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I am a graphic designer with over 20 years experience 
specialising in corporate reporting and other areas of design. 

My main experience has been in design for print including 
annual reports, corporate identity and employee 
communications. Have also worked on many interactive 
projects related to the above. 

In addition, I have worked in print production and client 
liaison on several projects both in the UK and internationally, 
project management, directing corporate videos, writing 
and designing several corporate identity guidelines, 
commissioning photography and illustration and art directing 
photography in the UK and around the world. 

This PDF shows a selection of the Annual Reports and 
corporate reporting work I have designed for clients in the 
past three years.

My work can also be seen at www.neillittman.com

Specialist areas:
Brand identity
Print design
Corporate reporting
CR and sustainability reporting
Artwork and typesetting
Print production
Digital design



AEGON

Annual review 2004
28 pages in 6 language versions

Other AEGON projects:
Annual Reports and Annual Reviews 
2001-2005

Historical Data 2001-2005

Annual Report website 2000-2002



Ansaldo

Annual Report 2006
Annual Report for Italian signalling 
and transport system group 

Produced in two languages



Barclays

Annual Report 
Annual Review and 
Notice of Meeting  2005



Barclays

Corporate Responsibility Reports 

2006
A4 60pp

2007
16pp short form size 155 x 220 mm



Barclays

Corporate reporting 2005-2007
Design of Annual Reports
Sourcing images for ARwebsite. 
and directing two corporate videos.



Barclays

Employee and shareholder 
communications



BP

Corporate reporting
Statistical Review of World Energy  
June 2008

48 pages 215 x 297 mm
Also online and accessible pdf’s
Produced in three languages.

In addition I have also worked on 
numerous publications for BP corporate 
reporting from 1996-2001.



BP

Crisis Communications Guide

100 pages A5
Bound in tabbed folder and online
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Build a response website on PIER
BP’s Group Communications Policy requires us to use the PIER system to 
manage our web-based communications and inquiry management efforts 
in the event of a crisis. PIER stands for Public Information Emergency 
Response and is a widely used tool for crisis communications.

To be as effective as possible when a crisis occurs, a response website should be prepared 
in advance. This ‘dark site’ can be quickly switched on to provide information on BP’s assets 
and operations in the region plus the latest information on the incident as and when it is 
approved for release. 

You will need a PIER licence to develop your site. This licence, and training on how 
to build and prepare your site, can be arranged via the Digital Communications team 
(GDigitalCommunicationsALL@bp.com). 
  
The following diagram shows how a crisis response site is created and launched. 

Communications teams should do as much advance preparation on PIER as possible:
• Prepare content, including factsheets about specific BP assets such as refineries and  
 ships, plus images, video, maps and sample statements. 
• Prepare and populate the system with lists of key contacts with whom your business  
 will want to communicate during a crisis.
• Prepare a list of people that will assist with document preparation and inquiry   
 management, and arrange PIER training for them.
• Agree and document processes for using the response tool. 
• Test the use of PIER in exercises and drills.

Make sure the site and all its content is subject to regular review and update so that it  
is ready to be switched on with minimal work.

4. Getting prepared

Note: 
Review the BP Photo Library (www.bpimageshop.com/assetmgmt/login.aspx) and BP Video 
Library (www.bpvideolibrary.com/login.aspx) on OneBP for existing video and photographic 
material. Keep updated factsheets on MessageBank.

The world can see…
• Incident home page.
• Official statements.
• Background information.
• Form to submit inquiries.

Preparation of site
• Design home page 
 (BP template provided).
• Load facility factsheets,  
 photos, maps, etc.
• Load your local contacts  
 into database
 – media, community  
 leaders, government 
 and regulators.
• Load example crisis  
 statements and FAQs.
• Create user identities  
 for key crisis response  
 staff.

Launch*

* Be certain that the website and all subsequent   
 revisions and additions are reviewed by Legal.   
 Include appropriate disclaimers, since much data   
 and many statements may be of an interim nature.

Response
toolkit

BP Crisis Communications Guide
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21. Overview

BP’s philosophy for crisis response
If a crisis occurs, BP entities shall implement a response philosophy of: 

In a crisis, our approach to communications will align fully with this philosophy 
and to our response priorities in order of importance:

• People.
• Environment.
• Property. 
• Business.

Over-react 

Assess 

Respond

Stand down and 
learn lessons

BP employees have a responsibility to act 
quickly and decisively towards bringing an 
incident under control and minimizing its 
impact as soon as possible. 

When an incident is under control, it is important 
to clearly confirm when response teams are 
standing down. The process of learning lessons 
then begins.

Based on an assumption that a credible worst case 
has occurred, do what needs to be done to ensure 
sufficient people and assets are being mobilised to 
bring an incident under control as quickly as possible. 

Continually assess requirements so that the right
expertise, whether internal or external to BP, is
available to support a response.

Note: 
This is the first refresh of crisis communications guidance since the 2010 Deepwater 
Horizon incident. The guide will be regularly reviewed and updated, and available at 
http://communications.bpweb.bp.com

1. Overview

The ‘golden hour’ of response
Most emergency situations will generate interest and inquiries from 
news media and our external stakeholders. If you are a communications 
lead in a BP response, should you issue a statement? When? How 
quickly should you assess whether you may need additional resources?  

The term ‘golden hour’ is lifted from the emergency medical services and captures the 
mindset you must have as you prioritize your work in an emergency situation. In that first 
hour, you should have a statement prepared, approved, and ready to issue. 

 

During the ‘golden hour’, or immediately thereafter, you will need to assess the 
potential of the situation to escalate, and determine if you need to mobilize other 
resources to assist your response effort. This is largely a subjective evaluation, but keep 
in mind BP’s response philosophy: over-react and then assess status. Over-react could 
mean putting additional resources on alert, or mobilizing them immediately. 

Section 5 of this guide provides more detail on initial response priorities and how to  
manage them.

Yesterday’s crisis
This graphic shows the communication pattern of a typical 
organizational crisis of ten years ago. A relatively long initiation 
period, followed by a fairly lengthy intense period, and a short 
wind-down. This pattern was driven primarily by the news media 
and how they covered major stories.

Today’s crisis
In comparison, crises today are driven largely by the internet and 
social media. There is a very short initiation period, sometimes 
literally minutes. The intense period with maximum media 
coverage and social media activity is more intense than  
before, but also tends to be shorter in duration. The key 
difference is ‘the long tail.’ The wind-down period tends to 
be much longer because of the direct communication with 
those most affected and the continuing levels of social media 
interaction long after the major media have moved onto more 
current stories.
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68 6910. Engaging online

In a crisis your content should focus on the immediate situation, respond to questions and be 
based on your objectives and key messages. A content calendar will help plan the posting of 
relevant information across your social presence.

Creating a new space
Twitter – a Twitter account is used to post short and quick messages to your audience, 
including journalists. Twitter enables you to send 140 character updates and use hash-tags 
to target conversations e.g. real time tweets from press conferences, technical briefings and 
Q&As sessions. 

Facebook and Google+ – a Facebook page (not a Facebook profile) is a good place to 
engage a community in conversation. Facebook enables posts with more detailed content as 
well as images and video, while providing an outlet for the public to respond e.g. sharing up 
to date information directly with the local community.

YouTube – YouTube enables the public to view and comment on videos. BP has a well-
developed YouTube account that may be available for use (www.youtube.com/bp).  

Flickr, Instagram and Pinterest – these are spaces to share images with the public. 
BP has a Flickr account which may be used in a crisis. 

Branding and naming – the social media team can provide a branding kit with all necessary 
templates for social media spaces. Best practice for naming is to use BP, followed by the 
country name or region depending on the nature of the issue or crisis e.g. BP America, BP 
Angola. Replace a space with an underscore for Twitter. 

Social media passwords – ensure passwords are complex and unique. Once created, share 
the passwords with your team over encrypted email.

Linking to bp.com – in most scenarios wherever possible, the social media space should 
link to bp.com unless otherwise agreed by the social media team.

Do not create a social media space if:
• BP already has a social presence in your country/region.
• There are no clear benefits or objectives for a social media presence.
• There is a lack of resource and/or capability.

Regional considerations
Some countries e.g. China, use alternatives to Twitter or Facebook. Contact the Social Media 
team for guidance.

10. Engaging online

Use the following chart to consider the use of social media to share news, 
listen to the local community, identify issues early and answer specific 
questions from the public. 

I want to use a social 
media space to talk to

 the public?

Contact the Social Media 
team and follow current 

policy

Contact the Social 
Media team/Press Office

Post content and 
moderate according 
to policy, guidelines 

and handbook

Is it related 
to a reputation 

issue/crisis?

Are you trained to make 
public statements on 

behalf of BP?

Does a local/regional 
social media presence 

already exist?

Do you have the 
resources to post to and 
moderate the space(s)?

No

No

No

Yes

No

Yes

Yes

No

Yes

Yes

Note: 
Today, the first public information about an event is likely to come from an external rather than 
internal source. This changes the role of the response team. Focus on being the best and 
most credible source of information, quickly confirming or correcting information. Your team 
will need to become skilled at ‘rumour management’.

Are you 
currently running 
in crisis mode?

Are you 
currently running 
in crisis mode?

Are you 
handling a growing 
localized reputation 

issue?

Contact the owner 
of existing local 

social media space

Create social media 
space relevant to 
geography, goals 

and audience



BP

Code of Conduct
Published in 16 languages  
and distributed to over  
100,000 employees.



Deloitte

Deloitte EMEA Fast 500 2009
Brochure to promote the award for 
the top 500 technology companies 
in Europe.

www.deloitte.co.uk/fast500emea



DIABOS

Disbursement account 
processing
Brochure for DIABOS, who are 
based in India, to explain a new 
system costs and procedure 
involved with freight shipping 
arriving at ports.

Themed around satelitte and 
aerial photography of ports.

12 pp four colour



Excel

Brochure
The concept is developed around 
the theme of ‘Your’

Excel is a logistics company based 
in heart of Canary Wharf. Using 
the new brand identity and visually 
linked to the new website. Image 
style based on the theme of 
movement.

Photography by Jonathan Lucas



Fidessa

Annual Report
Design and typesetting of annual 
report for FTSE service solutions 
company. 
I have worked on this report and the 
interim report for the past 3 years.



Galliford Try

CR Report 2009
For one of the UK’s leading 
construction and housebuilding 
groups.

24 pages printed litho 6 colours  



Jumeirah

Annual Report 2009
For privately listed hotel chain 
based in Dubai.

88 pages printed digitally 4 
colour. Covers printed litho with 
foil blocking. 

Two versions produced for 
public and private shareholders.



RightMove

Annual Report 2013
Concepts for The Team



Severstal

Annual Report 2007
Russian steel company
quoted on FDR market.



William Hill

Annual Report 2008 
Pitch won in October 2008

Produced at Wardour



Neil Littman
96 Vicars Moor Lane 
London
N21 1BN

0208 360 6099
0778 557 1185

nlittman@dircon.co.uk
www.neillittman.com

Contact details


