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Eight Global MegaTrends – the emerging issues, risks & opportunities

Shaping Aotearoa’s Future

Scarcity Hyperconnectivity Technological Advancements

Climate Change and the 
Environment Geopolitical Shifts Rising Inequality

Demographic ChangesBlurred Boundaries
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T O

Companies see sustainability through the lens of growth and opportunity, 
focusing on how sustainability could increase the company’s bottom line.

Companies adopt technology advances to enable radical transparency, and 
openly discuss sustainability performance and improvement areas.Transparent

Purpose-driven companies seek to create long-term value for all stakeholders, 
not just shareholders. Their purpose guides strategy and decision-making. Purpose driven

An ecosystem approach involves the wider ecosystem, recognising 
interdependencies in the company's relationships with external stakeholders.Ecosystem focused

Collaborative approaches aim to engage in co-innovation and partnerships 
with stakeholders to build mutual interest in sustainable outcomes.Collaborative

A regenerative model aims to go beyond the current state to restore and 
reconstruct. The model aims to “do more good than harm”.Regenerative

Companies strive to adopt a circular model, which is renewable by design and 
aims to decouple growth from the use of raw materials to preserve resources.Circular

Seven key shifts that characterise organisations with transformative approaches to sustainability, where long-term value 
is generated.

Sustainable Transformation in Aotearoa – the response required

F R O M

Risk focused Opportunity focused

Opaque

Profit-driven

Enterprise focused

Consultative approaches aim to raise awareness, exchange information, build 
support, and secure buy-in from stakeholders.Consultative

A preservative model aims to sustain the present state. This model adopts a 
“do no harm” approach to sustainability.Preservative

Linear

Companies see sustainability through the lens of disruption and risk, focusing 
on how sustainability could damage the company’s bottom line.

Companies shy away from technology and reporting practices that could 
expose their poor sustainability performance.

Profit-driven companies are committed to create financial returns for their 
shareholders, this drives their strategy and decision-making.

An enterprise approach operates within a company’s traditional boundaries. 
Interactions with external stakeholders are transactional and not reciprocal.

Companies take a linear approach to using resources. The raw material is 
transformed into a product, which is thrown away after it ends its life cycle.
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Collaborate

Identify allies

What’s in it for 
us?

Opportunity

Education 

So what?

The plan

Action

REM link

Engaging with exec teams and boards
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Re-engage and adapt
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Role of materiality in 
organisational 
strategy

June 2023

Masterclass

Climate Leaders Coalition
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What matters most to us To be the best delivery business for Aotearoa New Zealand

Our values: Bring the real you Stronger together Deliver the best

We’re famous for our culture. 
We win with talent and talent 

wins with us.

We are highly valued 
for the strong relationships 

we’ve built and the 
contribution this makes for 

New Zealand.
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Delivering what people care about
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Winning aspiration
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To be the best delivery business in 

Aotearoa, New Zealand

Whether it’s packages, parcels, letters, 

cards or something entirely different, 

NZ Post is in the business of 

connecting senders and receivers, 

delivering goods quickly and cost 

effectively across the country.

To become - and remain - the ‘best 

delivery business for Aotearoa NZ’, we 

are relentlessly working in line with 

our purpose - because delivering what 

people care about tomorrow looks 

different from today.

Where to play

We will ‘own the online delivery 

experience’ for large ecommerce 

retailers

We will also serve all customer 

groups with a high-quality 

experience.

How to win

Our competitive advantage

Customer | Commercial

1.The best partner 
for online shopping

Network | Customer | Commercial

2. Unmatched delivery network

Customer | Commercial

3. Data & digital

Customer | Networks

4. Owning the 
delivery experience

Environment | Partnership

5. Sustainable & responsible

People

6. Attracting the best talent

Our strategy delivers on our aspiration
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Strengths

• Independent research

• Internal and external view points

• Range of key external stakeholders

• Reviewed by board

• Published in report

• Transparent process

Strengths and challenges with materiality research to date

Challenges

• Too many material issues

• Seen as reporting tool rather than 
strategic

• Blur of risk and material issues

• Speaking to the ‘right’ people

• Not much change in date/insights over the 
years

• What’s the so what?

And then BOOM the pandemic happened, war in Ukraine and not to mention a few serious climate 
change events
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Making materiality more strategic
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Existing process not hitting the spot with our Board, Exec and Senior managers

Clear agreement that greater value can and should be, extracted from the materiality process, and should be part of the ongoing strategic planning process however 

global and other trends need to be synthesised for our context. 

Confirmation that:

• it must include a range of external views and be independent to get robust views

• support an adaptive multi decision making capability within the business

• assist us to identify appropriate proportional action on issues rather than state everything is important 

“Having respondents ……..think deeply about (the issues), and then come back to us about how they would navigate that dilemma (of prioritisation) from their 

perspective, would improve our process.” 

Use the latest issues to test at strategy session:

• What do the material issues mean for our threads/capitals and our ability to create value?

• What are the implications for our strategy – strengths and vulnerabilities?
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Dawn Baggaley
Group Sustainability Manager
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