possibility 
of a bigger purpose and empower them 
to pursue extraordinary at pace.
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‘Why’ versus 
‘Way’

Whiritahi, 
Ahotahi rānei

The culture inside a company 
is usually described as ‘the way 
things are done around here’.  
For a firm like Z that is insufficient. 
It is not good enough for Z’s 
leaders to explain what to do and 
how to do it. Only offering the way 
without the why significantly limits 
what our people can contribute 
and in doing so, would result in our 
people only operating as simple 
cogs in a machine. This will not 
help us achieve our purpose nor 
deliver on our commitment to 
diversity and inclusion. 

Usually this sort of document 
would be described as the  
Z ‘Way’. We deliberately  
chose to call it ‘Our Why’.

Realising an extraordinary future 
requires a level of commitment 
beyond that experienced in most 
companies. We are committed to 
a culture that matches our ambition 
and avoids one that only matches 
our circumstances. We believe 
where people are missing the why 
of a company culture, they will limit 
the level of commitment they are 
willing to make to the organisation 
and ultimately their success.

Z offers more than that. When it 
comes down to it, at its essence we 
are a values-based and organic firm 
of people, not a machine.

Instead we prefer to engage in ‘why we do things 
around here’. This document captures the identity, 
the meaning, values and beliefs of our people 
individually, and collectively, as an entire firm. 
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Our  
brand and 
customers 

Section 1.
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This is the company’s single 
organising idea which guides both 
our actions and behaviours, and 
reflects our commitment to do the 
right thing for Aotearoa New Zealand. 
Our purpose provides us with our 
north star and gives us the courage 
to take on the big things.

A purpose is the fundamental 
reason why a company exists, and 
it is sometimes called a mission. 

Ko tā tātou kaupapa, tirohanga 
me ō tātou uara e ārahi ana i ā 
tātou mahi katoa

Our purpose, vision and 
values guide all that we do.
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What 
matters 
to me?

My Values

What 
matters 
to me?

What 
matters 
to me?

What
really  

matters 
for you?

This means we need to be 
enquiring and inquisitive about 
our customers, enabling them 
to do what is important to them, 
through delivering awesome 
customer experiences.

The focus on ‘what matters’ 
requires us to be deliberate. 
This guides a lot of our big 
decisions. We often ask ourselves, 
what matters here? It can be the 

Why do  
we exist?

He aha tā tātou 
e mahi nei?

In Z we have a simple purpose: 
Solving what matters for a moving 
world. This purpose deliberately 
moves us into the space of being 
solutions oriented rather than just 
a supplier of goods and services.

stuff our customers care about, 
what counts for our people and 
partners, the big issues for NZ Inc., 
or stuff we care about as everyday 
New Zealanders.

And now we recognise this all 
happens ‘for a moving world’. At the 
very least this is for our customers 
as they go about their day or run 
their businesses. It is a world that 
is VUCA – volatile, uncertain, 

complex and ambiguous. As a large, 
NZ focused firm we can bring our 
energy and thought leadership to 
shaping this moving world in a way 
that is consistent with what we 
stand for.
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Masterplan Revised Final Design

Safety &
Wellbeing

Diversity & 
Inclusion

CommunityEnvironmental 
Sustainability

Strategy
 O

ur Business

Our Promise

Our Purpose

    Our Customers

Solving what matters 
for a moving world

Side By SideStand Out

Organisational Leadership Ways of Working

Speak Up

We believe we 
can build a better 
business and a 
better world

We believe 
extraordinary 
outcomes are 
fuelled by active 
participation 
and dialogue

We believe 
learning 
and growing 
together delivers 
unlimited 
potential

• Customer experience
• Innovation
• Digitisation

Everyone at Z 
is a leader

• We connect
• We act
• We learn

• Create customer value
• Build balanced, empowered   
    and accountable teams
• Visualise work
• Experiment and learn
• Deliver meaningful 
 outcomes at pace

Tū Māia Tū KotahiTū Kaha
What 

matters 
to me?

What
really  

matters 
for you?

Our Capabilities

Our Stands

Our Values
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Alongside our purpose, we have an 
ambition to be a world-class Kiwi 
company. We have spoken about 
this ambition since day one of Z’s 
existence, way back in April 2010.
Significant research and leadership 
lessons from a variety of companies 
point to six elements present in all 
world-class companies. 

How ambitious  
are we?

He pēhea te nui o 
tō tātou koingo?
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5. Competitively 
advantaged
Develop sources of distinction 
that are sustainable and able 
to be monetised, i.e. turned 
into cash. This includes options 
for the future through being 
capable of extending beyond 
the core business into adjacent 
products and services.

6. Thought  
leader
Use our voice to set the agenda 
for progress and innovation, 
involving our customers 
to experiment in ways our 
competitors can’t, all while 
being a force for good within 
our business community.

Deliver total shareholder 
returns in the upper 
quartile of the NZX50.

4. Superior  
returns 

These will be present within Z and are:

2. Personal  
growth 
The energy our people expend 
in their work environment is 
more closely experienced as 
personal growth rather than 
just ‘work’.

Develop and deliver a 
superior CX to drive 
ongoing customer loyalty 
and options for the future.

1. Customer 
experience (CX) 

3. Iconic  
brand 
Transcend our industry 
sector to become part of 
popular culture and in doing 
so be ‘super familiar’.

1918



O
ur

 b
ra

nd
 a

nd
 c

us
to

m
er

s
Se

ct
io

n 
1Values

Our

Values Revised Final Design

Speak Up Side by SideStand Out

Tū Māia Tū KotahiTū Kaha
We believe we 
can build a better 
business and a 
better world

We believe 
extraordinary 
outcomes are 
fuelled by active 
participation 
and dialogue

We believe learning 
and growing together 
delivers unlimited 
potential

Our Customers

What are 
my personal 

values?

DCD ze21468 D6 / 06.03.20

A company has to have values 
that it is prepared to stand by. 
This is the soul of our firm and 
these are the things that make 
us so very Z. Here they are and 
we’re standing by them. 

What do we  
believe in and why?

He aha tā tātou e 
whakapono nei, he 
aha hoki te take?

We want to work with people who 
embody these values. We ask you 
to question actions and behaviours 
that are inconsistent with any of 
these values, no matter who and 
when it is. That’s because we are 
all responsible for consistency of 
values. Our values are reinforced 
throughout all our people processes, 
starting with how we recruit people 

into Z and include all aspects of 
performance management, talent 
and succession, development 
and decisions around our 
employee value proposition and 
remuneration framework.
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Our brands are pretty familiar to 
New Zealanders and they stand for 
everything we’ve been doing and 
everything they experience with us. 

Our brands are our greatest assets 
because when customers are 
emotionally connected, i.e. loyal to 
our brands, they make money for us 

now and in the future. That means 
we have brands to be proud of.

When we talk about our corporate 
brand Z (and we often refer to  
Z in the third person) we are really 
talking about our brand, because  
Z and our brand are one and the 
same thing.

Our brand 
matters

He mea nui  
tō tātou tohu

Our brand connects us as employees 
and defines how we show up to our 
customers and to our stakeholders. 
A brand is not just a name, logo, 
colours and values. A brand is a 
promise of our customer experience. 

Personality is 
something we 
have loads of at 
Z and anyone who 
interacts with us 
should be able to 
feel it. 
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Customer 
experience

Wheako 
Kaihoko

No matter where we 
work within Z, it is 
incredibly important 
to know what matters 
to our customers – retail 
or commercial, big or 
small – they all matter. 

In fact, we should be customers 
ourselves to ensure we 
intimately understand our 
customer experience (CX).

In our customers’ moving world, 
choice is everywhere and opinions 
on experiences (both positive and 
negative) are shared more easily 
than ever before. We have a diverse 
set of customers who come to 
us often and for most it is a low 
involvement choice. However, our 
customers’ expectations transcend 
our industry and are ever increasing; 
they are set across the full spread of 
experiences an individual has across 
their personal and business lives. 

We have always been customer 
driven at Z but CX is going to 
a whole new level. Successful 
companies are creating new 
value and gaining brand loyalty 
not by focusing exclusively on 
new products and services, but 
by reimagining and continually 
evolving the broader experience 
throughout the customer journey. 
From nailing the ‘brilliant basics’ 
to delivering experience-based 
differentiation through new and 
unexpected ‘signature moments’.

We believe CX drives loyalty in 
two ways. Firstly, if customers 
can clearly understand what we 
offer and how to obtain it, we 
drive rational loyalty. Secondly, 
if customers have a positive or 
negative interaction or experience 
it can influence emotional loyalty. 
The combination of the two is what 
we call ‘true loyalty’ and truly loyal 
customers are the best marketing 
tool available.

We define CX as the sum of experiences at every 
touchpoint and every interaction a customer has with any 
of our brands. In simple terms, it’s about being true to our 
purpose – solving what matters for a moving world – and 
helping New Zealanders get on with their busy lives.
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Customer 
experience

Wheako 
Kaihoko

By really understanding our 
customers and their respective 
journeys, we can better identify 
and correspondingly prioritise 
solutions for the most important 
pain points or introduce new 
innovations to continuously 
evolve our CX. 

A journey approach allows us 
to focus on reducing the friction of 
the mundane and simple moments 
such as arriving, refuelling, paying, 
and leaving, while delighting and 
exceeding expectations on the 
emotional moments that matter, 
such as assisting, shopping, 
refreshing and rewarding. 
Focusing on these moments drives 
true loyalty and advocacy resulting 
in improved business performance.

Choose 
Make choosing us as easy 
as possible, Remove friction, 
provide a clear, simple path 
and help them understand 
where they are at any 
moment in time.

Arrive 
Acknowledge customers 
on arrival. Make them 
feel welcome and 
valued. Demonstrate we 
understand their needs 
and preferences.

Assist
Anticipate when customers might need 
or want help and offer assistance, and 
enable customers to be self-sufficient 
if they prefer. Be friendly informative, 
and trustworthy.

Refuel
Make refuelling as simple, fast and safe as 
possible. Give back time by removing down 
time and enabling customers to do more.

Shop
Make it easy for customers to find products 
that satisfy their needs and resonate with their 
values. Keep it fresh, find ways to delight and 
reward those who are loyal.

Refresh
Provide facilities, products, and services that give 
customers a chance to revive and refresh in comfort. 
Make them feel at ease, relaxed, and safe.

Pay
Make payment easy, 
simple and reliable. 
Give customers 
payment options to 
suit their channel 
preference, location, 
processes, and role.

Reward
Find ways to recognise and reward customers 
for their loyalty. Make them feel valued and 
provide value with options they care about.

Review
Provide clear and insightful 
information to help customers 
unlock value and manage 
their spend. Build a healthy, 
reciprocal relationship.

Leave
Provide a clear, safe way to 
exit and make sure customers 
leave feeling valued. Ensure 
they know where to go to 
meet future needs and find 
information or assistance.

Engage
Foster a customer relationship beyond the transactional so they 
want to come back. Listen to what they say and learn from their 
experience. Seek to better understand them and help them 
become advocates. Make them proud to be New Zealanders.

Discover
Connect with customers 
in ways that are 
appropriate, meaningful 
and compelling. Make it 
easy for them to discover 
us. Inspire them and  
make them proud to be 
New Zealanders.

Understand
Engage customers and 
help them understand 
the offer, products, and 
what the brand stands 
for. Show we care 
by seeking to better 
understand  
their needs.
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Fundamental to CX 
is the CX Vision and 
journey map

By understanding 
our customers we 
can better identify 
the pain points and 
the opportunities

And prioritise by 
starting with the 
largest experience 
delta
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Customer 
experience

Wheako 
Kaihoko

We believe creating extraordinary 
customer experiences has three 
basic components: meeting my 
needs, making it easy, and 
making it enjoyable.

This forms the Z CX design 
principles, which guide us in 
making decisions around strategy, 
prioritisation of initiatives, and 
experience design. From the things 
our customers expect us to do well 
each and every time, to the ease 
with which we enable them to get 
things done, to the moments of 
joy we can bring to their day, we 
need to ensure we have a portfolio 
approach across these elements.

Go beyond expectations
Proactively anticipate our 
customers’ needs and design 
above and beyond their ever 
increasing expectations.

Be cohesive
Contribute to the overall 
experience within a unified 
brand to build trust and 
confidence with our customers.

Be customer-obsessed
Start with understanding our 
customers’ needs, motivations, 
and problems before looking 
at solutions.

Make it engaging
Build emotional connections 

and delight our customers; 
fueled by insights, 

data and technology.

Make it simple
Solve complex problems with 
thoughtfully simple solutions. 

Products and services are intuitive, 
logical, and straight up.

Co-create with others
Collaborate across the 

business, with customers 
and partners, to maximise 

value for everyone.

Meet my 
needs

Make it  
easy

Make it 
enjoyable
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Some organisations have 
responded to this with moves 
(in whole or part) to agile. At Z 
we believe the opportunity lies in 
‘being agile’ not just ‘doing agile’. 
We call this WoW@Z (ways of 
working at Z). This is our blend 
of agile, human centred design 

Today, organisations are contending 
with rapidly changing customer 
and stakeholder expectations, 
exponential changes in technology, 
increasing diversity of employees, 
upping the pace of delivering and 
scaling up innovation, and so on. 

How do we  
work and why?

He pēhea tā tātou 
mahi, he aha hoki  
te take?

and lean and focuses on shifting 
behaviours and mindsets to 
achieve true business agility.

We bring WoW to life with a 
principles-based framework that 
gives our diverse teams freedom 
to implement in a way that works 
for them and is aligned across Z.

These are designed by Z, for Z, 
and are integrated with the other 
fundamentals of the Z Why, like our 
values and leadership framework.

Ways of Working Revised Final Design

We create 
customer value

How I 
work

Ways of
Working

Our

We believe that
business value 
is created by 
focusing on 
customers

Create
CustomerValueVisualise 

Work
Build 
Teams

Experiment
& Learn

Deliver 
at Pace

We believe visualising
our work drives
alignment and 
velocity of 
decisions

We believe that
learning quickly 
must be part of 
our DNA

We visualise 
work

We believe in 
the power of 
an interacting 
network of 
teams

We build 
balanced, 
empowered and 
accountable 
teams

We experiment 
and learn

We deliver 
meaningful 
outcomes at pace

We believe that doing
less more often
leads to achieving
meaningful value
more often

DCD ze21468 D6 / 06.03.20
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Our 
strategy

Section 2.
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Strategy at Z is about making 
informed choices about our 
future. Our strategy aligns 
where we aspire to go as a 
company and how we are 
going to get there. 
An important part of generating 
strategy involves coming up 
with several alternatives for 
our business and choosing the 
option that best suits our current 
and future context. This gives 
us confidence that the path 
we’re taking is the smartest 
choice and gives us flexibility 
to change course as business 
context changes.

We do this by answering some 
simple questions:

• Where should we compete? 

• How can we win? 

• How do we best position 
ourselves to win?

• What capabilities must be in place?

• What options should we be 
generating for future success? 

Our strategic 
context 

Tā tātou rautaki 
me tōna horopaki

Strategy tells us where we 
are going in the long term and 
how we are going to get there.
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A general way to describe 
the future is VUCA – volatile, 
uncertain, complex and ambiguous.

Our strategic 
context 

Tā tātou rautaki 
me tōna horopaki

So how do we prepare and develop 
our company to be resilient to the 
downside from VUCA and to be 
responsive to the upsides that can 
come from a VUCA world? 

We still live in a world where oil 
is the transport fuel of choice; 
no other energy source has 
yet combined the availability, 
storability and energy density. 
Yet we also know that the world 
cannot environmentally afford to 
consume oil at current rates. 

As a downstream energy company 
with no financial or operational 
interests in fossil fuel exploration 
and production, we are well-placed 
to manage change in our 

context and ensure we have an 
economically sustainable business 
in a world that will transition to 
more environmentally and socially 
sustainable forms of energy. At a 
time where change that is driven 
by technology is occurring at an 

exponential rate, our industry 
is distinctive given the relative 
certainty of how we will be 
disrupted. What disruption will 
occur, and the pace of that, is far 
less clear for many other industries. 

Observed global temperature change and modeled responses to stylised athropogenic emission and forcing pathways.

Cumulative CO2 emissions and observed global temperature 
change with probability pathways of limiting warming to 1.5°C.

Faster CO
2 
reductions result 

in a higher probability of 
limiting warming to 1.5ºC

No reduction of net non-CO
2
 

radiative forcing results in a 
lower probability of limiting 
warming to 1.5ºC

Global CO
2 
emissions reach 

net zero in 2055 while net 
non-CO

2
 radiative forcing is 

reduced after 2030

Observed monthly 
global mean surface 
temperature

Estimated 
anthropogenic 
warming to date 
and likely range

2.0

1.5

1.0

0.5

0

1960 1980 2000 2020 2040 2060 2080 2100

2017

Global warming relative to 1850-1900 (ºC)

Refer to key below

Source IPCC

Our strategy provides the choices 
to navigate this future, deliver 
upon our ambition and make 
progress against our purpose.
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Our strategy for the next three years 
is to optimise our core business by 
making our scale really work for us. 

Our 
Strategy

Tā tātou 
rautaki
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Our strategic priorities are: 
• Always be safe and reliable
• Deliver awesome customer experiences
• Generate heaps of free cash flow
• Grow non-fossil fuels income

Supply
Drive change to existing 
structures to ensure we 
are rewarded for scale.

Commercial
Combine the best of Caltex 
and Z to significantly 
simplify customer offers.

Retail
Differentiate brand positions 
and segment customers for 
‘true loyalty’.

Our strategic priorities are delivered through our business units as they focus on:
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Our past has been about investing in assets and  
now our future is about investing in capability.

Our  
strategy

Tā tātou 
rautaki

We get ready for what happens over 
the next decade by creating options, 
experimenting and learning in 
three market spaces – future fuels, 
mobility and the last mile. 

There are three organisational  
capabilities that are critical for our future.

CX – By really understanding our customers  
and their respective journeys, we can better 
identify and correspondingly prioritise  
solutions for the most important pain  
points or introduce new innovations  
to continuously evolve our CX. 

Innovation – This is a mindset not a  
department. It comes from a customer centric 
approach to problem solving using human 
centred design, tools and methods. It  
combines experimentation and iteration  
to continuously evolve our CX based  
on customer feedback and data.

Digitisation – We need to integrate  
technology into every part of our  
business, and change how we work  
so we can deliver more value for  
our customers, while growing new  
revenue streams and developing  
new business models. 

With future fuels, we focus on 
the adoption of low to zero carbon 
transport fuels. The context for 
this is that the response to climate 
change will require a lower carbon 
economy. The option is to assist in 
the development and deployment 
of low to zero carbon fuels – 
biofuels, electrons and hydrogen. 

Mobility is all about the future 
movement of people. The context 
for this is that rapidly changing 
business models and customer offers 
are being enabled by exponential 
technology development. We will 
look at options to extend our 
participation in the mobility value 
chain, e.g. vehicle sharing.

The last mile leverages our retail 
network for delivery of goods and 
services. The context is that 80% of 
NZ’s population lives within 5kms of 
one of our variously branded service 
stations. The option is to extend 
our participation in the logistics 
and consumer services value chain, 
e.g. 3D printing and drone delivery.
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Given we have a purpose of 
‘solving what matters for a 
moving world’, that isn’t going 
to be fulfilled by delivering 
predictable outcomes and results. 
For the big stuff at Z we put 
ourselves into the future, dream 
big and then plan back from the 
future to the present. Put another 
way, we stand for things that 
we sometimes don’t know how 
to deliver. 

Right now, these are the areas 
where we stand for changing 
the game within New Zealand: 

• Safety and wellbeing

• Sustainability

• Community

• Diversity and inclusion

These stands are integrated, 
meaning they all work together 
and are of equal importance. Every 
person in the company is expected 
to behave in a way that aligns and 
supports them. If our actions and 
behaviours in any of these is without 
genuine conviction, then we lack 
integrity and will undermine them all. 
They apply to all that we do with one 
another and our partners.

Stands Revised Final Design

Stands
Our

Our Customers

Safety & 
Wellbeing

Environmental 
Sustainability
Z will move from being a part 
of the climate change problem 
to the heart of the solution

Enhancing the lives of 
people and the communities 
we operate in

Being successful 
being ourselves and 
reflecting Aotearoa 
New Zealand

A resilient and healthy 
Aotearoa New Zealand 
that empowers our youth, 
neighbourhoods, and 
Z whanau

Diversity & InclusionCommunity

I stand 
for!

DCD ze21468 D6 / 06.03.20

What we 
stand for

E tū nei tātou 
ki te aha
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It is about the safety and 
wellbeing of all our people and our 
planet, while sustaining the long 
term future of our company.

Our purpose – solving what matters 
for a moving world – compels us  
to act on safety and wellbeing.

Tā Tātou Whāinga – he rapu oranga mō 
ngā tino take o te ao nekeneke – na, ko 
tērā e akiaki ana i a tātou kia aro nui ki te 
haumarutanga me te hauora.
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At Z, we are committed to providing 
workplaces that enable safe, 
productive and engaging work 
that enhances the physical and 
mental wellbeing of our Z whanau, 
the partners we work with and the 
wider Aotearoa, New Zealand. 

We know that our wellbeing can 
only be achieved when we are 
physically and emotionally healthy 
and feel safe in the work that we 

are doing, as well as being safe 
and supported in bringing our true 
selves to our work. 

We recognise that we have a 
broad risk profile and operate 
across New Zealand. As such, we 
proactively identify, eliminate and 
or manage the risks that we create 
or face. We all need to stand up 
and take personal accountability 
for this. 

Our safety and wellbeing stand is to enhance 
the lives of our people and communities. 

Enhancing the lives of  
our people and communities. 

Safety and 
wellbeing matters

He mea nui te 
Haumarutanga 
me te Hauora

We enable our stand by having 
engaged and visible leaders, 
capable and courageous people 
and enabled safety systems.
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Safety and 
wellbeing matters

He mea nui te 
Haumarutanga 
me te Hauora

To be part of Z 
is to be part of 
a community 
that brings this 
stand to life. 

Engaged and 
visible leaders
We are all safety leaders at 
Z, our commitment drives us 
to stand side by side with the 
teams that rely on us and work 
together to manage our risks. 

Capable and 
courageous people
We know that our people are 
key to our success and we work 
together to grow capability and 
empower them to speak up and 
actively participate. We back 
our people 100% to make the 
calls required for safe and 
reliable operations.

Enabled safety 
systems
Our safety system drives us to 
proactively focus on the risks 
that matter most, ensures the 
continual improvement of our 
operations, and it’s part of 
everything we do. It drives us 
to meet our responsibilities as a 
New Zealand company and our 
internal standards too. 

Enabled 
safety 

systems

Engaged 
and visible 

leaders

Capable and 
courageous 

people

Enhanced 
lives

Our 
safety

Our 
health

Our 
wellbeing
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Z will move from 
being a part of the 
climate change 
problem to the heart 
of the solution.

E tū ana tātou ki te pupuru i te oranga 
nuitanga o te taiao o Aotearoa hei tauira 
ki te ao whānui, hei whakahīhītanga  
hoki mō te iwi o Aotearoa.

We stand for an environmentally 
sustainable New Zealand that is an 
example to the rest of the world and 
an inspiration to New Zealanders. 
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We will focus our 
activities in three areas: 

Use less
and waste less in 
our operations.

We economise our 
resources and as a result 
the environmental footprint 
of our direct operations 
reduces. We are not 
wasteful and we take the full 
environmental cost of our 
activities into account. 

Z accepts the overwhelming 
scientific consensus that climate 
change is occurring as a result 
of human activity and that 
unmitigated climate change 
is one of the most significant 
threats to future generations. 
We will be bold and provide 
leadership and a range of 
solutions to enable our customers, 
stakeholders and communities 
to join us on the journey to a low 
carbon future.

Z has a unique set of circumstances 
that provide us with an opportunity 
to make a difference towards a more 
sustainable future on a scale few 
companies in New Zealand have.

Environmental 
sustainability 
matters

He mea nui  
te Tiaki Taiao

Reduce 
the carbon intensity of 
our supply chain and our 
customers’ operations.

Through our procurement 
decisions, we support a  
world that prospers within 
sustainable parameters.

Inspire
others to reduce their 
environmental impact.

Through leadership, advocacy 
and partnership, we disrupt 
the market and regulatory 
environment to inspire and 
enable New Zealanders to 
innovate and lead the world 
in taking responsibility 
and action to reduce their 
environmental impact.
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E tū ana tātou mō te ū kaha me te 
hauora o Aotearoa. E whakamana 
ana hoki i ana rangatahi, i ana  
hapori, me te whānau o Z.

We stand for a resilient and healthy 
Aotearoa New Zealand that empowers 
our youth, neighbourhoods, and  
Z whānau. 
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Community 
matters

He mea nui  
te hapori

Some call this corporate social 
responsibility, but in Z we 
simply call it Community. 
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When you’re part of a community,  
you look out for it. It’s the New Zealand 
way, and we’re a New Zealand company.  
Besides, without community,  
we simply wouldn’t be here. 

Community is where Z’s people live, 
learn, move around and play; where 
we’ve chosen to invest; where our 
customers, suppliers, terminals, 
service stations and truck stops 
are, and where our distribution 
networks are in between – from big 
cities to country roads, from the 
Far North to Bluff. 

Z’s activities focus in two areas: 

Doing (more) good in our hoods

We have leveraged our scale, 
network, people and values to 
make a material difference to the 
lives of New Zealanders.

Power up the future generation 

We dramatically lift the potential 
of young people by building 
their capability, confidence and 
career choices. 

It’s a responsibility we don’t take 
lightly. When you’re part of a 
community, you look out for it. It’s  
the New Zealand way, and we’re a 
New Zealand company. Besides, 
without community, we simply 
wouldn’t be here. 
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We will lead the way in developing a 
New Zealand firm that has our people 
being successful, being ourselves.

We are committed to reflect the 
diversity of Aotearoa New Zealand 
with an inclusive culture so that 
diversity can be fully expressed 
and manifest in tangible benefits. 
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Just like our values and leadership 
framework, diversity and inclusion 
makes it possible to deliver an 
extraordinary future and to solve 
what matters for a moving world. 

Diversity and inclusion within 
Z matters because we get better at 
understanding our customer and 
stakeholder needs and responding 
effectively to them as they evolve 
and change over time. 

We define diversity as the 
characteristics that make one 
individual similar to, or different 
from, another. So we consider that 
diversity encompasses gender, race, 

ethnicity, national origin, disability, 
age, sexual orientation, physical 
capability, political opinion, family 
responsibilities, marital status, 
education, employment status, 
cultural background and more. 

There is no point in having diversity 
within Z and then excluding its 
contribution. So we define inclusion 
as our recognition that diverse 
backgrounds, experiences and 
perspectives lead to a better 
experience of work for our people, 
improve engagement, make teams 
stronger, lead to greater innovation 
and performance, contribute to 

more meaningful relationships with 
customers and stakeholders, and 
ultimately increase value to our 
shareholders. We also recognise that 
inclusion may require individuals 
to challenge their previously held 
beliefs and behaviours, and we 
will support our people with that. 
The key point of diversity and 
inclusion is being open to new 
thinking and perspectives. 

Diversity and  
inclusion matters

He hirahira ngā 
rerekētanga me te 
whakaurutanga

Our ambition to be a world-class 
Kiwi company is more likely to 
be realised with a diverse and 
inclusive working environment. 

Diversity and inclusion within Z matters because 
we get better at understanding our customer and 
stakeholder needs and responding effectively to 
them as they evolve and change over time.
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What 
matters 
most  
to us? 

Section 4.
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We have been very deliberate in the 
design of our leadership framework. 
As opposed to being off the shelf, 
it is specific to Z and aligned to 
our culture and the priority we put 
on leadership. It was developed 
by our people, for our people, and 
has evolved over the years as our 
context has changed. 

We have a leadership framework 
that is underpinned by three  
core beliefs:

• Everyone at Z is a leader.

• Extraordinary results only come 
from extraordinary leadership.

• Leadership is causing something 
to happen that would otherwise 
not happen. 

We developed it by asking what 
extraordinary leadership should 
look and feel like to us. That is 
why it reflects the way we talk 
in Z. That is why it focuses on the 
differentiating behaviours that 
make for extraordinary leadership.

How we go about our leadership 
roles is a key area where 
we can be world-class and 
differentiate ourselves against 
the competition in the eyes of 
our customers and our people.

Leadership 
matters 

He mea nui  
te ārahitanga
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Leadership
Framework

Our

We Act We LearnWe Connect

Karawhiu AkoTūhono
We are 
team Z 
We operate 
with integrity 
and build trusting 
and respectful 
relationships 
that move us 
all forward    

We have a bias 
for action
We use perspective, 
data and judgement 
to drive our 
decisions and are 
prepared to change 
course as we learn 
and iterate 

We are 
never done 
We (re)learn fast and 
are always growing. 
It’s a choice – 
we are hungry 
for better

Our Customers

Everyone in
Z is a leader

As leaders: 

Leadership Framework Revised Final Design
DCD ze21468 D6 / 06.03.20
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We invest in the growth and 
development of our people as it 
will be our people who enable the 
delivery of an extraordinary future.

For us, being a world-class 
Kiwi company means the work 
environment is more closely 
experienced as a personal growth 
experience rather than just ‘work’.

This means we care deeply for 
our people, while pushing them to 
achieve their best as individuals 
and collectively as an organisation. 

We stand behind our people and 
we back them, but we also hold 
them accountable and expect 
them to demonstrate high levels 
of personal responsibility. We are 
straight up about performance and 
development gaps and celebrate 
our individual and collective 
accomplishments.

We appreciate the contribution 
from all employees, whatever their 
location, level, role or time within Z. 

Our people 
matter to us

He mea nui tō 
tātou iwi

We are committed  
to our people and 
their development.  
We also have very 
high expectations for 
the way our people 
perform and behave. 
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We are committed to supporting our people during times 
of change. This could be for them personally, for what 
is happening outside of Z, internal to Z, through our 
own choices and actions, or to manage the impacts of 
changes externally, which we often do not have a choice 
about. We do this because we care about our people.

68 69



Se
ct

io
n 

4
W

ha
t m

at
te

rs
 m

os
t t

o 
us

?

We have the choice to shape 
our own future and take full 
responsibility – for our actions, 
behaviours, decisions and results. 
To be successful in Z, you need to think, do and be these four things:

Behave.
We have equally high 
standards for behaviours and 
leadership and do not tolerate a 
results-at-any-cost approach, or 
inconsistencies from our values.

Learn.
None of us knows it all, so 
develop yourself and get into 
that cycle of do-learn-do and 
failing fast.

Perform.
We require high standards 
of performance and personal 
accountability, so we expect 
people to deliver the results 
they commit to.

Enjoy.
Life is too short to tough 
it out at work and we all 
know that you do your 
best when you are happy.

What really 
matters for you?

He aha te mea 
nui mōu?
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If Z is a good match 
for both your head 
and your heart, then 
join us for one heck 
of a journey…
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Our future is a big possibility 
and we want you to be part of it. 
Your decision to be a Z’er, part 
of the Z team, is a choice and we 
freely acknowledge that it may 
not be right for everybody.

We encourage you to think carefully 
about what you have read. Reflect 
on whether Z is a firm you really 
want to be a part of; a firm you want 
to actively contribute to; a firm you 
want to own rather than rent.
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