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Z spans all aspects of the fuels industry in N2

o ~45% of RNZ
refining capacity

« 16m bbl of crude
product through RNZ

« 5m bbl of refined
product imported

* 50% ownership of
Costal Shipping JV

* 15% ownership of
Refining New
‘-’ Zealand
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CALFEX

......
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Retail Marketing

= : 28 <
Commercial Marketing

» 204 Z sites

« 139 Caltex
independently owned
and operated sites

« 11 fully-owned and
operated terminals

« 159 truck stops across
Z and Caltex brands

» 276ml terminal » Jet & Avgas

capacity * Di

Diesel « 1,655ml total retail fuels

» Marine fuel .
» Convenience store non-

* Bitumen fuel sales ~$365m
» ~45000 Z card and e Lubricants

StarCard customer « Pumped loyalty

accounts

programme

 FoodStuffs Docket
redemption program



Product Overview - Core Transport Fuels

PRODUCT

Petrol

Diesel

Jet Fuel

Fuel Qil

‘.’
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Market Size

3.3 billion litres

3.6 billion litres

1.8 billion litres

0.5 billion litres

Key Customers

Retail consumers

Transport, manufacturing
and construction

Airlines

Freight, fishing, ferries,
cruise lines

Key Demand Drivers

Population growth

Vehicle fuel efficiency

Take-up of hybrid /EV vehicles

Urban planning

Public transport

Ride sharing and autonomous

vehicles

Economic growth (GDP)
Diesel penetration (cars)

Vehicle fuel efficiency

Economic growth (GDP)
Airline industry growth
Growth in long haul flights

Aircraft fuel efficiency

Industry sector growth

Ship fuel efficiency

Biofuels

Z Market Share
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Distracted boyfriend

Energy and Mobility Transitions, San Francisco, February 4, 2019 BlocmbergNEF
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US medium BEV price breakdown, e
share of battery costs and ICE price

Unsubsidised

Unsubsidised sticker

Thousand 2018 § TCO crossover ) :
50 " price crossover with ICEs
With ICES 2022 — 2026
2017 — 2020
40
30 mw Battery
mm Powertrain
20 e \ehicle
e |CE
10
0
2028 2030
Note: Based on EV models with 400 km of range Source: BNEF
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https://apc01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3DNZQCVDHpIdo%26feature%3Dyoutu.be&data=02%7C01%7C%7Cc22f9fb8686043d8009508d7031d27ca%7C3af4d585fa2149aaa7795a476c01a465%7C0%7C0%7C636981296088412653&sdata=P5WtQ%2FSBeWDQ5gFp8Y7T5eMYRDWNXSqyYXWsZhtSric%3D&reserved=0

BNEF electric vehicle outlook to 2040

Annual global passenger vehicle sales Global passenger vehicle fleet
Million sales Billion vehicles on the road % Share of global fleet
100 2.0 100%
80 —‘_""'..IIIIII 15 80%
. _--.l.llIIIIII
60 -1l 60%
1.0
a0 40%
N ) / 20%
0 0.0 0%
2015 2020 2025 2030 2035 2040 2015 2020 2025 2030 2035 2040

ICE mPHEV mBEV
Source: BNEF EVO 2019
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NZ outlook

Monitoring long-term demand scenarios

Industry demand for petrol fuels (mlpa) - range of scenarios to 2030
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Strategy on a page

A capability led and option rich strategy

Built upon 2’s foundations as stated in the Z Why

b Purpose: to solve what matters for a moving world

P Our Stands: HSSE; Community; Diversity and Inclusion; Environmental Sustainability

ﬁptimised Performer \

Business focus through to end FY21:

» Supply - drive change to existing
structures to ensure we are
rewarded for scale

» Commercial - combine the best of
Caltex and Z to significantly
simplify offers

p Retail - differentiate brand

positions and segment customers
for “true” loyalty

Kapability Led Strategy

Organisationally, these matter:
» Customer experience
» Productivity
» Digitisation
» Innovation

» Brand

<

N

/

m\at is Next (WIN)

Choosing to prepare for post FY21:

~

> Investigate inorganic options for
adjacent cash flows

» Explore three market spaces,
through organic experiments in:

o Future Fuels

o Mobility as a Service

\ o Last Mile

/

INVESTMENT THESIS

b We aim to extract value from our current asset base by delivering outstanding customer experiences, while
positioning ourselves for future industry disruption
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Unlocking end-to-end CX /&5

Experimental, component approach

314.26 L

Its easy to join our
Fastlane trial.

Y

8 Mamior lin
FindaZ

$600

204.26 L + NI

e Fastlane e Pre-order Coffee ° Sharetank

Fuel up and go without touching Order your favourite and have it World first application of ‘price
your wallet, cell phone or credit ready when you arrive. lock’ fuel for consumers in Beta
card. testing

Q Next Gen Z App

Modernizing our experience and
making our features more
accessible.
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Experiment, experiment, experiment
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Strategy on a page

A capability led and option rich strategy

Built upon 2’s foundations as stated in the Z Why

b Purpose: to solve what matters for a moving world

P Our Stands: HSSE; Community; Diversity and Inclusion; Environmental Sustainability

optimisedpertormer |

Business focus through to end FY21:

p Supply - drive change to existing
structures to ensure we are
rewarded for scale

p Commercial - combine the best of
Caltex and Z to significantly
simplify offers

p Retail - differentiate brand

positions and segment customers
for “true” loyalty

Kapability Led Strategy

Organisationally, these matter:
» Customer experience
» Productivity
> Digitisation
» Innovation

» Brand
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m\at is Next (WIN)

Choosing to prepare for post FY21:

N

> Investigate inorganic options for
adjacent cash flows

» Explore three market spaces,
through organic experiments in:

o Future Fuels

o Mobility as a Service

\ o Last Mile

)

INVESTMENT THESIS

b We aim to extract value from our current asset base by delivering outstanding customer experiences, while
positioning ourselves for future industry disruption
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Hydrogen fuel cell vs battery electric cars

Tesla Model 3 (Long Range RWD) Toyota Mirai

Price $57,500

Curb weight 1,850 kg

Range 325 miles 312 miles

Number of seats 5 | 4

Luggage/cargo space (cubic feet) | 15 ftz i43 E with seats down) | 12.8 ft (seats don’t fold down)
Acceleration 0-60mph, top speed [ 4.4 seconds, 145 mph | 9.0 seconds,111mph

Refuel time, petrol station 230 miles (10%-80%): 30 minutes [280 miles: 3 minutes

Refuel time, home, office, mall L_<1 minute | Not possible

Drive train moving parts L17 | > 200

Wind-to-wheel efficiency >e1% | <32%

Images: Tesla; Toyota; Source: Liebreich Associates
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Future of mobility

From

Mobility today consists of individual ~ould unlo o
vehicle ownership and multiple touchpoints. .
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Purchasing Licensing

Accessible
to more

Parking
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£ 80 4
percent of ., M‘

Kiwis live within 5km o~
of a Z group service —
station. 7/ 17 .
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