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OUR VISION

Our vision is to make safety 
an instinctive culture.

Our vision is about the future—a safer future. It is the essence of what we hope to achieve and forms the beginning of our strategy.
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OUR Purpose

Our purpose is to provide innovative 
safety solutions to stay protected in 
challenging environments.

Our purpose keeps us focused on why we exist.
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OUR CORE VALUES

OneTeam
All stakeholders 

collaboratively working 
towards shared success.

Integrity
Professional approach that is 

trusted to perform and deliver.

Passionate
Enthusiastically living and 

believing in protecting people.

Caring
Instinctive culture that takes 

care of our partners, our 
people, our company and our 

environment.

Initiative
Act or take charge to be 

innovative & progressive in 
our solutions.

Our core values are the bedrock of why we exist, how decisions are made in order to achieve our goals and how we operate in order to maintain ZERO’s integrity.
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Aotearoa

who bestrides shimmering seas,

and verdant mountains.

From the bathing waters of our forebears,

and hills that echo with voices

that acclaim.

Your mountains stand lofty,

your valleys spread from them

and your streams run freely.

Your harbours are majestic,

your beaches widespread,

the environment that surrounds you is a legacy.

Noho mai rā Aotearoa,

 moana waipiata,

 maunga kākāriki.

Mai i ngā wai kaukau o ngā tūpuna,

 ki ngā puke kawe i ngā reo o te tini,

 i puta ai te kī mōu.

Tū ana he maunga,

 takoto ana he raorao,

 heke ana he awaawa.

Ko ō wahapū te ataahua,

 ō tāhuna te mahora,

 te taiao e whītiki nei i a koe he taonga tuku iho. 

Mihi
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RESONATE, DIFFERENTIATE, SUBSTANTIATE

Our value proposition has three important components: resonate, differentiate & substantiate.

VALUE PROPOSITION | STATEMENTS
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At ZERO®, we know you and your team do your best 
work when your gear is as good as you are.

Fast connection, comfort and durability are at the forefront of our 

design process to give you optimum agility and security on the job.

ZERO® products are the outcome of 25 years experience in height 

safety and fall protection. We know what it takes to work at heights, 

to minimise the impact of falls and enable you to do your best work.

USERS
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ORGANISATIONS

Employers choose ZERO® products because they want their 
staff to perform to their best ability. We absolutely know that 
our gear improves user acceptance and compliance. 
 

Our ZERO® Plus range was created for a quick, secure, and customised fit 

that is so comfortable that your team will want to wear it all day. 

 

ZERO® products are the outcome of 25 years experience in height safety 

and fall protection. We know what it takes to work at heights, to meet 

compliance, and to minimise the impact of falls. We know your team will 

do their best work when their gear is as good as they are.
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Leading resellers are choosing to stock the most innovative 
height safety products that are designed to last to differentiate 
themselves. We absolutely know our gear improves user 
acceptance and compliance, resulting in stronger sales 
through our retail partners. 
 
Through our preferential reseller service, we provide a ZERO® product 
training program to ensure your team increases the value they provide to 
your customers. 
 
ZERO® products are the outcome of 25 years experience in height safety 
and fall protection. We know what it takes to work at heights, to meet 
compliance, and to minimise the impact of falls.

RESELLERS
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OUR ENVIRONMENT
 

We are passionate about protecting people.

That passion extends to protecting our environment.

ZERO® Height Safety’s policy to strive to ensure that 

all aspects of the organisation have the least harmful 

effect on the environment by adopting and implementing 

environmentally sensitive practices in all of its operations. 

Managing and progressing our environmental policies is an 

evolutionary process and is backed by every team member 

committed to conservation and energy reduction. That’s why 

our products are designed to have the longest service life 

possible by international manufacturing standards regulation.

ENVIRONMENTAL | POLICY
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THE LOGO
 

To enable the logo to work across a large variety of 

applications, it was created in several variations. 

• Full colour on white

• Full colour on black

As the ZERO® logo is a registered trademark, it is necessary 

to use it with the “registered trademark” symbol. The only 

exception is usage of the logo smaller than 55 mm wide, the 

version without “registered trademark” symbol should be 

used in this case.

The minimum size of the logo is 15 mm of width.  When using 

the logo smaller than 25 mm wide, the variant without the 

bottom line should be chosen. This is valid for both white and 

black background.

   

logo | COLOUR

Full colour on white Full colour on black

Less than 55 mm - no trademark Less than 25 mm - no bottom line
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logo | BLACK & WHITE

Black on white White on blackTHE LOGO
 

To ensure complete usability in all situations, we also 

created black and white variations of the logo.

Please note that the black and white variant should be used 

only when necessary. Full colour is always the preferred 

choice.

The same size/variant guidelines as for the full colour logo 

apply  for the black & white logo.
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logo | EXCLUSION ZONE

WHY TO USE THE CLEAR ZONE?
 

To ensure the logo is never crowded a clear area must be 

maintained around it at all times. 

No imagery, typography or other visual information should 

appear within this zone.

The clear zone on all sides of the logo is 100 % of the total 

height of the “Z” (from ZERO®) in the logo, as shown. The 

measurements should be taken from the most extreme 

points of the letters of the logo as shown at right.

CLEAR ZONE SAFE ZONE
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Full colour on white Full colour on black

PLUS RANGE MARK | COLOUR

THE PLUS RANGE MARK
 

To enable the mark to work across large variety of 

applications, it was created in several variations.

Full colour on white

Full colour on black

If the full colour mark is used on a background that is the 

same colour as one of those in the logo, the black part of the 

mark needs to be reduced to 90% black, as shown on right.

As changes were made on this logo recently, make sure the 

current version of the mark is being used.
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Full colour on white Full colour on black

SAFETY MARK | COLOUR

THE SAFETY MARK
 

To enable the mark to work across large variety of 

applications, it was created in several variations.

Full colour on white

Full colour on black

If the full colour mark is used on a background that is the 

same colour as one of those in the logo, the part of the mark 

needs to be reversed out, as shown on right.

As changes were made on this logo recently, make sure the 

current version of the mark is being used.
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1. ZERO Yellow

PANTONE 
115 C 

CMYK 
C2 M12 Y94 K0

RGB 
R252 G216 B35

HEX 
#FDDA24

PANTONE 
Pantone Black C 

CMYK 
C0 M0 Y0 K100

RGB 
R0 G0 B0

HEX 
#000000

2. ZERO Black

2. 1.

COLOUR PALETTE | SWATCHES

THE ZERO PALETTE
 

Shown to the right we can see the ZERO® colour palette. 

Follow this guide for accurate breakdowns of the corporate 

colours across all applications.

Using the colour codes will create a consistent look across all 

branding collateral.

Important: This is a guide, some colours may vary in accuracy 

from the colour mixes specified. Always refer to accurate 

print guides when proofing colours.
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ABOUT THE TYPEFACES
 

The Etelka font family is the typeface we selected as the 

corporate typeface for headings and sub headings. 

Etelka Light Pro was selected to be used as the body 

copy font. This font family is to be used across all printed 

marketing and stationery to maintain consistency.  

The examples show a cross section of the weights available 

in these typefaces.

In some situations Bebas Neue may be used as an 

alternative font for headings. This may include some 

promotional material.

abcdefghijklmnopqrstuvwxzy
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%^&*()_+<>?:”{}

Etelka Medium Pro  

abcdefghijklmnopqrstuvwxzy
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%^&*()_+<>?:”{}

Etelka Light Pro

TYPEFACE | FONT FAMILIES
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Bebas Neue Book

Bebas Neue Regular

abcdefghijklmnopqrstuvwxzy
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%^&*()_+<>?:”{}

abcdefghijklmnopqrstuvwxzy
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%^&*()_+<>?:”{}

ABOUT THE TYPEFACES
 

The Bebas font family is the typeface we selected as the 

corporate typeface for headings and sub headings. 

In some situations Bebas Neue may be used as an 

alternative font for headings. This may include some 

promotional material.

TYPEFACE | FONT FAMILIES
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Book Antiqua Regular

abcdefghijklmnopqrstuvwxzy
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%^&*()_+<>?:”{}

ABOUT THE TYPEFACES
 

The Book Antiqua is the typeface we selected as the 

typeface for our value proposition and value driven 

statements. 

In some situations Book Antiqua may be used as an 

alternative font for headings. This may include some 

promotional material.

TYPEFACE | FONT FAMILIES
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DIGITAL FONTS
 

The Arial font family is the typeface we selected as the 

corporate typeface for headings and sub headings. 

Although specific typefaces were previously defined and are 

always preferable.

abcdefghijklmnopqrstuvwxzy
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%^&*()_+<>?:”{}

Arial Bold  

abcdefghijklmnopqrstuvwxzy
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%^&*()_+<>?:”{}

Arial Regular

TYPEFACE | FONT FAMILIES
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WEBSITE FONTS
 

The Inter font family is the typeface we selected for web 

use when possible. 

Although specific typefaces were previously defined and are 

always preferable, some situations may require a  standard 

font, in which case Arial should be used.

abcdefghijklmnopqrstuvwxzy
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%^&*()_+<>?:”{}

Inter Bold

abcdefghijklmnopqrstuvwxzy
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@#$%^&*()_+<>?:”{}

Inter Regular

TYPEFACE | FONT FAMILIES
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OUR TONE
 

While our strengths help guide content choices, our tone 

creates consistency in how that content is delivered. Keep 

this in mind when creating communications to maintain 

a  distinct tone of voice and ensure the ZERO® personality 

shines through.

Our style of writing for marketing communications is 

authoritative, yet accessible. We are knowledgeable,  

but we never over-intellectualise.

VOICE | OUR TONE

“ We captured a great shot of Elder Robati on site  
  sporting a ZERO® Pinnacle ZERTEC helmet.  
  Looking good Elder!”



ZERO® BRAND IDENTITY GUIDELINES 2023 PAGE 25

USING OUR IMAGERY
 

Our hero photography is the most emotionally resonant 

component of our visual style, and the embodiment of our 

brand personality and is a powerful means of differentiating 

ourselves.

Our photography should communicate our underlying style, 

professionalism and commitment to our customers.  It should 

be expressive, compelling and clean.

 

Preferably neutral-to-cool toned lower contrast photography 

with natural lightning is used to complete a simplistic and 

professional look. Our photography puts our product at the 

forefront with the subject naturally in their element to give an 

authentic feel.

The diagonal theme runs through our photography with the 

subject facing to the right and looking up to the top right-

hand corner of the page, when possible, as the upper right 

corner is usually associated with progress, the future and 

hence success. The subject should not be looking to the 

bottom side of the page in any case. Ensure the subject is 

not posing or looking directly at the camera. The face of the 

subject, if visible, should express professionalism and a sense 

of security.

PHOTOGRAPHY | LIFESTYLE
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USING PRODUCT IMAGERY
 

Our product photography represents our brand value. 

Primarily, our products represent quality and durability 

bolstered by comfort and style.  

All product photography should be taken or post-processed 

to have solid white background to maintain a professional, 

clean and consistent look for marketing all material. This will 

also provide consistency with additions / upgrades in the 

future.

PHOTOGRAPHY | PRODUCT
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AUCKLAND 

D23, 930 Great South Road  

Penrose, Auckland 1061  

New Zealand 

CHRISTCHURCH 

10 Holt Place  

Harewood, Christchurch 8053  

New Zealand

ZERO HEIGHT SAFETY

zeroheightsafety.com

0800 357 003 

E: sales.nz@zeroheightsafety.com

EUROPE & UK 

Badenerstrasse 122 

5466 Kaiserstuhl  

Switzerland

https://zeroheightsafety.com/

