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INTRODUCTION

BUILDING A STRONG, GLOBAL CONOCOPHILLIPS BRAND

We each build the ConocoPhillips brand every day, in ways big and small. Every communication 
that we produce and every interaction that we have on behalf of ConocoPhillips shapes 
perceptions of our company.

It is critical that we take advantage of every opportunity to reinforce the ConocoPhillips brand. 
The following brand guidelines represent the foundation for how we will clearly and consistently 
express our brand, both visually and verbally, in all of our communications, across geographies, 
audiences and channels.

“ Building a strong ConocoPhillips brand is critical to the ongoing 
success of our business. Our brand shapes our reputation, which 
earns us our social license to operate.”
RYAN LANCE, CHAIRMAN AND CHIEF EXECUTIVE OFFICER

ConocoPhillips BRAND GUIDELINES2
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GLOSSARY OF TERMS

THE ConocoPhillips BRAND

BRAND POSITIONING 
Defines the frame of reference for a business and the unique 
benefit it provides to stakeholders

BRAND ATTRIBUTES 
How an organization represents itself to its stakeholders 
through certain characteristics and personality elements

BRAND VALUES 
A guide for desired employee behaviors throughout an 
organization (i.e., how employees should behave in order 
to deliver on the brand’s promises)

BRAND VISUAL SYSTEM 
The elements that comprise a brand’s distinctive look and feel

MISSION 
A clear and compelling goal for an organization

VISION 
A forward-looking description of what an organization desires 
to become, achieve or create

STRATEGIC OBJECTIVES 
What an organization must achieve in order to deliver on its vision

5
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The essence of the ConocoPhillips brand:

ACCOUNTABILITY

PERFORMANCE
+

WHY THIS IS IMPORTANT: 

The ConocoPhillips brand, demonstrated and expressed 
consistently, supports our company’s goals.

6
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At ConocoPhillips, accountability is the willingness 
to own and answer for outcomes resulting from 
behaviors and actions.

What accountability looks like:
• Commitment to stand up and say, “I’ll do it.”

•  Ability to prioritize between individual, team and  
enterprise goals.

•   Judgment around when and how to collaborate.

•   Courage to speak up when something isn’t working.

•    Transparency to honestly report progress and  
course-correct as needed.

• Candor to have tough conversations when needed.

•   Behaving in accordance with our SPIRIT Values.

At ConocoPhillips, performance is delivering on  
our commitments and doing the things we say  
we will do.

What performance looks like:
•  Setting performance goals that are aligned with company 

objectives.

•   Consistently following through on our commitments.

•   Paying attention to the competition.

•  Striving to win, but not at all costs.

•  Focusing on both long-term and short-term results.

•  Objectively analyzing and assessing our results.

•   Delivering results in accordance with our SPIRIT Values.

PERFORMANCEACCOUNTABILITY

THE ConocoPhillips BRAND

ACCOUNTABILITY + PERFORMANCE
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OUR BRAND EQUATION

OUR SPIRIT VALUES

• Responsibility
• Innovation
• Teamwork

• Safety
• People
• Integrity

HOW WE REPRESENT CONOCOPHILLIPS

• Accountable
• Collaborative
• Expert

• Quietly Confident
• Purposefully Innovative

BRAND VISUAL SYSTEM

The elements that comprise
our look and feel.

The
ConocoPhillips
brand,

and expressed
consistently,

demonstrated

PERFORMANCE (WHAT WE DO)   ACCOUNTABILITY (HOW WE DO IT)   

MISSION VISION STRATEGIC OBJECTIVES

We exist to
power civilization.

Our vision is to be the E&P
company of choice for all
stakeholders.

• Smart Growth
• Superior Returns
• SPIRIT Values

supports our
company’s goals.

(BRAND POSITIONING)

(BRAND VALUES) (BRAND ATTRIBUTES)

See Page 9 See Pages 10 through 17

See Pages 19 through 75

• Responsible

Our SPIRIT Values guide our 
behaviors and our actions. They 
unify our organization. We stake 
our reputation on being 
accountable to our stakeholders, 
communities and each other.

At ConocoPhillips, we embrace our role in 
responsibly accessing, developing and 
producing oil and natural gas to help 
meet the world’s energy needs. We are 
committed globally to high standards of 
performance. We keep our promises.

BRAND VOICE

Our content and our tone.

See Page 18
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SPIRIT VALUES

SAFETY PEOPLE INTEGRITY RESPONSIBILITY INNOVATION TEAMWORK

S P I R I T
No task is so 
important that 
we can’t take the 
time to do it safely. 
A safe company 
is a successful  
company.

We respect one another. 
We recognize that 
our success depends 
upon the capabilities 
and inclusion of our 
employees. We value 
different voices and 
opinions.

We are ethical and 
trustworthy in our 
relationships with 
internal and external 
stakeholders. 
We keep our  
promises.

We are accountable for 
our actions. We care 
about our neighbors in 
the communities where 
we operate. We strive to 
make a positive impact 
across our operations.

We anticipate change 
and respond with 
creative solutions. We 
are responsive to the 
changing needs of the 
industry. We embrace 
learning. We are not 
afraid to try new things.

We have a  “can do” 
attitude that inspires 
top performance from 
everyone. We encourage  
collaboration. We 
celebrate  success. We 
win together.

9
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Text begins here.

TABLE OF CONTENTS

By demonstrating the 
SPIRIT Values through our 
behaviors, we represent 
ConocoPhillips to our 
stakeholders and influence 
how they see  
our organization.

10 ConocoPhillips BRAND GUIDELINES

BRAND ATTRIBUTES

THE ConocoPhillips BRAND

Internal and 
External 
Stakeholders

HOW WE’RE SEEN

SPIRIT Values

HOW WE BEHAVE

Accountable

Collaborative

Expert

Purposefully  
Innovative

Quietly  
Confident

Responsible

HOW WE REPRESENT  
CONOCOPHILLIPS

TABLE OF CONTENTS
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BRAND ATTRIBUTES

Accountable

ConocoPhillips BRAND GUIDELINES11

We set company, team and individual goals. These goals ensure that all of us are focused on both company and personal performance. 
We hold all team members to the same high standards. We also believe in shared accountability. 

We are accountable to our stakeholders, the communities where we operate and each other. 

THE ConocoPhillips BRAND



Collaboration begins with us as individuals and a commitment to help our teammates achieve their goals. Being collaborative means 
knowing when to apply the collective mind of our teammates to solve problems and develop new approaches. It also means that we are 
“all in.” We do our individual part to help meet our enterprise goals.

We know that more is possible when we cooperate, both internally and externally. We take the best of what we’re doing somewhere and 
apply it elsewhere. That’s how we drive better outcomes.

TABLE OF CONTENTSConocoPhillips BRAND GUIDELINES12

BRAND ATTRIBUTES

Collaborative

THE ConocoPhillips BRAND



We achieve results by applying our strong expertise and technical capabilities, from the well site to the office. We don’t just value 
learning. We actively share knowledge across the business. 

Our partners seek out our thought leadership. They benefit from our experience in developing solutions that help meet the world’s 
energy needs. 

TABLE OF CONTENTSConocoPhillips BRAND GUIDELINES13
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Expert
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We work in a high-technology business that demands new thinking. We’re always looking for a better way. Our innovation is focused on 
advancing our core business of oil and gas in a responsible and forward-thinking manner.

We continually apply the best science to address our industry’s important challenges. We focus on technologies that improve the efficiency of 
our operations. We also apply our expertise to reducing our environmental footprint through technologies that address water, emissions and 
operations excellence.

BRAND ATTRIBUTES

Purposefully Innovative

TABLE OF CONTENTSConocoPhillips BRAND GUIDELINES14



BRAND ATTRIBUTES

Quietly Confident

We lead with facts and proof points, rather than empty claims. We are not boastful. Our actions and results speak for us.

We speak with candor, both internally and externally, but in a respectful manner. We voice our opinions on issues that matter to our core 
business. We engage with the communities where we operate. We respect other points of view, but hold our position when business 
outcomes are at stake.

TABLE OF CONTENTSConocoPhillips BRAND GUIDELINES15
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We value people, so we put safety first. We care deeply about the environment, so we work hard to shrink our footprint. We strive to 
make a positive impact on the communities around us. 

We believe that being responsible is about doing the right things — even if no one is looking. We ask ourselves, “Would I be proud 
of this work?” We strive to make sure the answer is “Yes.” 

TABLE OF CONTENTS

BRAND ATTRIBUTES

Responsible
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Exploration 

IT’S NOT JUST WHAT WE DO.

Oil and Natural Gas

Purposefully Innovative

Accountable

Quietly Confident

IT’S HOW WE DO IT.

Production Global Sites and Offices Responsible

Collaborative Expert

Our SPIRIT Values

How We Represent ConocoPhillips

SAFETY PEOPLE INTEGRITY RESPONSIBILITY INNOVATION TEAMWORK

S P I R I T

17
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OUR VOICE WE DO: WE DON’T: 

KNOWLEDGEABLE Address real-world challenges with reasoned responses Get too heavy, pessimistic or overly technical 

“Show” with real examples and facts Simply “tell” or make grandiose claims

Reference our direct experience and ability to solve problems Suggest that ours is the only solution 

THOUGHTFUL Recognize our accomplishments, but with humility Boast, chest-beat, or belittle others 

Take a stance on issues that matter to our business and the communities where we operate Opine on topics that don’t directly connect to our enterprise

Frame messages in a clear, uncluttered way Ramble or create overly dense communications

APPROACHABLE Use an engaging, embracing tone: words like “we,” “us,” “together” Use indirect, passive phrasing: “It is said that ...”

Acknowledge the role and participation of our own people and of others Diminish the value of our leadership 

Show that we create stronger ideas through dialogue Take all the credit for good ideas 

CONSCIENTIOUS Show that we are careful, considerate, safe Appear timid, shy, fearful 

Represent ConocoPhillips with the highest possible standards Communicate in an o�-the-cu� manner

Demonstrate that we respect the world and environment around us Suggest that we’re in it alone or profit at the expense of others  

REALISTICALLY
OPTIMISTIC

 Share both the aspiration and the rationale behind our e�orts and outcomes Reflect pie-in-the-sky, wishful thinking 

Show we’re doing more with what we have and creating new ideas and approaches  Rush to promote new ideas, without testing and vetting them first  

Emphasize the real science and technology that drives our innovation Use acronyms or complex terms that can’t be broadly understood

STRAIGHT-
FORWARD

Connect our beliefs to our actions; what we say is what we do Make claims we can’t back up or promises we can’t keep

Speak clearly and directly to the matters at hand Use hyperbole, unnecessary jargon, flowery terms, slang or buzzwords; sound overly 
sophisticated or insincere

Address our shortcomings honestly and with urgency Act defensive or flippant in the face of skepticism 

Prefer succinct statements and the use of periods to the word “and” Fear white space in our compositions

Emphasize key messages through infographics, icons and charts, where possible Get too “cute” or humorous with our graphic elements

PAGE TITLE
Text begins here.

BRAND ELEMENTSBRAND VOICE
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THE ConocoPhillips BRAND

CONOCOPHILLIPS BRAND VOICE: CONTENT AND TONE GUIDELINES
Our brand voice is guided by our brand attributes. Below is a quick overview — please reference the ConocoPhillips Style Guide for more details.
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Note: Applications are for demonstrative purposes only, and all 
text and images are intended to be representative placeholders.
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FUNCTIONAL BENEFITS

Our ConocoPhillips brand visual system has powerful functional benefits.  
When executed consistently, our visual system will:

BRAND VISUAL SYSTEM

• Express a distinctive look and feel for our brand that reflects our company.

• Demonstrate consistency across all touchpoints and channels, internal and external.

•  Create strong impact, due to purposeful use of the brand elements 
(e.g., colors, typographic treatments, graphic devices).

•  Exemplify an enterprise mindset that clearly ties back to the ConocoPhillips global brand, but offers  
flexibility on a business-case basis for BUs and stakeholders.

•  Align and streamline our communication efforts as a result of less customization and more standardization.

20



PRIMARY ELEMENTS

Primary elements are the foundation of the visual identity and should be used as the basis of all branded communications.

SECONDARY ELEMENTS

Secondary elements have more-specialized roles in our palette and should be used judiciously, and only in certain instances.

ConocoPhillips BRAND GUIDELINES TABLE OF CONTENTS

VISUAL SYSTEM ELEMENTS OVERVIEW

LOGO See pages 23–30

TYPOGRAPHY See pages 55–57

PATTERNS See pages 62–65 ARROWS See page 66–70

ICONS, INFOGRAPHICS AND BRACKETS See pages  71–76

Primary Palette

Myriad Pro Font Family

Secondary Palette

Tertiary Palette

ConocoPhillips Red Dark
Red

Blue Green

Orange Yellow

Dark Gray

Black

COLOR PALETTE See pages 51–54 IMAGERY See pages 58–61

White

LOGO See pages 23–30

TYPOGRAPHY See pages 55–57

PATTERNS See pages 62–65 ARROWS See page 66–70

ICONS, INFOGRAPHICS AND BRACKETS See pages  71–76

Primary Palette

Myriad Pro Font Family

Secondary Palette

Tertiary Palette

ConocoPhillips Red Dark
Red

Blue Green

Orange Yellow

Dark Gray

Black

COLOR PALETTE See pages 51–54 IMAGERY See pages 58–61

White
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LEGAL NAME

The registered legal name of our company is ConocoPhillips Company. The  
ConocoPhillips name in text form along with the ConocoPhillips logo should be used  
on all company legal and stationery documents, such as contracts; agreements; applications 
for copyrights, patents and trademarks; copyright notices; business cards; letterheads  
and envelopes.

ConocoPhillips BRAND GUIDELINES22

BRAND VISUAL SYSTEM

TABLE OF CONTENTS

• The first and seventh letters of ConocoPhillips are always capitalized.

•   Never abbreviate the company name as COP in place of the word 
ConocoPhillips. COP is only used to refer to the New York Stock  
Exchange symbol for ConocoPhillips or as part of an abbreviation for 
a specific business unit. 

•  Always spell out locations, such as ConocoPhillips Indonesia (COPI), 
on first reference and abbreviate on subsequent references. 

• Always use a singular verb after ConocoPhillips. 

•  If possible, do not split the word with a hyphen at the end of a line. 
If hyphenation is unavoidable, do so ONLY between Conoco and 
Phillips. No other hyphenation is acceptable. 

•  Unless necessary, avoid use of the name in possessive form. Write 
“the company’s” instead of “ConocoPhillips’.” 

Examples 

ConocoPhillips Indonesia (COPI) is helping teach children about farm 
safety. The program has helped COPI develop stronger relationships 
with stakeholders. 

ConocoPhillips is based in Houston, Texas. The company has operations 
and activities in 15 countries as of September 30, 2020.

The nonprofit organization benefitted from contributions made by 
ConocoPhillips.
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Corporate Logo
Note: Applications are for demonstrative purposes only, and all 
text and images are intended to be representative placeholders.



ConocoPhillips logo

This logo is composed of specially drawn, carefully spaced logotype.  
For this reason, our logo graphic should be treated as unique artwork.  
The logo and the mark graphic should never be recreated.  
 

Do NOT use the mark separated from the logo.

Do NOT recreate the logotype using a font.

LOGOTYPE

THE MARK

LOGO AND COMPONENTS

Our logo is a combination of the specially 
drawn logotype and the mark graphic. This 
unique geometric figure, with its upward 
and forward orientation, symbolizes the 
corporate ideals of progress and excellence, 
innovation and performance.  
 
Each component is a critical piece of the logo 
and must stay in the proper relationship to each 
other. Removing or altering any component 
dilutes the integrity of the logo and diminishes 
the strength of the brand identity. 
 
Under no circumstances are these elements 
to be altered beyond the variations defined 
in these standards. Specifically, the mark should 
never be used alone and the logotype should  
never be recreated using a font.

ConocoPhillips BRAND GUIDELINES24

BRAND VISUAL SYSTEM

Tip: 
Logos are available for download in various file formats via the 
Brand Center: http://copbrandcenter.com/content/index/guid/
logo_downloads?parent=193

TABLE OF CONTENTS
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PREFERRED COLORS

OTHER COLOR OPTIONS

Preferred:

Two-color positive logo on  
white background

ConocoPhillips BRAND GUIDELINES TABLE OF CONTENTS

Alternate: Two-color reverse on dark  
background (black is preferred)

Alternate: Two-color reverse on dark  
photo background

Alternate: One-color reverse on color background 
(ConocoPhillips Red is preferred)

Alternate: One-color reverse on dark  
photo background

Limited use: One-color black on white or light 
background

Limited use: One-color positive on light photo 
background (grayscale backgrounds only)

LOGO AND COLORS

Preferred: Two-color positive
The preferred logo colors are the mark in ConocoPhillips Red 
and the ConocoPhillips name in black. Use this color  
treatment whenever possible.

Alternate: Two-color reverse
A two-color reverse logo may be reproduced on dark 
backgrounds or photographic images. It is reproduced with the 
mark in ConocoPhillips Red and the ConocoPhillips name in white.

Alternate: One-color reverse
A one-color reverse logo may be reproduced on dark 
backgrounds or photographic images. When using this version, 
the entire logo appears in white.

Limited use: One-color positive
The one-color black logo is intended for situations where 
reproduction methods prohibit the use of two-color artwork. 
Only use this version when two-color logos are not an option.

25
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Our clear space is equal to the 
height of the letter “h” in the 
ConocoPhillips logo

RECOMMENDED CLEAR SPACE

MINIMUM SIZE

Why clear space?

When we place other design 
elements too close to the logo, it  
can suggest a relationship. For  
example, placing the words 
“Meeting the world’s energy needs” 
near the logo implies that it is a 
company slogan. It isn’t.

ConocoPhillips BRAND GUIDELINES TABLE OF CONTENTS

Correct: Graphic elements positioned  
outside the logo clear space

MEETING THE WORLD’S  
ENERGY NEEDS

Print: 1.25" 
On-screen: 125 px

Incorrect: Graphic elements positioned 
within the logo clear space

MEETING THE WORLD’S  
ENERGY NEEDS

LOGO CLEAR SPACE AND 
MINIMUM SIZE

Clear space
Our logo needs some breathing room in order  
to stand out from other design elements. The 
recommended amount of clear space is equal to the 
height of the lowercase “h” in our logo.

Minimum size
The minimum width for our logo is 1.25" for print,  
and 125 pixels for on-screen. Below these sizes, 
the reproduction quality and legibility may be  
compromised.

26
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PREFERRED

Tip: 
If in doubt, please send a review request through the Brand 
Center: http://copbrandcenter.com/workflow?parent=1

ConocoPhillips BRAND GUIDELINES TABLE OF CONTENTS

PREFERRED

Key Note: 

Our logo shouldn’t be overused, and definitely 
shouldn’t appear more than once per page.  
Ideally, use it at the beginning of your document 
(e.g., front cover) and at the end, as a sign-off.

LOGO PLACEMENT

Where do we position our logo?
The preferred locations for our logo are top left 
and bottom right of compositions; however, 
some designs (such as long, vertical banners) may 
require another placement. The preferred location 
should apply to about 80 percent of our work, and 
exceptions should apply to only about 20 percent.

27

BRAND VISUAL SYSTEM



The descriptor typeface is set in 
Myriad Pro Regular.

LOGO 
BUSINESS UNIT DESCRIPTORS

Descriptor lines can be added to the ConocoPhillips 
corporate logo to specify a business unit name, 
product or location. Company descriptors can be 
translated to foreign languages as needed.  
 
Measure from the baseline of the ConocoPhillips 
logotype to the baseline of the descriptor using the 
total height of the letter “i” in ConocoPhillips. Set the 
descriptor in Myriad Pro Regular, as shown.  

To determine the capital letter height of text in the 
descriptor line, use the width of the same letter “i” to 
determine the distance between the bottom of the 
lowercase “p” descender in the ConocoPhillips logo and 
the capital letters of the descriptor. This will determine 
descriptor type size. The alignment of the first line in 
the descriptor is flush with the right edge of the logo. 
The alignment of the descriptor’s second line is flush 
left with the first line of the descriptor, as shown.

Tip: For guidelines on creation of internal logos, 
please see pg. 31-46 of this document.

Use the width of the same letter ”i” to determine 
the distance between the lowercase “P” descender 
and the capital letters of the descriptor. This will 
determine type size.

The maximum line length for the descriptor line is 
measured from the left edge of the “N” in ConocoPhillips 
to the right edge of the “S” in ConocoPhillips. Place the 
second descriptor line �ush left with the �rst line if 
more than one line is needed in the descriptor.

The leading is the same size as the 
type itself. 

Refer to page 40 of the Brand Guidelines for icon 
size and placement. 

Descriptor Starts Here
Secondary Line

Descriptor Start

The ”i” height is used to determine 
baseline for the descriptor. Simply 
place the ”i” as shown here. Set the
descriptor in Myriad Pro Regular.

Flush the �rst line of the descriptor with
the right edge of the logo.

ConocoPhillips BRAND GUIDELINES28
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LOGO 
SPECIAL APPLICATIONS

There will be times when the logo will be used 
for such special applications as promotions, 
invitations, announcements, etc. The sample logos 
shown right are appropriate for these applications. 
 
Be sure to request test samples or imprints from 
the vendor prior to final execution. Every material 
is different, and maintaining the legibility of the 
logo is paramount. 

SPECIAL APPLICATION 
Spot varnish or tone-on-tone for print,  
merchandise and etched glass for signage

DEBOSS  
Two-level deboss

EMBOSS 
Two-level emboss

ConocoPhillips BRAND GUIDELINES29
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To maintain the integrity of the ConocoPhillips 
identity, consistent and proper use of all logo 
components is essential.  
 
Avoid any alterations to the logo, including 
changes to color, size or placement that are not 
specifically defined as correct use variations 
within these standards. The examples on this 
page demonstrate possible misuses.

DO NOT use the mark separated from  
the logotype. 

DO NOT use photocopied, faxed, 
low-resolution or other low-quality artwork.

DO NOT use any color other than 
those specified.

DO NOT distort logo.DO NOT substitute words in logotype.

DO NOT outline logo.

DO NOT substitute type.

DO NOT change the sizing or scale of one 
logo component independent of the other.

DO NOT use logotype independently 
of the mark.

CONOCOphillips

ConocoPhillips BRAND GUIDELINES30
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Tip: 
While resizing in Microsoft programs, hold down the shift key 
to maintain the proportion of the logo or object.

LOGO 
INCORRECT USE

TABLE OF CONTENTS
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Internal Logos
Note: Applications are for demonstrative purposes only, and all 
text and images are intended to be representative placeholders.
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The company has invested in our brand which conveys our culture, SPIRIT values and who we are. Separate brands and unauthorized 

competing images can degrade our brand and cause dilution of our corporate logo; lessen our trademark’s ability to identify and 

distinguish our goods and services; detract from our image; and undermine the brand unity, clarity and simplicity that we wish  

to convey.

INTERNAL LOGOS

However, the company also recognizes that important projects 

and events present unique opportunities to express our culture 

to internal and external audiences. In these cases, the company 

allows the creation of short-term program or event graphic  

themes, since they are not part of the permanent corporate image.

In order to maintain the ConocoPhillips corporate identity 

consistently worldwide, any temporary logo or graphic themes 

used should not:

• Apply or alter the mark graphic from the corporate logo.

•  Use design elements other than those described in  

these standards.

•  Insert the ConocoPhillips corporate logo into another 

logo or complicated graphic in a manner that distracts  

from the logo, diminishes its image or violates its clear space.

There are rare exceptions when the ConocoPhillips corporate logo  

should not be used, for example, on some transportation vehicles, 

corporate aircraft, at noncompany or nonbusiness-related events, etc.  

All exceptions must receive prior approval from Brand and Creative 

Services, and IP Legal.

The general guidelines around the creation and use of internal 

logos follow on subsequent pages in this section.

BRAND VISUAL SYSTEM



ICONRECOMMENDED CORPORATE LOGO 
WITH DESCRIPTOR TEXT

INTERNAL LOGO TEXT TREATMENT GRAPHIC

Descriptor StartDescriptor Start

Did you know that there are various types of graphic treatments that can be used to signify your 
group, event or initiative? Outlined below is a quick overview of these options:

To maintain the strength of our brand, we have strict guidelines for the creation and use of internal logos. These guidelines are outlined in the following section.

Descriptor

Note: This is the preferred logo 
lockup for business units/
staff functions/groups. A 
corporate logo lockup with an 
internal logo (including icon) is 
permissible in rare instances and 
requires brand approval.

Note: To maintain our 
strong brand health, we 
have strict guidelines 
for the creation and use 
of internal logos. These 
guidelines are outlined in 
subsequent pages.

Note: Icons can be 
created to simply and 
quickly represent an 
idea in presentations, 
reports or newsletters. 
To protect our brand 
identity, icons may 
not be locked up with 
descriptor text and 
used as an internal logo 
without the permission 
and guidance of the 
Creative Services group.

Note: Text treatments can be created 
when a group/program/initiative 
requires unique identification but 
falls outside the guidelines of internal 
logos. These are ideal for report covers, 
PowerPoint covers, flyers, etc.

Note: Graphics are ideal for groups/programs/initiatives that fall 
outside the guidelines of internal logos and require communicating 
detailed information. Often various iterations of the base graphic 
are created to develop a cohesive look for a certain initiative 
without leaning on the use of an internal logo.
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Good logos are recognizable.
You want your logo to stand by itself. McDonalds, Apple and Nike all have recognizable logos and they 
achieve this by creating simple yet distinct shapes. These shapes are easy to remember and make an 
impression when you see them. A complex logo is di�cult to remember and therefore di�cult to 
recognize when you see it again.

For example, look at the logos below. Logo A combines three di�erent icons while Logos B, C and D 
feature only one distinct image. Logos B, C and D have distinct shapes that stand on their own. Therefore, 
these logos have a better chance of being recognized because they’re more easily remembered. Logo E 
combines two icons which is still more recognizable than logo A (it also resembles a logo belonging to a 
certain outdoors company based in Seattle).

Good logos are timeless.
Whether it be changes in their scope of work, marketing or product design, businesses evolve as they 
mature. This often happens in order to follow trends and adjust to the times. Though some logos may be 
tweaked slightly as the brand progresses, these changes should be kept minimal. 

Good logos are versatile.
When designing a logo, it’s easy to get �xated on the logo itself, so that you forget about its application. 
Logos are placed on di�erent products, mediums, textures and colors. Logos will be featured in many 
di�erent sizes. Oftentimes a sponsor or partner will use your logo and you will not have the ability to 
choose how or where your logo is placed. Therefore, your logo should be simple so that it looks 
appropriate in many di�erent settings. It must be legible at small sizes and able to be printed in 
monochrome. By keeping your logo simple and clean, it allows your products and website to have 
more complexities without your logo getting in the way.

Clean Logo Design: Why simplicity matters
CLEAN LOGO AND ICONOGRAPHY DESIGN

BRAND VISUAL SYSTEM
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It is important to remember that descriptor logos are the preferred logo style for all internal-facing and many external-facing logos as it allows 
ConocoPhillips to maintain a sense of unity and consistency globally. As noted on prior pages, we understand and have identified areas where 
custom logos may be created but these are the exception, not the rule.

When determining if your group need warrants a custom logo or not, please keep these three questions in mind:
 

1. Is my group one of the main business units of the company and contributing >$50MM to ConocoPhillips revenue?

 – If your group’s direct revenue is <$50MM, a descriptor logo will be created for your need.

2. Does my group or project require the participation of at least 20 employees?

 – If your group or project requires the participation of <20 employees, a descriptor logo will be created for your need.

3. Does my group or project have a direct employee audience size of at least 20 employees?

 – If your group or project team consists of <20 employees, a descriptor logo will be created for your need. 

 

CUSTOM INTERNAL LOGOS VS DESCRIPTOR LOGOS

BRAND VISUAL SYSTEM
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“WHO I WORK FOR” ANALOGY

 
 

“WHO I WORK FOR” ANALOGY

Canada

Canada

Where I work: An employee would 
typically refer to a business unit which 
forms the foundation of our exploration 
and production activities in the areas we 
operate. 

e.g., “I work at ConocoPhillips Canada.”

Business Units require a secondary local 
identity in order to enable ConocoPhillips’ 
operations.

NOTE: All top-tier business unit and regional logo 
requests must receive approval from the Manager 
of Brand and Community Programs, and Legal. 
Not all Category 1 logos will be allowed to have a 
lockup with the ConocoPhillips logo. 

If you’ve determined that an internal logo is needed, the way an employee identifies themself within the organization can help inform 
which group of sublevel logos is appropriate. Here we use the analogy of an employee discussing their job with an acquaintance:

What I do at work: An employee 
would refer to a specific staff function 
that they work within to enable our 
business. 

e.g., “I am a Regional Security Director 
within the Global Security group.” 

Staff functions do not require a 
prominent local identity, though their 
presence is critical to our business. 

What initiatives I am a part of:  
An employee may refer to being 
engaged on a high-profile, business-
critical and longstanding corporate 
initiative. 

e.g., “I am currently working on 
the nxtgen G&G initiative for 
ConocoPhillips.” 

A distinct (but aligned) identity that 
designates a group of employees 
working on a specific initiative can be 
developed.

How I am involved: An employee 
may refer to their ongoing 
involvement in an employee 
network. 

e.g., “I am involved in the Parents 
Network at ConocoPhillips.” 

A distinct (but aligned) identity that 
motivates employees to participate in 
these networks can be developed.

How I get involved from time to 
time:  An employee may become 
involved with short-term (though 
potentially recurring) corporate 
events and sponsorships. These can 
be both internal- or external-facing 
events. 

e.g., “Every year, I volunteer with 
ConocoPhillips’ United Way 
Campaign.” 

Again, a distinct (but aligned) identity 
that meets the needs of the particular 
program can be developed.

TOP-TIER BUSINESS UNIT AND REGIONS  STAFF FUNCTIONS CORPORATE PROGRAMS AND PROJECTS EMPLOYEE NETWORKS CORPORATE EVENTS AND SPONSORSHIPS

Who I work for:
Regardless of where employees work within 
the organization, we want them to consistently 
identify ConocoPhillips as their employer.

 

NOTE: 
For entities that cannot be grouped into the categories above, the default should be to adhere to the ConocoPhillips global brand logo and guidelines.
For joint ventures, legal requirements will dictate the prominence of the ConocoPhillips brand identity.

nxtgenG&G

nxtgenG&GGlobal Security

Global Security

ConocoPhillips BRAND GUIDELINES36 TABLE OF CONTENTS
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Category 1 logos include a simple icon with a descriptor. Requires special approval from Andrew Roberts, 
manager of brand and community programs, to lock up with the ConocoPhillips logo. Preferred colors for 
Category 1 logos are red or reversed white on dark backgrounds.

COLOR ICONOGRAPHY

CATEGORY 1 
BUSINESS AND OPERATING UNITS AND ASSETS 

Use Pantone 485 whenever possible. Use secondary 
pallette when 485 (Red) is not applicable.

x

x

DescriptorThe “i” height is used to 
determine baseline for the 
descriptor. Simply place the 
“i” as shown here. 

Flush the �rst line of the 
descriptor with the right edge 
of the logo.

Refer to page 40 for icon size 
and placement.

Iconography should be simple and 
timeless. They should be easily 
recognizable even at a small size.

Use the width of the same letter ”i” to determine the distance between the 
lowercase “p” descender and the capital letters of the descriptor. This will 
determine type size. The leading is the same size as the type itself. 

The descriptor typeface is set in Myriad Pro Regular.
title case / black 

An alternate stacked version can be used 
but the ConocoPhillips logo must also be 
clearly visible. 

Stacked logos should be all Red (or one 
color); the secondary palette can be used 
when Red is not applicable.

For the stacked  version, 
the descriptor is 1/4 the 
size of the icon.

tDescriptor Start

Logo requests in this group require approval from the Manager of Brand and Community Programs, and Legal.

TOP-TIER BUSINESS UNITS AND REGIONS LOGOS

BRAND VISUAL SYSTEM

ConocoPhillips BRAND GUIDELINES37 TABLE OF CONTENTS



CATEGORY 1 
EXAMPLES 

Great Plains

tCanada

Canada

tGreat Plains

TOP-TIER BUSINESS UNIT OR REGION LOGO
EXAMPLES

BRAND VISUAL SYSTEM
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CATAGORY 1

tCanada

CATEGORY 3 
USAGE 

t

tCanada

For Category 1 a lockup with the ConocoPhillips logo 
should be used whenever possible.

The stacked version can be used, if the 
ConocoPhillips logo is also present on 
the item.

TOP-TIER BUSINESS UNIT OR REGION LOGO
USAGE

BRAND VISUAL SYSTEM
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OTHER COLOR OPTIONS

Preferred:

Two-color positive logo on  
white background

Alternate: Two-color reverse on dark  
background (black is preferred)

Alternate: Two-color reverse on dark  

Alternate: One-color reverse on color background 
(ConocoPhillips Red is preferred)

Alternate: One -color reverse on dark  

Limited use: One-color black on white or 
light-colored background

Limited use: One-color positive on light photo 
background (grayscale backgrounds only)

tCanada

Canada

tCanada tCanada

tCanada

tCanada

tCanada

Canada

Canada

Canada

Canada

tCanada

photo background  photo background  

TOP-TIER BUSINESS UNIT OR REGION LOGO
COLOR USAGE

BRAND VISUAL SYSTEM
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COLOR ICONOGRAPHY

CATEGORY 2 
STAFF FUNCTIONS, CORPORATE PROGRAMS AND PROJECTS  

Use Pantone 485 whenever possible; use secondary 
pallette when 485 (Red) is not applicable.

Iconography should be simple and 
timeless. They should be easily 
recognizable even at a small size.

t

A stacked (shown above) or horizontal version (shown right) of your logo can 
be used.

The descriptor typeface is set in Myriad Pro Regular. The descriptor should always 
be title case. Icon should never be separated from the descriptor copy. Black type 
is preferred.

Icon must always be paired with the descriptor and placed to the 
right, when using the horizontal version of the logo.

For the stacked  version, 
the descriptor is 1/4 the 
size of the icon.

For the horizontal version 
the descriptor is 1/2 the 
size of the icon. Spaced at 
1/4 size of the icon.

Descriptor

Descriptor

Category 2 logos include a simple, multi-color icon with a descriptor in black. These logos cannot be locked up with the ConocoPhillips logo. 

x

x x
x

These logos include a simple, multicolor icon with a descriptor in black. They cannot be locked up with the 
ConocoPhillips logo; however, the ConocoPhillips logo must always be present and clearly visible on the 
same material which the sublevel logo is placed. 

STAFF FUNCTION, CORPORATE PROGRAMS AND PROJECTS

BRAND VISUAL SYSTEM
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nxtgenG&G

nxtgenG&G

Global Security

Global Security

Global Security

Global Security

STAFF FUNCTION, CORPORATE PROGRAMS AND PROJECTS
EXAMPLES

BRAND VISUAL SYSTEM
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CATAGORY 1

tCanada

CATEGORY 2 
USAGE 

nxtgenG&G

For Category 2, either horizontal or 
stacked logos can be used as long as the 
ConocoPhillips logo is also clearly visible.

For Category 2, either horizontal or 
 stacked logos can be used as long as the 
ConocoPhillips logo is also clearly visible.

STAFF FUNCTION, CORPORATE PROGRAMS AND PROJECTS
USAGE 

BRAND VISUAL SYSTEM
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OTHER COLOR OPTIONS

 

Alternate: One-color reverse on dark photo  
background (or grayscale images). 

Limited use: One-color black on white or 
light-colored background.

Limited use: One-color positive on light photo 
background (grayscale backgrounds only).

nxtgenG&G

nxtgenG&G

nxtgenG&G

nxtgenG&G
nxtgenG&G

nxtgenG&G nxtgenG&G

nxtgenG&G

tnxtgenG&G

tnxtgenG&G

tnxtgenG&G

Preferred: Full-color positive logo on  white 
background

Alternate: One-color reverse on color background 
(ConocoPhillips Gray Pantone 431 is preferred).

Alternate: On dark backrounds reverse descriptor 
text to white (black background is preferred).

Alternate: On dark photo background, reverse 
descriptor text to white.

nxtgenG&G

STAFF FUNCTION, CORPORATE PROGRAMS AND PROJECTS
COLOR USAGE 
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CATEGORY 3

Events and Sponsorships

Employee Network 

Event
Descriptor Network

Descriptor

COLOR ICONOGRAPHY

Use Pantone 485 whenever possible; use secondary 
pallette when 485 (Red) is not applicable.

Iconography should be simple and 
timeless. They should be easily 
recognizable even at a small size.

EVENT EMPLOYEE NETWORK

EVENTS, SPONSORSHIPS AND EMPLOYEE NETWORKS

E V E N T  D A T E  O R  Y E A R

This group of logos can be more elaborate and utilize ConocoPhillips’ secondary and tertiary brand colors. These 
logos may never be locked up with the ConocoPhillips logo.

The preferred typeface is set in Myriad Pro Regular, title case. However, use of Myriad Pro bold and light is acceptable 
if needed for emphasis.

NOTE: In most instances, the ConocoPhillips logo should also be present on the material that has the 
sublevel logo. For guidance on this, please contact Creative Services.

EVENTS, SPONSORSHIPS AND EMPLOYEE NETWORKS

BRAND VISUAL SYSTEM
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EMPLOYEE NETWORKS, CORPORATE EVENTS AND SPONSORSHIPS
 EXAMPLES
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Co-Branding Guidelines
Note: Applications are for demonstrative purposes only, and all 
text and images are intended to be representative placeholders.



LOCKUP APPROACH

Partner Logo in ConocoPhillips Materials

There are two options for implementing partner logos 
in co-branded materials. One option is to use a lockup 
approach and the other is prominent placement of both 
logos on a communications material. In both cases it is 
important to ensure equal weighting of both logos. 
 
When using a partner logo in co-branded partnership 
materials, it is important to remember to: 

• Request the logo from your direct contact at the 
partner organization (PNG/EPS and full-color/one-
color formats are the best to request upfront).

• Ask if the partner organization has any guidance on 
requirements when using their logo in co-branded 
materials. 

• Share final co-branded communication pieces with 
your partner organization for their awareness/
approval (however the agreement is set up) prior  
to publishing.

For additional help please email Audrey Henderson, 
Account Manager, Creative Services.
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PARTNER LOGO IN BRANDED MATERIALS — LOCKUP APPROACH 

Partner logo lockup
Use a .5 point, black rule as a divider, equal 
to the height of the ConocoPhillips logo. The 
distance from the logo to the line should 
be equal on both sides (roughly “h” height 
distance on either side of the divider). Each 
logo should be sized to be optically equal.

Tip: Always match the logos in terms of color 
style  — preferred is that both logos are 
full-color, however the logos may also be 
one-color white or black. 

It is preferred that the ConocoPhillips logo 
be on the left or top side of the divider bar.

PARTNER LOGO

PARTNER LOGO

PARTNER LOGO

Event Guide

PARTNER LOGO

n

n

n

n

nn
n

n

n

n
Event Guide

PARTNER LOGO
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ALTERNATIVE APPROACH
Space restrictions may not always allow for a lockup. 
Logos may be placed on a single communication piece in 
top left and bottom right areas. Follow similar guidelines 
as the lockup.

Logos should be proportionally the same size. Both  
full-color or one-color.

Tip:  
Depending on partnership agreements you may add 
phrasing such as “Sponsored by...”, “Hosted by...”, 
“Powered by...”. However it is important to remember 
clear space rules and ensure the design of the 
communication materials does not imply a company/
legal partnership. 

NOTE: Do not put partner logo in arrow.

49
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PARTNER LOGO

PARTNER LOGO

PARTNER LOGO

PARTNER LOGO PARTNER LOGO

DO align baseline of both logos, when partner logo is a text-based logo,  
                otherwise center horizontally.

DO ensure logos are both within clear space.

DO use proper spacing.

DO use same color style.

DO request vector partner logos in color styles allowed by company. 

DO review partner logo guidelines. 

DON’T lose the vertical divider.

DON’T mix color styles.

DON’T save partner logos from the web.

DON’T alter logos in any way.

DON’T crowd lockup with photos, textures or modifiers.

DON’T stack without divider line.

sponsored by:

PARTNER LOGO

PARTNER LOGO

n

n nn

n

n

L

DOS AND DON’TS

BRAND ELEMENTS
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Brand Colors
Note: Applications are for demonstrative purposes only, and all 
text and images are intended to be representative placeholders.



Our primary brand colors are ConocoPhillips Red, white, gray 
and black. The secondary palette should always be used in 
moderation and never overpower the foundation of 
ConocoPhillips Red, white and black. 
 
Our tertiary colors consist of blue and green. For external- 
facing communications, the tertiary palette should only be 
used for functional purposes, such as information graphics 
or specific company initiatives. Internal-facing communications 
should follow this guideline as well, but there is more latitude 
in utilizing the tertiary palette for various needs. 
 
Even though ConocoPhillips Red is a primary brand color, 
please use it judiciously, so as not to overwhelm 
communications with too much of this bold color.

Yellow
PMS  7548
CMYK  0/22/100/0
RGB  255/199/9
HEX  #FFC705

Green
PMS  369
CMYK  67/12/100/0
RGB  99/169/69
HEX  #63A945

Orange
PMS  158
CMYK  0/62/95/0
RGB  245/127/41
HEX  #F57F29

Blue
PMS  3005
CMYK  100/40/2/0
RGB  0/125/193
HEX  #007DC1

ConocoPhillips Red
PMS  485
CMYK  0/100/100/0
RGB  255/0/0*
HEX  #FF0000

Dark Red
PMS  2350
CMYK  0/95/91/19
RGB  199/40/37
HEX  #C72825

Black
PMS  Black
CMYK  0/0/0/100
RGB  0/0/0
HEX  #000000

BRAND VISUAL SYSTEM

Gray
PMS  431
CMYK  66/48/45/17
RGB  92/108/114
HEX  #5C6C72

White
PMS  N/A
CMYK  0/0/0/0
RGB  255/255/255
HEX  #FFFFFF

Please use the values listed here when not using spot color. Do not let the software convert the Pantone colors to CMYK.

* When using large areas of ConocoPhillips Red in digital media, adjust color to 197/0/0 formula; the mark should always still be 255/0/0. ConocoPhillips BRAND GUIDELINES TABLE OF CONTENTS

BRAND COLORS
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COLOR USAGE EXAMPLES
This page shows examples of how we apply 
focused primary and secondary color choices to 
create impact, as well as visual hierarchy. 
Although we have a broad selection of colors to 
use in telling the stories that express our brand, 
remember that our three primary colors are still 
our “lead colors.” Think of the secondary and 
tertiary colors as “assistants.” Their main job 
is to support the primary colors and add visual  
pop to layouts and documents.

Document or presentation section dividers

Brand color palette expressed through photography Information graphics (see page 73)

Iconography (see page 71)
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Brand Colors

(Primary, Secondary, Tertiary)

Brand Colors

(Primary, Secondary)

Brand Colors

(Primary, Secondary)

ConocoPhillips Red

(Primary)

ConocoPhillips Red

(Primary)

ConocoPhillips Red

(Primary)

Brand Colors

(Primary, Secondary, Tertiary)

Dark Gray
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Dark Gray
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Exploration Production Exploration and Production Headquarters

ConocoPhillips  
at a Glance
Headquartered in Houston, Texas, ConocoPhillips had operations and activities in 17 countries, $71 

billion of total assets, and approximately 10,400 employees as of December 31, 2019. Production 

excluding Libya averaged 1,305 thousand barrels of oil equivalent per day (“MBOED”) in 2019, and 

proved reserves were 5.3 billion barrels of oil equivalent (“BBOE”) as of December 31, 2019. 

Who We Are
 

We are challenged with an important job to safely 

find and deliver energy to the world.

Our employees, contractors, vendors, investors and 

community partners are critical to our success. We 

couldn’t power civilization without them.

We’re grounded by values that position us to 

deliver strong performance in a dynamic business 

– but not at all costs. We believe it’s not just what 

we do – it’s how we do it – that sets us apart. 
 
We respect one another, recognizing that our 

success depends upon our employees. We create 

an inclusive environment that reflects the different 

backgrounds, experiences, ideas and perspectives 

of our employees.

Our People 
 

We believe that an engaged workforce is a powerful determinant 

of business success and in 2019 we launched a multi-year effort 

to solicit feedback from our employees via an employee survey, 

“Perspectives.” In the survey, we had 86% employee participation 

and achieved a satisfaction score 5 points higher than general 

Payroll Country Distribution industry companies and 11 points 

higher than our energy peers. Based on survey results, leaders

across the company developed action plans for their areas of 

accountability to address employee feedback. We track progress 

on the action plans and intend to resurvey our employees in 2020.

At year-end 2019, we had approximately 10,400 employees in 17 

countries. This reflects a 4% decrease from 2018, driven primarily 

by asset dispositions.

Across our 17 countries of operations, more than 10,000 people work in a truly 
integrated way to find and produce oil and natural gas.

Our success depends on our people. Our employees’ focus on accountability and performance enables us to safely
�nd and deliver energy to the world. E�ectively engaging, developing, retaining and rewarding our employees is a
priority for us.

We believe that an engaged workforce is a powerful determinant of business success and in 2019 we launched a
multi-year e�ort to solicit feedback from our employees via an employee survey, “Perspectives.” In the survey, we
had 86% employee participation and achieved a
satisfaction score 5 points higher than general
industry companies and 11 points higher than our
energy peers. Based on survey results, leaders
across the company developed action plans for
their areas of accountability to address employee
feedback. We track progress on the action plans
and intend to resurvey our employees in 2020.

At year-end 2019, we had approximately 10,400
employees in 17 countries. This re�ects a 4%
decrease from 2018, driven primarily by asset
dispositions.

Our People

3.1%
Great Britain

0.7%
China

6.1%
Indonesia

17.6%
Norway

7.3%
Canada

1.7%
Other Countries

55.3%
USA

8.2%
Australia

Payroll Country Distribution
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Accountable
to Each Other

Conocophillips Global Connections

Our operations are diverse. So too are the skilled men and women of ConocoPhillips. 

Yet, all 16,900 of us work together as one across operations and activities in 30 countries. 

We commit to fulfill our core SPIRIT Values of Safety, People, Integrity, Responsibility, 

Innovation and Teamwork. Building on our proven track records of performance and 

success, we’re applying the focus and culture of an independent ConocoPhillips. 

Recognizing people’s potential

The result is more than just a global team that understands 

ConocoPhillips’ strategic objectives and what it takes to deliver on 

them. It also unlocks the potential of our people to support our 

company’s growth plans and to feel passionate about their contri-

butions and careers.

We recognize that demand for talent in our industry shows no signs 

of slowing down. Attracting and retaining the best in the business 

touches every part of our organization. We are using innovative 

strategies to add great new colleagues to our team and to engage 

them once they are on board.

As part of our future-workforce planning, we are committed to 

increasing student interest in energy industry professions. From 

supporting scholarships in science, technology, engineering 

and mathematics to the extensive use of university internships, 

we are attracting the best talent available. Once they join us at 

ConocoPhillips, we see early career development as an important 

investment. Both newly hired graduates and experienced personnel 

have access to a suite of training and development opportunities, 

plus knowledgesharing capabilities that are among the best in the 

world. In fact, our efforts to drive collaboration across the organiza-

tion were recognized with a 2012 Global Most Admired Knowledge 

Enterprise award. With technology companies like Apple, Google 

and IBM on the list of winners, we are keeping good company. 

We also put time and energy into unique talent management 

teams that drive career development across the globe, while our 

management succession process identifies and cultivates the next 

generation of leaders.

Developing and applying innovative technology is a key compo-

nent of our future success and social license to operate. Our people 

engage and collaborate with leading academic institutions and re-

search partners and access promising technologies via early-stage 

venture investments. Our major areas of technical focus support 

our business growth plans, including developing unconventional 

resources, producing heavy oil economically with fewer emissions, 

improving our competitiveness in deepwater, advancing LNG 

capabilities and implementing sustainability measures.

We are also committed to ensuring the health and wellness of 

our employees. Our wellness program encourages our workforce 

to take charge of their health through a combination of wellness 

screenings, education and incentives. In 2013, we will launch Good 

Employees worldwide
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1 In mid-2015, ConocoPhillips announced plans to reduce future spending on deepwater exploration and is currently pursuing a phased exit.
2 Full-year 2015 production was 1,525 MBOED when adjusted for the full-year impact of 2015 asset dispositions, which was 64 MBOED.
Natural gas production and resources targeted toward lique�ed natural gas are depicted as LNG.
OECD refers to member countries of the Organisation for Economic Co-operation and Development.
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Supply Chain  
Sustainability 
Sustainability is integral to our procurement processes and supplier engagement. We have identified 

sustainability questions to be used in bids and performance indicators and will continue to enhance 

processes and engage our suppliers to identify and manage risks and increase productivity and 

efficiency within the supply chain. We are committed to supporting business opportunities and 

capacity building for local and diverse suppliers in our own operations and through our supply chain. 

As we integrate sustainable development into our key 

business activities, suppliers play a significant role. From 

constructing our facilities to providing well services and 

supplying equipment, how they manage their impact 

on the environment and community is important to us 

and can affect our performance. We regularly engage our 

suppliers through Business Reviews, Supplier Relationship 

Management, Supplier Sustainability Forum and supplier 

audits to.

We conduct all contracting and procurement activities 

in an ethical manner in accordance with our Supply 

Chain Standard and applicable laws. We require suppliers 

to comply with certain requirements as a condition of 

business and to be guided by the principles and standards 

set forth in the ConocoPhillips Code of Business Ethics 

and Conduct and their own ethics and conduct policies. 

Our Code of Business Ethics and Conduct: Expectations 

of Suppliers provides additional clarity to our suppliers 

regarding our expectations in these areas.

Sustainability is integral to our procurement processes and supplier
engagement. We have identi�ed sustainability questions to be used in bids and
performance indicators and will continue to enhance processes and engage our
suppliers to identify and manage risks and increase productivity and e� ciency
within the supply chain. We are committed to supporting business opportunities
and capacity building for local and diverse suppliers in our own operations and
through our supply chain. 

Engaging with Suppliers
As we integrate sustainable development into our key business activities, suppliers play a signi�cant role. From
constructing our facilities to providing well services and supplying equipment, how they manage their impact on
the environment and community is important to us and can a�ect our performance. 

We regularly engage our suppliers through Business Reviews, Supplier Relationship Management, Supplier
Sustainability Forum and supplier audits to: 

Review the ConocoPhillips sustainability governance system and asses how we can work with suppliers.
Identify sustainable development opportunities and risks in the extended supply chains of critical categories.
Share best practices for building supplier capacity throughout the supply chain.

We conduct all contracting and procurement activities in an ethical manner in accordance with our Supply Chain
Standard and applicable laws. We require suppliers to comply with certain requirements as a condition of business
and to be guided by the principles and standards set forth in the ConocoPhillips Code of Business Ethics and

Supply Chain Sustainability

Conduct and their own ethics and conduct policies. Our Code of Business Ethics and Conduct: Expectations of
Suppliers provides additional clarity to our suppliers regarding our expectations in these areas:

Suppliers must comply with applicable environmental laws and regulations and

$9.4
billion
Total spend with
contractors and
suppliers in 2019
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Conocophillips Global Connections

Our operations are diverse. So too are the skilled men and women of ConocoPhillips. 

Yet, all 16,900 of us work together as one across operations and activities in 30 countries. 

We commit to fulfill our core SPIRIT Values of Safety, People, Integrity, Responsibility, 

Innovation and Teamwork. Building on our proven track records of performance and 

success, we’re applying the focus and culture of an independent ConocoPhillips. 

Recognizing people’s potential

The result is more than just a global team that understands 

ConocoPhillips’ strategic objectives and what it takes to deliver on 

them. It also unlocks the potential of our people to support our 

company’s growth plans and to feel passionate about their contri-

butions and careers.

We recognize that demand for talent in our industry shows no signs 

of slowing down. Attracting and retaining the best in the business 

touches every part of our organization. We are using innovative 

strategies to add great new colleagues to our team and to engage 

them once they are on board.

As part of our future-workforce planning, we are committed to 

increasing student interest in energy industry professions. From 

supporting scholarships in science, technology, engineering 

and mathematics to the extensive use of university internships, 

we are attracting the best talent available. Once they join us at 

ConocoPhillips, we see early career development as an important 

investment. Both newly hired graduates and experienced personnel 

have access to a suite of training and development opportunities, 

plus knowledgesharing capabilities that are among the best in the 

world. In fact, our efforts to drive collaboration across the organiza-

tion were recognized with a 2012 Global Most Admired Knowledge 

Enterprise award. With technology companies like Apple, Google 

and IBM on the list of winners, we are keeping good company. 

We also put time and energy into unique talent management 

teams that drive career development across the globe, while our 

management succession process identifies and cultivates the next 

generation of leaders.

Developing and applying innovative technology is a key compo-

nent of our future success and social license to operate. Our people 

engage and collaborate with leading academic institutions and re-

search partners and access promising technologies via early-stage 

venture investments. Our major areas of technical focus support 

our business growth plans, including developing unconventional 

resources, producing heavy oil economically with fewer emissions, 

improving our competitiveness in deepwater, advancing LNG 

capabilities and implementing sustainability measures.

We are also committed to ensuring the health and wellness of 

our employees. Our wellness program encourages our workforce 

to take charge of their health through a combination of wellness 

screenings, education and incentives. In 2013, we will launch Good 

Employees worldwide
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1 In mid-2015, ConocoPhillips announced plans to reduce future spending on deepwater exploration and is currently pursuing a phased exit.
2 Full-year 2015 production was 1,525 MBOED when adjusted for the full-year impact of 2015 asset dispositions, which was 64 MBOED.
Natural gas production and resources targeted toward lique�ed natural gas are depicted as LNG.
OECD refers to member countries of the Organisation for Economic Co-operation and Development.
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ConocoPhillips BRAND GUIDELINES TABLE OF CONTENTS

COLORS IN USE
This page shows samples of how we apply 
focused primary and secondary color choices to 
create impact, as well as visual hierarchy. 
Although we have a broad selection of colors to 
use in telling the stories that express our brand, 
remember that our three primary colors are still 
our “lead colors.” Think of the secondary and 
tertiary colors as “assistants.” Their main job 
is to support the primary colors and add visual  
pop to layouts.
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BRAND VISUAL SYSTEM

TABLE OF CONTENTS



ConocoPhillips BRAND GUIDELINES TABLE OF CONTENTS

Typography
Note: Applications are for demonstrative purposes only, and all 
text and images are intended to be representative placeholders.



Myriad Pro
Myriad Pro Light
Myriad Pro Light Italic
Myriad Pro Regular
Myriad Pro Regular Italic
Myriad Pro Semibold
Myriad Pro Semibold Italic
Myriad Pro Black
Myriad Pro Black Italic

Calibri Light
Calibri Regular
Calibri Regular Italic
Calibri Bold
Calibri Bold Italic

Calibri

PRIMARY TYPEFACE PC SYSTEM TYPEFACE

ConocoPhillips BRAND GUIDELINES TABLE OF CONTENTS

TYPOGRAPHY
Typography is a vital element in establishing the tone  
and consistency of our brand. We only use the approved 
typefaces shown here.

Primary typeface: Myriad Pro
The ConocoPhillips primary font family, Myriad Pro, was 
selected because of its legibility and adaptability to a wide  
range of materials. 

PC system typefaces: Calibri
For Microsoft Office and desktop applications, we use  
Calibri Light, Regular and Bold. For online applications, 
when possible, use web versions of Myriad Pro. 
 
Do not used Myriad Pro Condensed.

56

BRAND VISUAL SYSTEM



Headline

Myriad Pro Light
Myriad Pro Semibold

Sub-Head Copy

Myriad Pro Light

Sub-Head

Myriad Pro Semibold

Body Copy

Myriad Pro Regular

Infographics Data

Myriad Pro Semibold
Myriad Pro Light

Page Footer

Myriad Pro Regular
All Caps
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ConocoPhillips  
at a Glance
Headquartered in Houston, Texas, ConocoPhillips had operations and activities in 17 countries, $71 

billion of total assets, and approximately 10,400 employees as of December 31, 2019. Production 

excluding Libya averaged 1,305 thousand barrels of oil equivalent per day (“MBOED”) in 2019, and 

proved reserves were 5.3 billion barrels of oil equivalent (“BBOE”) as of December 31, 2019. 

Who We Are
 

We are challenged with an important job to safely 

find and deliver energy to the world.

Our employees, contractors, vendors, investors and 

community partners are critical to our success. We 

couldn’t power civilization without them.

We’re grounded by values that position us to 

deliver strong performance in a dynamic business 

– but not at all costs. We believe it’s not just what 

we do – it’s how we do it – that sets us apart. 
 
We respect one another, recognizing that our 

success depends upon our employees. We create 

an inclusive environment that reflects the different 

backgrounds, experiences, ideas and perspectives 

of our employees.

Our People 
 

We believe that an engaged workforce is a powerful determinant 

of business success and in 2019 we launched a multi-year effort 

to solicit feedback from our employees via an employee survey, 

“Perspectives.” In the survey, we had 86% employee participation 

and achieved a satisfaction score 5 points higher than general 

Payroll Country Distribution industry companies and 11 points 

higher than our energy peers. Based on survey results, leaders

across the company developed action plans for their areas of 

accountability to address employee feedback. We track progress 

on the action plans and intend to resurvey our employees in 2020.

At year-end 2019, we had approximately 10,400 employees in 17 

countries. This reflects a 4% decrease from 2018, driven primarily 

by asset dispositions.

Across our 17 countries of operations, more than 10,000 people work in a truly 
integrated way to find and produce oil and natural gas.

Our success depends on our people. Our employees’ focus on accountability and performance enables us to safely
�nd and deliver energy to the world. E�ectively engaging, developing, retaining and rewarding our employees is a
priority for us.

We believe that an engaged workforce is a powerful determinant of business success and in 2019 we launched a
multi-year e�ort to solicit feedback from our employees via an employee survey, “Perspectives.” In the survey, we
had 86% employee participation and achieved a
satisfaction score 5 points higher than general
industry companies and 11 points higher than our
energy peers. Based on survey results, leaders
across the company developed action plans for
their areas of accountability to address employee
feedback. We track progress on the action plans
and intend to resurvey our employees in 2020.

At year-end 2019, we had approximately 10,400
employees in 17 countries. This re�ects a 4%
decrease from 2018, driven primarily by asset
dispositions.

Our People

3.1%
Great Britain

0.7%
China

6.1%
Indonesia

17.6%
Norway

7.3%
Canada

1.7%
Other Countries

55.3%
USA

8.2%
Australia

Payroll Country Distribution

16ConocoPhillips 2019 Sustainability ReportIntegrating Sustainability   |▲ Back to Table of Contents

17
Countries as of Dec. 31, 2019 as of Dec. 31, 2019

1,305
MBOED

5.3
Billion BOE

Global Operations and Activities Employees

2019 Production* 2019 Proved Reserves

~10,400
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Conocophillips Global Connections

Our operations are diverse. So too are the skilled men and women of ConocoPhillips. 

Yet, all 16,900 of us work together as one across operations and activities in 30 countries. 

We commit to fulfill our core SPIRIT Values of Safety, People, Integrity, Responsibility, 

Innovation and Teamwork. Building on our proven track records of performance and 

success, we’re applying the focus and culture of an independent ConocoPhillips. 

Recognizing people’s potential

The result is more than just a global team that understands 

ConocoPhillips’ strategic objectives and what it takes to deliver on 

them. It also unlocks the potential of our people to support our 

company’s growth plans and to feel passionate about their contri-

butions and careers.

We recognize that demand for talent in our industry shows no signs 

of slowing down. Attracting and retaining the best in the business 

touches every part of our organization. We are using innovative 

strategies to add great new colleagues to our team and to engage 

them once they are on board.

As part of our future-workforce planning, we are committed to 

increasing student interest in energy industry professions. From 

supporting scholarships in science, technology, engineering 

and mathematics to the extensive use of university internships, 

we are attracting the best talent available. Once they join us at 

ConocoPhillips, we see early career development as an important 

investment. Both newly hired graduates and experienced personnel 

have access to a suite of training and development opportunities, 

plus knowledgesharing capabilities that are among the best in the 

world. In fact, our efforts to drive collaboration across the organiza-

tion were recognized with a 2012 Global Most Admired Knowledge 

Enterprise award. With technology companies like Apple, Google 

and IBM on the list of winners, we are keeping good company. 

We also put time and energy into unique talent management 

teams that drive career development across the globe, while our 

management succession process identifies and cultivates the next 

generation of leaders.

Developing and applying innovative technology is a key compo-

nent of our future success and social license to operate. Our people 

engage and collaborate with leading academic institutions and re-

search partners and access promising technologies via early-stage 

venture investments. Our major areas of technical focus support 

our business growth plans, including developing unconventional 

resources, producing heavy oil economically with fewer emissions, 

improving our competitiveness in deepwater, advancing LNG 

capabilities and implementing sustainability measures.

We are also committed to ensuring the health and wellness of 

our employees. Our wellness program encourages our workforce 

to take charge of their health through a combination of wellness 

screenings, education and incentives. In 2013, we will launch Good 

Employees worldwide
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1 In mid-2015, ConocoPhillips announced plans to reduce future spending on deepwater exploration and is currently pursuing a phased exit.
2 Full-year 2015 production was 1,525 MBOED when adjusted for the full-year impact of 2015 asset dispositions, which was 64 MBOED.
Natural gas production and resources targeted toward lique�ed natural gas are depicted as LNG.
OECD refers to member countries of the Organisation for Economic Co-operation and Development.
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Exploration Production Exploration and Production Headquarters

ConocoPhillips  
at a Glance
Headquartered in Houston, Texas, ConocoPhillips had operations and activities in 17 countries, $71 

billion of total assets, and approximately 10,400 employees as of December 31, 2019. Production 

excluding Libya averaged 1,305 thousand barrels of oil equivalent per day (“MBOED”) in 2019, and 

proved reserves were 5.3 billion barrels of oil equivalent (“BBOE”) as of December 31, 2019. 

Who We Are
 

We are challenged with an important job to safely 

find and deliver energy to the world.

Our employees, contractors, vendors, investors and 

community partners are critical to our success. We 

couldn’t power civilization without them.

We’re grounded by values that position us to 

deliver strong performance in a dynamic business 

– but not at all costs. We believe it’s not just what 

we do – it’s how we do it – that sets us apart. 
 
We respect one another, recognizing that our 

success depends upon our employees. We create 

an inclusive environment that reflects the different 

backgrounds, experiences, ideas and perspectives 

of our employees.

Our People 
 

We believe that an engaged workforce is a powerful determinant 

of business success and in 2019 we launched a multi-year effort 

to solicit feedback from our employees via an employee survey, 

“Perspectives.” In the survey, we had 86% employee participation 

and achieved a satisfaction score 5 points higher than general 

Payroll Country Distribution industry companies and 11 points 

higher than our energy peers. Based on survey results, leaders

across the company developed action plans for their areas of 

accountability to address employee feedback. We track progress 

on the action plans and intend to resurvey our employees in 2020.

At year-end 2019, we had approximately 10,400 employees in 17 

countries. This reflects a 4% decrease from 2018, driven primarily 

by asset dispositions.

Across our 17 countries of operations, more than 10,000 people work in a truly 
integrated way to find and produce oil and natural gas.

Our success depends on our people. Our employees’ focus on accountability and performance enables us to safely
�nd and deliver energy to the world. E�ectively engaging, developing, retaining and rewarding our employees is a
priority for us.

We believe that an engaged workforce is a powerful determinant of business success and in 2019 we launched a
multi-year e�ort to solicit feedback from our employees via an employee survey, “Perspectives.” In the survey, we
had 86% employee participation and achieved a
satisfaction score 5 points higher than general
industry companies and 11 points higher than our
energy peers. Based on survey results, leaders
across the company developed action plans for
their areas of accountability to address employee
feedback. We track progress on the action plans
and intend to resurvey our employees in 2020.

At year-end 2019, we had approximately 10,400
employees in 17 countries. This re�ects a 4%
decrease from 2018, driven primarily by asset
dispositions.

Our People
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Conocophillips Global Connections

Our operations are diverse. So too are the skilled men and women of ConocoPhillips. 

Yet, all 16,900 of us work together as one across operations and activities in 30 countries. 

We commit to fulfill our core SPIRIT Values of Safety, People, Integrity, Responsibility, 

Innovation and Teamwork. Building on our proven track records of performance and 

success, we’re applying the focus and culture of an independent ConocoPhillips. 

Recognizing people’s potential

The result is more than just a global team that understands 

ConocoPhillips’ strategic objectives and what it takes to deliver on 

them. It also unlocks the potential of our people to support our 

company’s growth plans and to feel passionate about their contri-

butions and careers.

We recognize that demand for talent in our industry shows no signs 

of slowing down. Attracting and retaining the best in the business 

touches every part of our organization. We are using innovative 

strategies to add great new colleagues to our team and to engage 

them once they are on board.

As part of our future-workforce planning, we are committed to 

increasing student interest in energy industry professions. From 

supporting scholarships in science, technology, engineering 

and mathematics to the extensive use of university internships, 

we are attracting the best talent available. Once they join us at 

ConocoPhillips, we see early career development as an important 

investment. Both newly hired graduates and experienced personnel 

have access to a suite of training and development opportunities, 

plus knowledgesharing capabilities that are among the best in the 

world. In fact, our efforts to drive collaboration across the organiza-

tion were recognized with a 2012 Global Most Admired Knowledge 

Enterprise award. With technology companies like Apple, Google 

and IBM on the list of winners, we are keeping good company. 

We also put time and energy into unique talent management 

teams that drive career development across the globe, while our 

management succession process identifies and cultivates the next 

generation of leaders.

Developing and applying innovative technology is a key compo-

nent of our future success and social license to operate. Our people 

engage and collaborate with leading academic institutions and re-

search partners and access promising technologies via early-stage 

venture investments. Our major areas of technical focus support 

our business growth plans, including developing unconventional 

resources, producing heavy oil economically with fewer emissions, 

improving our competitiveness in deepwater, advancing LNG 

capabilities and implementing sustainability measures.

We are also committed to ensuring the health and wellness of 

our employees. Our wellness program encourages our workforce 

to take charge of their health through a combination of wellness 

screenings, education and incentives. In 2013, we will launch Good 

Employees worldwide

Sharing  
knowledge 
around the 
world. 16.9K

Exploration1

Production

Exploration and Production1

Major Pipeline

Key Development or Program

Headquarters

Key O�ce Location

AUSTRALIA

Brisbane

Australia
Paci�c LNG 

Perth

Bayu-Undan/Darwin LNG

Athena

ANGOLA

COLOMBIA
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CHILE 

Doha
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NORWAY
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UNITED STATES – 
ALASKA

Anchorage
Cook Inlet

TAPS Pipeline

Calgary

Surmont
Narrows Lake
Christina Lake
Foster Creek

Clearwater
Kaybob-Edson

Deep Basin

CANADA

NOR TH AMERICA

Bartlesville 
Farmington

Houston

Washington, D.C.

Eagle Ford

San Juan Basin

Permian Basin

Anadarko Basin

GOM

Barnett

UNITED STATES –
LOWER 48Wyoming/

Uinta Basin

Bakken

Niobrara

Aberdeen

East Irish Sea

Southern
North Sea

J-Area

Clair
Britannia

Alvheim

Greater Eko�sk Area

Stavanger

Prudhoe Bay
Kuparuk

Alpine

11%
Alaska

34%
Lower 48

20%
Canada

22%
Asia Paci�c &
Middle East

13%
Europe &
North Africa

2015 Production2

by region

17%
Alaska

22%
Lower 48

19%
Asia Paci�c &
Middle East

32%
Canada

10%
Europe &
North Africa

2015 Proved Reserves
by region

24%
North American
Natural Gas

19%
LNG & International
Natural Gas

57%
Liquids

2015 Production2

1,589 MBOED

2015 Production2 and Proved Reserves

16%
Non OECD

84%
OECD

2015 Proved Reserves
8.2 BBOE

1 In mid-2015, ConocoPhillips announced plans to reduce future spending on deepwater exploration and is currently pursuing a phased exit.
2 Full-year 2015 production was 1,525 MBOED when adjusted for the full-year impact of 2015 asset dispositions, which was 64 MBOED.
Natural gas production and resources targeted toward lique�ed natural gas are depicted as LNG.
OECD refers to member countries of the Organisation for Economic Co-operation and Development.
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TYPOGRAPHY IN USE
The composition to the right indicates some of the more 
common usages of our brand typefaces and how they 
relate to each other.

Key Note: 

The primary color palette should be used for typography 
whenever possible. The secondary and tertiary color 
palettes may be used for typography in limited instances, 
such as in information graphics.
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Imagery
Note: Applications are for demonstrative purposes only, and all 
text and images are intended to be representative placeholders.



Color imagery

We strive for a sense of warmth, with qualities that feel 
natural and candid. We avoid color images that are overly 
loud or complex. Color imagery should always be current 
and contemporary in appearance. Where possible, we 
strive to include the colors in our secondary and tertiary 
palette to complement our visual system (see page 52).

Our images are sorted into two main subject categories: 
people and operations.  
 
Images must comply with ConocoPhillips Health, Safety, 
and Environment (HSE) standards. Please refer to the image 
library to download branded images:  
copmedialibrary.photoshelter.com

People 

People represent the diversity of our workforce and the  
contributions they make every day. People should be depicted 
in a positive manner, either actively engaged in an interaction,  
or looking directly into the camera.

Operations 

Our operations represent the innovative nature of our organization, 
and how we help to meet the world’s energy needs. We use a combina-
tion of interior and exterior photography. Facility images should utilize 
wide angles and dynamic compositions.

ConocoPhillips BRAND GUIDELINES TABLE OF CONTENTS

IMAGERY OVERVIEW
Imagery expresses the story of a visual representation, reflecting our industry, people and expertise. We seek clear and confident 
compositions that don’t feel overproduced. When utilized correctly, they can powerfully reinforce our commitment to accountability 
and performance when communicating to stakeholders, communities and each other.
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IMAGERY ATTRIBUTES
Whether shooting original photography or 
purchasing stock photography, our images should 
share some common attributes that make for not 
only high-quality images, but images that hold 
together as a consistent family.

To the right are some common photography 
attributes to keep in mind when shooting or 
choosing photography for your needs. 

MOMENTS
First and foremost, we seek images that portray a 
compelling moment caught in time and imply a larger 
story or emotion. This can be achieved through a unique 
activity, a candid moment or simply something beautiful 
captured within the frame.

PEOPLE
We seek to represent our diverse employees and loca-
tions in the most authentic way possible. Whether the 
people are actual employees or models, we are careful 
not to overly glamorize their appearance or actions, but 
we do want genuine emotion to play a leading role. 

SETTINGS
Settings should be compelling in their own right, yet 
balanced depending on the primary action in any given 
shot. Settings can be desirable for a number of different 
qualities ranging from natural beauty to graphic detail.

ACTIVITIES
People should be natural, candid and engaged in the 
moment, whether it’s speaking to a colleague or being 
absorbed in their work. An unexpected or visually ar-
resting task can make for a memorable image, but these 
standout activities should be balanced within an overall 
family of imagery.

LIGHTING
Lighting is a key component in establishing mood 
and time in our images. We seek lighting that is going 
to highlight our intended subject and maintain an 
authentic feel throughout the composition. We may 
complement a more intense activity with more lighting 
contrast or convey a sense of atmosphere by allowing 
bright backlighting to interact with our subjects.

COMPOSITIONS
To intensify a moment or make it more energetic, we 
might crop in an unexpected way that still feels natural 
and real. Asymmetry, even a subtle take, helps with this 
and gives us a glimpse into a moment in progress. We can 
also use selective focus to add emphasis within shots, but 
always in moderation and always feeling natural.
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Do not use images that appear forced or 
artificial in lighting and composition.

Do not use images that have been cut or 
clipped out of their original background 
and recomposed or collaged.

Do not distort images when resizing.Do not use cliché images as metaphors.

Do not apply artificial color treatments to 
images.

Do not use images with overly staged or 
posed settings.

Do not use clip art illustrations of a unique 
style.

Do not use images with pixelation or 
insufficient resolution.

Do not use images that show unsafe settings 
or show a person at risk

IMAGERY DON’TS
To the right are some examples of images to avoid  
in our communications. Avoiding these mistakes will  
help create consistency and impact for the stories  
we look to tell with our imagery.
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Tip: 
While resizing an image, hold down the “Shift” key to keep the 
image from distorting.

If in doubt, please send a review request through the Brand 
Center: http://copbrandcenter.com/workflow?parent=1

Access brand-compliant images at:  
https://copmedialibrary.photoshelter.com/
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Patterns
Note: Applications are for demonstrative purposes only, and all 
text and images are intended to be representative placeholders.



PATTERN SWATCHES

Sandy Shale

Seismic

Brecciated Rock

Water

Marble

Schist

Granite

Sandstone
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PATTERNS
Patterns can be used as background textures on our  
communications. Our patterns are inspired by the  
geological nature of our business. 

The use of patterns lends a technical, detail-oriented  
quality to our communications and reinforces our  
innovative nature.

Patterns can be applied to white or color backgrounds,  
images, or masked out of arrows or angles. 

In all instances of usage, the patterns should have a  
sense of subtlety and should function to support and  
highlight primary messages. Patterns are not mandatory. 
Contrast of patterns to backgrounds should be low, so 
more contrasting typography can still read clearly  
when overlaid.

 
Key Note: 

White should be the most commonly used pattern color, 
although patterns may be shown in all brand colors. 

When possible within digital-only applications, avoid  
use of fine, small-scale patterns due to inconsistencies  
in visual rendering. Using patterns at larger scales will 
ensure more clarity. 

Vector files for patterns can be downloaded from the 
following location: conocophillipsbrandcenter.com.

Our preference for external-facing communications is  
generally the seismic, unless other patterns resonate  
for certain purposes.
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PATTERN USAGE EXAMPLES
Patterns can be used to add depth and texture to  
our visuals but, in general, should be used in more 
secondary instances within our communications. 
Examples include document section dividers, image 
overlays, within information graphics and in  
conjunction with our arrow graphic (see pages 67).

Document section dividers

Image overlays

TABLE OF CONTENTS
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Do not use patterns as an overall 
fill on the covers of documents.

Do not use multiple, prominent 
patterns in a single composition.

Do not use patterns as a back-
ground behind other patterns.

Do not use a pattern as a back-
ground for text if it is the same,  
or similar, in color.

2013 Annual Report

E&P Global Portfolio Exploration
Focused Shale Production

Energy
Unique

Culture Exploration
Independent

Exploration Kaparuk Energy Focused E&P 
Pioneering E&P Culture Expertise Unique
Technological Global Portfolio Expertise
Portfolio Shale Pioneering Excellence

Culture E&P Kaparuk Unique Pioneering

Growth
and Returns

Global
Exploration

Fact Sheet Nov

ConocoPhillips has built a balanced, global portfolio of high-quality conven-
tional and unconventional exploration opportunities.

The company has consistently discovered more commercial resources than it 

has produced and has also been replacing reserves at competitive finding and 

development costs. In 2012, ConocoPhillips replaced156 percent of production 

with organic reserve additions.

ConocoPhillips has a resource base of approximately 43 billion  barrels of oil 

equivalent (BOE), providing the company with significant flexibility to increase 

production and cash flow over time. ConocoPhillips continues to participate in 

material new unconventional and conventional discoveries, further increasing-

both the size and the quality of this resource base.

Applying our expertise 
and strong heritage in 
everything we do.

Furthermore, the company continues to access high-quality unconventional 

and conventional exploration  opportunities that will underpin long-term, 

organic growth plans.

The company manages its operations through six operating segments, which 

are defined by geographic region: Alaska, Lower 48 and Latin America, Canada, 

Europe, Asia Pacific and Middle East, and Other International. Exploration activi-

ties are covered within each of the six operating segments.

rganic
Reserve
Replacement

Billion Barrels of Oil
E

Undeveloped Net Acreage
in M

 Year-end Reserves*
BY REGION

Acreage at Dec
BY REGION NET/GROSS
THOUSANDS OF ACRES

 Year-end Resources
 BBOE

Proved Reserves
 BBOE

Production, reserves and resources include continuing and discon-
tinued operations. Organic reserve replacement rate excludes sales 
and purchases. OECD refers to member countries of the Organisation 
for Economic Co-operation and Development. Natural gas resources 
targeted toward liquefied natural gas are depicted as LNG.
Liquids includes crude oil, natural gas liquids and bitumen
See page 12 for cautionary statement pertaining to the use of this 
fact sheet.

156% 43 44
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6%

9%
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Low

Alaska

Asia Pacific
& Middle Ease
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20%
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Natural Gas

LNG

25%
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44,221/84,538
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CONOCOPHILLIPS GLOBAL CONNECTIONS

Recognizing people’s potential

The result is more than just a global team that understands 
ConocoPhillips’ strategic objectives and what it takes to deliver 
on them. It also unlocks the potential of our people to support 
our company’s growth plans and to feel passionate about their 
contributions and careers.

We recognize that demand for talent in our industry shows no 
signs of slowing down. Attracting and retaining the best in the 
business touches every part of our organization. We are using 
innovative strategies to add great new colleagues to our team 
and to engage them once they are on board.

As part of our future-workforce planning, we are committed to 
increasing student interest in energy industry professions. From 
supporting scholarships in science, technology, engineering 
and mathematics to the extensive use of university internships, 

2012 Year-end Reserves*
BY REGION

2012 Year-end Resources
43 BBOE

2012 Proved Reserves
8.6 BBOE

Production, reserves and resources include continuing and discontinued operations. 
Organic reserve replacement rate excludes sales and purchases. .
OECD refers to member countries of the Organisation for Economic Co-operation and Development.

Purposefully
Innovative
ConocoPhillips has a diversified asset base with scope and scale. Our six operating 
segments  rovide strong legacy production, significant international growth projects 
and a lower-risk North American and international portfolio. We also have a global 
exploration program with an exciting prospect inventory in unconventional and 
conventional opportunities. And we have the technical capability and depth to operate 
anywhere in the world with a relentless focus on safety and execution excellence.

Lower 48 and Latin America
Leading the shale revolution.

This segment represents the largest business in our company to-
day. In the current environment of the rapidly progressing shale 
revolution and depressed natural gas prices, we have directed 
our investments toward high-margin, liquids-rich opportuni-
ties, particularly in growing unconventional plays. Our large 
onshore Lower 48 position of 13.8 million net acres, much of it 
held by  production, gives us access to scalable inventory that 
can generate substantial production and margin growth in the 
years ahead. We are also building momentum in our deepwater 
exploration program in the Gulf of Mexico. 

We benefit significantly from our large legacy acreage holdings. 
We have a deep understanding of key basins and their geology, 
along with a base of existing infrastructure and operational 
scale. We have some of the best positions in premier unconven-
tional plays in the Lower 48. Our three current major focus areas 
– Eagle Ford, Bakken and Permian – comprise more than 1.9 
million conventional and unconventional acres and will generate 
significant future growth. We also have a history of technological 
innovation that gives us a competitive edge in these areas.

In the Eagle Ford and Bakken, we increased production by 144 
percent and 44 percent, respectively, from 2011 to 2012. In the 
Eagle Ford, we averaged production of 89 MBOED in the fourth 

 Total Production*  Year-end Reserves*

10 GLOBAL PORTFOLIO ASSETS

Accountable
to Each Other
Our operations are diverse. So too are the men and women of ConocoPhillips. But every 
day, across our 30 countries of operations and activities, our 16,900 employees work in 
a truly integrated way. They focus on fulfilling our core SPIRIT Values of Safety, People, 
Integrity, Responsibility, Innovation, and Teamwork. They build on our proven track 
records of performance and success. And now, they also apply the focus and culture of an 
independent ConocoPhillips, finding new ways to drive excellence in everything we do.

Recognizing people’s potential

The result is more than just a global team that understands Cono-

coPhillips’ strategic objectives and what it takes to deliver on them. 

It also unlocks the potential of our people to support our compa-

ny’s growth plans and to feel passionate about their contributions 

and careers.

We recognize that demand for talent in our industry shows no signs 

of slowing down. Attracting and retaining the best in the business 

touches every part of our organization. We are using innovative 

strategies to add great new colleagues to our team and to engage 

them once they are on board.

As part of our future-workforce planning, we are committed to 

increasing student interest in energy industry professions. From 

supporting scholarships in science, technology, engineering 

and mathematics to the extensive use of university internships, 

we are attracting the best talent available. Once they join us at 

Lorem ipsum dolor sit amet, consectetur adip-
isicing elit, sed do eiusmod tempor incididunt ut 
labore et dolore magna aliqua.

Million on shore net acres

Operating with 
communities 
safely around 
the globe. 30M

1716 UNLOCKING POTENTIAL PEOPLE

The people are one of the core values that make 
ConocoPhillips’ great. The culture within our 
company is devoted to excellence.

John Smith
Operations Manager

Do not fill the icons with patterns. Do not combine full-page patterns with full bleed images.

Purposefully
Innovative
ConocoPhillips has a diversified asset base with scope and scale. Our six operating 
segments  rovide strong legacy production, significant international growth projects 
and a lower-risk North American and international portfolio. We also have a global 
exploration program with an exciting prospect inventory in unconventional and 
conventional opportunities. And we have the technical capability and depth to operate 
anywhere in the world with a relentless focus on safety and execution excellence.

Lower 48 and Latin America
Leading the shale revolution.

This segment represents the largest business in our company to-
day. In the current environment of the rapidly progressing shale 
revolution and depressed natural gas prices, we have directed 
our investments toward high-margin, liquids-rich opportuni-
ties, particularly in growing unconventional plays. Our large 
onshore Lower 48 position of 13.8 million net acres, much of it 
held by  production, gives us access to scalable inventory that 
can generate substantial production and margin growth in the 
years ahead. We are also building momentum in our deepwater 
exploration program in the Gulf of Mexico. 

We benefit significantly from our large legacy acreage holdings. 
We have a deep understanding of key basins and their geology, 
along with a base of existing infrastructure and operational 
scale. We have some of the best positions in premier unconven-
tional plays in the Lower 48. Our three current major focus areas 
– Eagle Ford, Bakken and Permian – comprise more than 1.9 
million conventional and unconventional acres and will generate 
significant future growth. We also have a history of technological 
innovation that gives us a competitive edge in these areas.

In the Eagle Ford and Bakken, we increased production by 144 
percent and 44 percent, respectively, from 2011 to 2012. In the 
Eagle Ford, we averaged production of 89 MBOED in the fourth 

2012 Total Production* 2012 Year-end Reserves*

10 GLOBAL PORTFOLIO ASSETS

Do not color patterns with colors 
outside of our brand palettes.

PATTERN DON’TS
To the right are some examples of what not to do  
with the patterns. Avoiding these mistakes will help build 
consistency and recognizability for this graphic device.
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Arrows
Note: Applications are for demonstrative purposes only, and all 
text and images are intended to be representative placeholders.



Arrows and Angles

PRIMARY: ARROWS — HEAD AND TAIL SECONDARY: ANGLES — LEFT AND RIGHT

Example Arrow 
Background Compositions

What’s our angle?

Arrows are drawn with 120° angles.

120°

120°

ConocoPhillips BRAND GUIDELINES TABLE OF CONTENTS

ARROWS
Arrows suggest the forward momentum of our organization 
and add a unique interest to our visual communications. 

Arrows can be solid color or filled with pattern. When 
filling an arrow with a pattern, make sure the pattern is 
fine enough to delineate the edges of the arrow clearly.

Primary arrow heads and tails are the preferred versions  
across communications, with secondary angles used  
more sparingly.  
 
To the right are examples of how an arrow at different  
scales can be cropped to create the foundation for a variety  
of compositions. 

Key Notes: 

Use only one arrow at a time in any given composition.

Do not overuse arrows across communications. They are  
not mandatory on any given piece, and we want to make  
sure they don’t become tired or redundant through repetition. 
Additionally, layering too many arrows or angles interrupts  
the feeling of forward motion.

COMPOSITION 1

A complete arrow tail can be shown 
as bleeding off the edges of compositions 
or floating within, but it should always 
bleed off the left side.

COMPOSITION 2

It is also permissible to zoom 
into one angled side of the arrow 
within compositions.
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ARROW — Pattern 
Transparent White (75% opacity shown)

Example Headline
Goes Here

ANGLE —  Solid 
White (25% opacity shown)

Example Headline
Goes Here

ARROW — Solid 
White (25% opacity shown)

Example Headline
Goes Here

ConocoPhillips BRAND GUIDELINES TABLE OF CONTENTS

ARROW/ANGLE ON IMAGERY
Our arrows and angles can also be applied to imagery, with 
transparency or in combination with our palette of graphic 
patterns. The patterns can be masked from the outer shape 
of our arrows or angles, as shown here. 

Anytime an arrow, angle or pattern is overlaid with 
typography, be sure the arrow, angle or pattern is 
visible without detracting from the clear legibility of the 
typography on top. The opacity percentage of arrow,  
angle or pattern may vary depending on the values of  
the image underneath.  

Key Note: 

Always place arrows, angles or patterns over simpler  
backgrounds and image areas, so that its form can  
be recognized.
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ARROWS IN USE
The arrow has the flexibility to be used in a number  
of ways, from a more secondary background element,  
to a pronounced framing device or as a main graphic  
containing a headline.

BRAND VISUAL SYSTEM
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Brand book cover

General brochure cover

PowerPoint title slide

ConocoPhillips BRAND GUIDELINES

Sourcing
Identify, assess and select suppliers with focus on services with 
more complexity than traditional manufacturing supply chain

 
 
Contracting & Negotiations
Create written contracts with suppliers in exchange for 
consideration with keen focus on complex services

 
Post Award Contract Management
Manage contract execution, while ensuring and safeguarding 
the negotiated terms, conditions and scopes of contracts

 
Market & Economic Analysis
Assess market, category and supplier conditions and expected 
business impacts. Understand  and be able to conduct 
quantitative and qualitative economic analysis  

 
Materials Management & Logistics
Plan material requirements and manage material  
throughout life cycle

 
Integration Management 
Facilitate and coordinate the involvement of all stakeholders, 
resources and business priorities in accordance with 
organizational requirements, standards and processes

Technical Knowledge of Business Operations 
Understand business operations and technical requirements 

 
 
 
Supply Chain Systems & Technology
Assess opportunities to apply leading edge systems and 
technologies that improve supply chain processes

 
 
Supply Chain Analytics
Apply data analytics and communication skills to understand 
supplier performance and provide insights to stakeholders 

• Fulfill identified business needs for services and materials 
at the highest value 

• Negotiate best terms and conditions
• Provide oil and gas supply chain subject matter expertise
• Create competitive advantage as an E&P company

• Deliver optimal commercial and legal terms and 
conditions

• Ensure financial and operational performance through 
clearly defined obligations and expectations

• Mitigate commercial and operational risk
• Facilitate complex decision making

• Certify compliance with terms and conditions 
• Track formal documentation and records
• Drive long-term sustained performance from suppliers

• Create and deliver outcomes that maximize  
enterprise value

• Enable predictive analytics
• Drive fact-based, data-driven decision making in real time

• Plan, move and assure the company’s material 
requirements efficiently and effectively

• Support efficient operations execution
• Efficiently utilize company capital to maximize uptime 

and production 

• Include multiple functions in the decision-making 
process

• Manage and coordinate competing priorities
• Connect dots

• Contribute to strategy development
• Translate into applicable commercial models and terms
• Enhance relationships with stakeholders 

• Reduce transaction costs 
• Automate controls and compliance
• Provide high-quality data for timely and effective decision 

making
• Streamline workflows and drive efficiencies
• Eliminate manual touches and errors

• Drive fact-based, data-driven decision making in real time
• Simplify complex global data environment for 

purchasing, procurement, contracting and more
• Enable predictive analytics

What We DoWho We Are How it Adds Value

Global Gas and Power

Global Supply Chain 
Overview 

Please visit www.conocophillips.com/supplychain for more information.

CS 20-1098

We Are Leaders - We set clear direction, communicate openly, model 
accountability, give feedback effectively and recognize our individual and 
collective achievements. 
 
We Are Inclusive - We create an environment of inclusion that respects 
the differences and celebrates the contributions of every individual.
 
We Are Innovators - We foster development opportunities and 
continuously challenge ourselves to improve, learn, innovate and grow 
both personally and professionally. 
 
We Are Candid - We engage in candid dialogue focused on outcomes 
that are in the best interest of the organization. 

EPC Contractor
Major Projects
Engineering
Services

Corporate
Aviation
Information
Human Resources
Facilities
Environmental

Logistics
Marine
Truck
Air

Well Operations
Rigs
Casings
Stimulation
Oilfield Services

Major Equipment
Gas Turbines
Compressors
Control Systems
Pressure Vessels
Steel

Operations
Chemicals
Maintenance
Safety
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Do not point arrows to the left.

Do not change the angles within  
the arrow.

Do not place arrows at an angle.

Do not use multiple arrows  
gathered together.

Do not crop images within full arrow 
floating within layout.  
(Rule does not apply to angles.)

Do not use long, thin arrows. Do not add drop shadows to arrows.

Do not put arrows over key or busy 
areas within images.

ARROW AND ANGLE DON’TS
To the right are some examples of what not to  
do with the arrow or angle. Avoiding these mistakes  
will help build consistency and recognizability for this  
graphic device.

Key Note: 

Rules to the right apply to arrows and angles whether  
they are filled with solid colors or patterns.
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Icons, Infographics and Brackets
Note: Applications are for demonstrative purposes only, and all 
text and images are intended to be representative placeholders.
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AND MORE...

ICONOGRAPHY
We use iconography as a tool to help our audiences  
navigate our communications. Icons act like signposts, 
providing visual context and informing readers that  
they should take note. Icons should not be used as large, 
hero imagery within compositions. 

Our icons are accessible, professional, crisp and modern in 
appearance. When developing icons, always make sure they  
are relevant and support the content of the communication.

Only use solid colors and avoid gradients and drop shadows.

Key Note: 

The collection to the right is only a sampling of the larger 
library available for use. Please refer to the following location 
to obtain the full offering: conocophillipsbrandcenter.com.
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INFORMATION GRAPHICS
Information graphics support communications by providing 
at-a-glance facts and visually representing complex data. 
They convey expertise and straightforwardness.

Always be sure infographics are used purposefully 
in conveying key facts or data.
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Do not outline the icons.

Do not center all the elements within 
an infographic composition.

Do not use colors outside our approved 
color palettes for icons or infographics.

Do not fill the icons with patterns. 

Do not use icons or infographics as a hero 
cover graphic.

Do not use drop shadows with the icons.

Do not place icons or infographics on 
a distracting, or overly busy, background.

Do not place infographics in a  
holding shape.

Using innovations
to keep the shores safe

Million on shore net acres

13.8M

Report Cover

Million on shore net acres

13.8M Million on shore net acres

13.8M

Using innovations
to keep the shores safe

ICON AND INFORMATION 
GRAPHIC DON’TS
To the right are some examples of what not to do with 
the icons and infographics. Avoiding these mistakes 
will help build consistency and recognizability for these 
graphic devices.

30M 
On-shore net acres

Do not add additional elements to icons.
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Brackets: Linear and Right Angles

120°

What’s our angle?

Linear brackets and primary arrows are drawn  
with 120° angles. This consistency makes them  
feel like they’re part of a family.

Bracket thickness

When constructing a bracket lockup, 
match the bracket thickness to the “Light”  
weight of Myriad Pro in the same size as  
the associated text.

In the example to the right, the main text is  
set in semibold under the bracket, and a  
“Light” version of the “L” is used to determine 
the bracket’s thickness.

ConocoPhillips BRAND GUIDELINES TABLE OF CONTENTS

BRACKETS
Throughout our system, a useful, functional 
graphic device is the bracket. It conveys a sense 
of organization and precision throughout our 
communications. There are two kinds that we use 
in various ways — linear and right angle. The linear 
bracket, in particular, is derived from the leading 
edge of our arrow graphic.

Brackets are used most frequently in conjunction 
with headers and subheads and within information 
graphics. They are meant to encompass and connect 
multiple related items.

However, overuse of the brackets can dilute from 
the feeling of precision. Think of them as a visual 
exclamation point; their purpose is to emphasize 
or highlight important information. Consider using 
just a straight line if the information does not need 
to be highlighted in the communication or if there 
are other visual elements that already call attention, 
such as a larger font. 

LOREM IPSUM
L

Myriad Pro Light

Myriad Pro Semibold
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Example Header

Lorem ipsum dolor sit amet, consectetur 
adipisicing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua.

ConocoPhillips BRAND GUIDELINES TABLE OF CONTENTS

BRACKETS IN USE
The examples to the right demonstrate the 
four primary ways brackets can be used. 
 
Brackets can be used as:

1.  A device to unify two levels of information into  
a single configuration.

2.  A true bracket, where it encompasses a person 
or object below it, and connects it with the text  
associated with the line.

3.  A pointing device, where instead of bracketing or  
encompassing an object within/under it, the end  
of the angled line is pointing at something related  
to the associated text (can be used with images  
and information graphics).

4.   Right-angle brackets can be used to set off callouts 
within layouts or used for page numbers.

Key Note: 

Do not overuse the brackets. Make sure each use is  
purposeful and aligns with the points above. Too many 
brackets (especially outside of information graphics) can 
make a layout look cluttered.

SURMONT 2
Lorem ipsum dolor sit amet, 
consectetur adipisicing elit, sed 
do eiusmod tempor incididunt 
ut labore et dolore magna aliqua.

We exist to power civilization.

1. 2.

3. 4.
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Note: Applications are for demonstrative purposes only, and all 
text and images are intended to be representative placeholders.

03 Sample Applications03
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PUBLICATIONS: 
GENERAL BROCHURE COVERS
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ANNUAL CORPORATE REPORTS
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Our annual corporate reports (Annual Report, Proxy 
Statement and Sustainability Report) are specially 
designed in trilogies to communicate a specific 
company theme to our shareholders. The theme 
for 2019-2021 is shown to the right and translated 
into investor-facing event materials and PowerPoint 
presentations. This “look” should not be replicated 
on any materials beyond this scope.

For questions regarding this design style and  
brand guidance on your next project, please email 
Scott Stone or Audrey Henderson at  
creativeservices@conocophillips.com.



Lower 48 
Assets 
The Lower 48 represents the largest segment in ConocoPhillips today based on production. The

company has high-quality positions in the North American unconventionals, which are low cost of

supply assets with significant upside potential. 

 

The company’s large onshore Lower 48 position of 10.3 million net acres, much of it held by

production, gives access to scalable, low cost of supply inventory that can generate substantial

future production growth. The Lower 48 segment is comprised of two regions covering the Gulf

Coast and Great Plains. Current major focus areas for the Lower 48 include the Eagle Ford, Bakken

and Permian Basin.

Eagle Ford 

The liquids-rich Eagle Ford tight oil trend, located in 

the Western Gulf Coast Basin of South Texas, represents 

the company’s most prolific unconventional resource 

development. ConocoPhillips was one of the first 

companies into the liquids play, resulting in a low-cost entry 

into this acreage. In 2009, the company began exploring 

the development potential of this play and by year-end 

2019 held approximately 201,000 net leasehold and mineral 

acres, primarily in DeWitt, Karnes and Live Oak counties. 

The company has drilled more than 1,300 wells in the 

field through the years, representing 25 percent of its 

potential drilling inventory, and built infrastructure capacity 

with central facilities and pipelines, with an emphasis on 

liquids value optimization through the operation of three 

condensate processing facilities. 

The current focus is on full-field development, using 

customized well spacing and stacking patterns adapted 

through reservoir analysis. Various well configurations 

are used depending on location and geology in order 

to maximize ultimate recovery. The majority of the wells 

now being drilled are on multi-well pads at 60- or 80-acre 

horizontal spacing in high-low or three-layer patterns. Such 

techniques, combined with improved fracturing and better 

distribution of proppant in well completions, have enabled 

ConocoPhillips to achieve more than 20 percent recovery 

rates, with further resources targeted. The company is also 

piloting methods of enhanced recovery with the intent of 

further extending economically recoverable resource. 

During 2019, there were 166 operated wells brought on 

line, bringing total wells on line at year-end to more than 

1,300. Net production in 2019 averaged 216 MBOED, with 

Gulf of Mexico  
Ursa/Princess  

Mississippi Canyon 765, 766, 808, 809, 810, 853, 854 

Operator: Shell (45.6%)  

Co-venturers: BP (22.6%),  

ConocoPhillips (15.9%),  

ExxonMobil (15.9%)  

The Ursa Field began production in 1999. The Ursa Tension-

Leg Platform (TLP), in a water depth of 3,900 feet, is an 

established infrastructure hub. Ursa began processing third-

party production from the Crosby satellite field in 2001, and 

primary field development on Ursa was completed in 2004.  

 

The Princess development is a northern subsalt extension 

of the Ursa Field. Princess was discovered in 2000, and 

first production was achieved in 2002 via an extended-

reach well from the Ursa TLP. A three-well subsea tieback 

to the Ursa TLP was completed in 2005 and six additional 

subsea wells have been tied back since then, including two 

water-injector wells. In 2019, net production from Ursa and 

Princess was 12 MBOED. 

K2  

Green Canyon 518, 561, 562, 606  

Operator: Anadarko (41.8%)  

Co-venturers: Ecopetrol (20.8%),  

Eni (13.4%), ConocoPhillips (12.4%),  

Nippon (11.6%) 

The K2 accumulation was discovered in 1999. It was 

sanctioned for development in 2004 and included a four-

well subsea tieback to Marco Polo (Anadarko, GC 608). First 

production began in 2005, and since then five additional 

subsea wells have been tied back to Marco Polo. In 2019, 

net production was 3 MBOED. 

Other 
Other non-operated producing properties are located 

in South Louisiana and the Gulf of Mexico. In 2019, net 

Lower 48 

 Fact Sheet—March 2020

2

Uinta Basin

Permian
Basin

Anadarko Basin

Eagle Ford

Chittim1

Bakken

Wind River Basin
Green River Basin
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A t l a n t i c
O c e a n

G u l f  o f  M e x i c o

ConocoPhillips Asset Areas

M I L E S

0 200
Ursa/PrincessK2

South Louisiana

M I L E S

0 200
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1Chittim is included in the conventional operations of the Permian Basin.
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1

The Lower 48 represents the largest segment in ConocoPhillips today based on production. The 
company has high-quality positions in the North American unconventionals, which are low cost of 
supply assets with significant upside potential.

The company’s large onshore Lower 48 position of 10.3 million net acres, much of it held by 
production, gives access to scalable, low cost of supply inventory that can generate substantial 
future production growth. The Lower 48 segment is comprised of two regions covering the Gulf 
Coast and Great Plains. Current major focus areas for the Lower 48 include the Eagle Ford, Bakken 
and Permian Basin.

In early 2020, the company sold its Niobrara assets in Colorado and its Waddell Ranch assets in the 
Permian Basin.

ConocoPhillips—Average Daily Net Production, 2019*

Lower 48 

Fact Sheet—March 2020

18%
NGL

*Production includes 1 MBOED from the Magnolia asset that was sold in 2019, as well as 11 MBOED from Niobrara and 4 MBOED from Waddell Ranch that was sold in 2020. 

See page 8 for Cautionary Statement pertaining to the use of this Fact Sheet.

451
2019 Production*

Thousand
barrels of oil  
equivalent per day

1.4
2019 Proved Reserves

Billion
barrels of oil  
equivalent

2019 Production* 2019 Capital Expenditures and Investments2019 Production Mix

4Q 4Q3Q 3Q2Q 2Q1Q 1Q

59%
Crude Oil

23%
Natural Gas

Area Interest Operator
Crude Oil

(MBD)

NGL
(MBD)

Natural Gas
(MMCFD)

Total
(MBOED)

Eagle Ford Various Various 125 49 251 216

Gulf of Mexico Various Various 13 2 11 16

Gulf Coast-Other Various Various 3 -   9 5

Gulf Coast Total 141 51 271 237

Bakken Various Various 71 11 92 97

Permian Unconventional Various Various 28 12 94 56

Permian Conventional Various Various 17 3 59 30

Anadarko Basin Various Various 2 3 58 14

Niobrara Various Various 7 1 12 11

Wyoming/Uinta Various Various -   -   36 6

Great Plains Total 125 30 351 214 

Lower 48 Total 266 81 622 451
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16 17UNLOCKING POTENTIAL PEOPLE

Accountable
to Each Other

Conocophillips Global Connections

Our operations are diverse. So too are the skilled men and women of ConocoPhillips. 

Yet, all 16,900 of us work together as one across operations and activities in 30 countries. 

We commit to fulfill our core SPIRIT Values of Safety, People, Integrity, Responsibility, 

Innovation and Teamwork. Building on our proven track records of performance and 

success, we’re applying the focus and culture of an independent ConocoPhillips. 

Recognizing people’s potential

The result is more than just a global team that understands 

ConocoPhillips’ strategic objectives and what it takes to deliver on 

them. It also unlocks the potential of our people to support our 

company’s growth plans and to feel passionate about their contri-

butions and careers.

We recognize that demand for talent in our industry shows no signs 

of slowing down. Attracting and retaining the best in the business 

touches every part of our organization. We are using innovative 

strategies to add great new colleagues to our team and to engage 

them once they are on board.

As part of our future-workforce planning, we are committed to 

increasing student interest in energy industry professions. From 

supporting scholarships in science, technology, engineering 

and mathematics to the extensive use of university internships, 

we are attracting the best talent available. Once they join us at 

ConocoPhillips, we see early career development as an important 

investment. Both newly hired graduates and experienced personnel 

have access to a suite of training and development opportunities, 

plus knowledgesharing capabilities that are among the best in the 

world. In fact, our efforts to drive collaboration across the organiza-

tion were recognized with a 2012 Global Most Admired Knowledge 

Enterprise award. With technology companies like Apple, Google 

and IBM on the list of winners, we are keeping good company. 

We also put time and energy into unique talent management 

teams that drive career development across the globe, while our 

management succession process identifies and cultivates the next 

generation of leaders.

Developing and applying innovative technology is a key compo-

nent of our future success and social license to operate. Our people 

engage and collaborate with leading academic institutions and re-

search partners and access promising technologies via early-stage 

venture investments. Our major areas of technical focus support 

our business growth plans, including developing unconventional 

resources, producing heavy oil economically with fewer emissions, 

improving our competitiveness in deepwater, advancing LNG 

capabilities and implementing sustainability measures.

We are also committed to ensuring the health and wellness of 

our employees. Our wellness program encourages our workforce 

to take charge of their health through a combination of wellness 

screenings, education and incentives. In 2013, we will launch Good 

Employees worldwide

Sharing  
knowledge 
around the 
world. 16.9K

Exploration1

Production

Exploration and Production1

Major Pipeline

Key Development or Program

Headquarters

Key O�ce Location

AUSTRALIA

Brisbane

Australia
Paci�c LNG 

Perth

Bayu-Undan/Darwin LNG
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Heidrun
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GREENLAND
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SINGAPORE
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Paci�c Ocean

Atlantic Ocean

Indian Ocean

North
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Sea

QATAR 

SENEGAL 

CHILE 

Doha
Qatargas 3

MIDDLE EAST  

NORWAY

UNITED KINGDOM

UNITED STATES – 
ALASKA

Anchorage
Cook Inlet

TAPS Pipeline

Calgary

Surmont
Narrows Lake
Christina Lake
Foster Creek

Clearwater
Kaybob-Edson

Deep Basin

CANADA

NOR TH AMERICA

Bartlesville 
Farmington

Houston

Washington, D.C.

Eagle Ford

San Juan Basin

Permian Basin

Anadarko Basin

GOM

Barnett

UNITED STATES –
LOWER 48Wyoming/

Uinta Basin

Bakken

Niobrara

Aberdeen

East Irish Sea

Southern
North Sea

J-Area

Clair
Britannia

Alvheim

Greater Eko�sk Area

Stavanger

Prudhoe Bay
Kuparuk

Alpine

11%
Alaska

34%
Lower 48

20%
Canada

22%
Asia Paci�c &
Middle East

13%
Europe &
North Africa

2015 Production2

by region

17%
Alaska

22%
Lower 48

19%
Asia Paci�c &
Middle East

32%
Canada

10%
Europe &
North Africa

2015 Proved Reserves
by region

24%
North American
Natural Gas

19%
LNG & International
Natural Gas

57%
Liquids

2015 Production2

1,589 MBOED

2015 Production2 and Proved Reserves

16%
Non OECD

84%
OECD

2015 Proved Reserves
8.2 BBOE

1 In mid-2015, ConocoPhillips announced plans to reduce future spending on deepwater exploration and is currently pursuing a phased exit.
2 Full-year 2015 production was 1,525 MBOED when adjusted for the full-year impact of 2015 asset dispositions, which was 64 MBOED.
Natural gas production and resources targeted toward liquefied natural gas are depicted as LNG.
OECD refers to member countries of the Organisation for Economic Co-operation and Development.
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Supply Chain  
Sustainability 
Sustainability is integral to our procurement processes and supplier engagement. We have identified 

sustainability questions to be used in bids and performance indicators and will continue to enhance 

processes and engage our suppliers to identify and manage risks and increase productivity and 

efficiency within the supply chain. We are committed to supporting business opportunities and 

capacity building for local and diverse suppliers in our own operations and through our supply chain. 

As we integrate sustainable development into our key 

business activities, suppliers play a significant role. From 

constructing our facilities to providing well services and 

supplying equipment, how they manage their impact 

on the environment and community is important to us 

and can affect our performance. We regularly engage our 

suppliers through Business Reviews, Supplier Relationship 

Management, Supplier Sustainability Forum and supplier 

audits to.

We conduct all contracting and procurement activities 

in an ethical manner in accordance with our Supply 

Chain Standard and applicable laws. We require suppliers 

to comply with certain requirements as a condition of 

business and to be guided by the principles and standards 

set forth in the ConocoPhillips Code of Business Ethics 

and Conduct and their own ethics and conduct policies. 

Our Code of Business Ethics and Conduct: Expectations 

of Suppliers provides additional clarity to our suppliers 

regarding our expectations in these areas.

Sustainability is integral to our procurement processes and supplier
engagement. We have identi�ed sustainability questions to be used in bids and
performance indicators and will continue to enhance processes and engage our
suppliers to identify and manage risks and increase productivity and e� ciency
within the supply chain. We are committed to supporting business opportunities
and capacity building for local and diverse suppliers in our own operations and
through our supply chain. 

Engaging with Suppliers
As we integrate sustainable development into our key business activities, suppliers play a signi�cant role. From
constructing our facilities to providing well services and supplying equipment, how they manage their impact on
the environment and community is important to us and can a�ect our performance. 

We regularly engage our suppliers through Business Reviews, Supplier Relationship Management, Supplier
Sustainability Forum and supplier audits to: 

Review the ConocoPhillips sustainability governance system and asses how we can work with suppliers.
Identify sustainable development opportunities and risks in the extended supply chains of critical categories.
Share best practices for building supplier capacity throughout the supply chain.

We conduct all contracting and procurement activities in an ethical manner in accordance with our Supply Chain
Standard and applicable laws. We require suppliers to comply with certain requirements as a condition of business
and to be guided by the principles and standards set forth in the ConocoPhillips Code of Business Ethics and

Supply Chain Sustainability

Conduct and their own ethics and conduct policies. Our Code of Business Ethics and Conduct: Expectations of
Suppliers provides additional clarity to our suppliers regarding our expectations in these areas:

Suppliers must comply with applicable environmental laws and regulations and

$9.4
billion
Total spend with
contractors and
suppliers in 2019

7%

Maintenance

10%
Engineering

11%

Other

9%

Equipment

21%

Services

42%

Well
Operations

2019 Total Spend by Category

1%

Other

4%
Corporate

7%

Canada

18%

Alaska

8%

Middle East

38%
Lower 48

24%

Europe & 
North Africa

2019 Total Spend by Segment

27ConocoPhillips 2019 Sustainability ReportIntegrating Sustainability   |▲ Back to Table of Contents

$9.4
billion
Total spend with  
contractors and  
suppliers in 2019

Engaging with Suppliers
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Conocophillips Global Connections

Our operations are diverse. So too are the skilled men and women of ConocoPhillips. 

Yet, all 16,900 of us work together as one across operations and activities in 30 countries. 

We commit to fulfill our core SPIRIT Values of Safety, People, Integrity, Responsibility, 

Innovation and Teamwork. Building on our proven track records of performance and 

success, we’re applying the focus and culture of an independent ConocoPhillips.

Recognizing people’s potential

The result is more than just a global team that understands 

ConocoPhillips’ strategic objectives and what it takes to deliver on 

them. It also unlocks the potential of our people to support our 

company’s growth plans and to feel passionate about their contri-

butions and careers.

We recognize that demand for talent in our industry shows no signs 

of slowing down. Attracting and retaining the best in the business 

touches every part of our organization. We are using innovative 

strategies to add great new colleagues to our team and to engage 

them once they are on board.

As part of our future-workforce planning, we are committed to 

increasing student interest in energy industry professions. From 

supporting scholarships in science, technology, engineering 

and mathematics to the extensive use of university internships, 

we are attracting the best talent available. Once they join us at 

ConocoPhillips, we see early career development as an important 

investment. Both newly hired graduates and experienced personnel 

have access to a suite of training and development opportunities, 

plus knowledgesharing capabilities that are among the best in the 

world. In fact, our efforts to drive collaboration across the organiza-

tion were recognized with a 2012 Global Most Admired Knowledge 

Enterprise award. With technology companies like Apple, Google 

and IBM on the list of winners, we are keeping good company. 

We also put time and energy into unique talent management 

teams that drive career development across the globe, while our 

management succession process identifies and cultivates the next 

generation of leaders.

Developing and applying innovative technology is a key compo-

nent of our future success and social license to operate. Our people 

engage and collaborate with leading academic institutions and re-

search partners and access promising technologies via early-stage 

venture investments. Our major areas of technical focus support 

our business growth plans, including developing unconventional 

resources, producing heavy oil economically with fewer emissions, 

improving our competitiveness in deepwater, advancing LNG 

capabilities and implementing sustainability measures.

We are also committed to ensuring the health and wellness of 

our employees. Our wellness program encourages our workforce 

to take charge of their health through a combination of wellness 

screenings, education and incentives. In 2013, we will launch Good 

Employees worldwide

Sharing 
knowledge 
around the 
world. 16.9K
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Production

Exploration and Production1

Major Pipeline

Key Development or Program

Headquarters

Key O�ce Location

AUSTRALIA
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Australia
Paci�c LNG 
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TIMOR-LESTE  

INDONESIA  
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SINGAPORE
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Anchorage
Cook Inlet
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Calgary

Surmont
Narrows Lake
Christina Lake
Foster Creek

Clearwater
Kaybob-Edson

Deep Basin

CANADA
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Bartlesville 
Farmington

Houston

Washington, D.C.

Eagle Ford

San Juan Basin

Permian Basin

Anadarko Basin

GOM

Barnett

UNITED STATES –
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Bakken
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Aberdeen
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Clair
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Stavanger

Prudhoe Bay
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11%
Alaska

34%
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20%
Canada
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13%
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2015 Production2

by region

17%
Alaska

22%
Lower 48

19%
Asia Paci�c &
Middle East

32%
Canada

10%
Europe &
North Africa

2015 Proved Reserves
by region

24%
North American
Natural Gas

19%
LNG & International
Natural Gas

57%
Liquids

2015 Production2

1,589 MBOED

2015 Production2 and Proved Reserves

16%
Non OECD

84%
OECD

2015 Proved Reserves
8.2 BBOE

1 In mid-2015, ConocoPhillips announced plans to reduce future spending on deepwater exploration and is currently pursuing a phased exit.
2 Full-year 2015 production was 1,525 MBOED when adjusted for the full-year impact of 2015 asset dispositions, which was 64 MBOED.
Natural gas production and resources targeted toward liquefied natural gas are depicted as LNG.
OECD refers to member countries of the Organisation for Economic Co-operation and Development.
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Exploration Production Exploration and Production Headquarters

ConocoPhillips  
at a Glance
Headquartered in Houston, Texas, ConocoPhillips had operations and activities in 17 countries, $71 

billion of total assets, and approximately 10,400 employees as of December 31, 2019. Production 

excluding Libya averaged 1,305 thousand barrels of oil equivalent per day (“MBOED”) in 2019, and 

proved reserves were 5.3 billion barrels of oil equivalent (“BBOE”) as of December 31, 2019. 

Who We Are
 

We are challenged with an important job to safely 

find and deliver energy to the world.

Our employees, contractors, vendors, investors and 

community partners are critical to our success. We 

couldn’t power civilization without them.

We’re grounded by values that position us to 

deliver strong performance in a dynamic business 

– but not at all costs. We believe it’s not just what 

we do – it’s how we do it – that sets us apart. 
 
We respect one another, recognizing that our 

success depends upon our employees. We create 

an inclusive environment that reflects the different 

backgrounds, experiences, ideas and perspectives 

of our employees.

Our People 
 

We believe that an engaged workforce is a powerful determinant 

of business success and in 2019 we launched a multi-year effort 

to solicit feedback from our employees via an employee survey, 

“Perspectives.” In the survey, we had 86% employee participation 

and achieved a satisfaction score 5 points higher than general 

Payroll Country Distribution industry companies and 11 points 

higher than our energy peers. Based on survey results, leaders

across the company developed action plans for their areas of 

accountability to address employee feedback. We track progress 

on the action plans and intend to resurvey our employees in 2020.

At year-end 2019, we had approximately 10,400 employees in 17 

countries. This reflects a 4% decrease from 2018, driven primarily 

by asset dispositions.

Across our 17 countries of operations, more than 10,000 people work in a truly 
integrated way to find and produce oil and natural gas.

Our success depends on our people. Our employees’ focus on accountability and performance enables us to safely
�nd and deliver energy to the world. E�ectively engaging, developing, retaining and rewarding our employees is a
priority for us.

We believe that an engaged workforce is a powerful determinant of business success and in 2019 we launched a
multi-year e�ort to solicit feedback from our employees via an employee survey, “Perspectives.” In the survey, we
had 86% employee participation and achieved a
satisfaction score 5 points higher than general
industry companies and 11 points higher than our
energy peers. Based on survey results, leaders
across the company developed action plans for
their areas of accountability to address employee
feedback. We track progress on the action plans
and intend to resurvey our employees in 2020.

At year-end 2019, we had approximately 10,400
employees in 17 countries. This re�ects a 4%
decrease from 2018, driven primarily by asset
dispositions.

Our People

3.1%
Great Britain

0.7%
China

6.1%
Indonesia

17.6%
Norway

7.3%
Canada

1.7%
Other Countries

55.3%
USA

8.2%
Australia

Payroll Country Distribution
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17
Countries as of Dec. 31, 2019 as of Dec. 31, 2019

1,305
MBOED

5.3
Billion BOE

Global Operations and Activities Employees

2019 Production* 2019 Proved Reserves

~10,400
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Accountable
to Each Other

Conocophillips Global Connections

Our operations are diverse. So too are the skilled men and women of ConocoPhillips. 

Yet, all 16,900 of us work together as one across operations and activities in 30 countries. 

We commit to fulfill our core SPIRIT Values of Safety, People, Integrity, Responsibility, 

Innovation and Teamwork. Building on our proven track records of performance and 

success, we’re applying the focus and culture of an independent ConocoPhillips. 

Recognizing people’s potential

The result is more than just a global team that understands 

ConocoPhillips’ strategic objectives and what it takes to deliver on 

them. It also unlocks the potential of our people to support our 

company’s growth plans and to feel passionate about their contri-

butions and careers.

We recognize that demand for talent in our industry shows no signs 

of slowing down. Attracting and retaining the best in the business 

touches every part of our organization. We are using innovative 

strategies to add great new colleagues to our team and to engage 

them once they are on board.

As part of our future-workforce planning, we are committed to 

increasing student interest in energy industry professions. From 

supporting scholarships in science, technology, engineering 

and mathematics to the extensive use of university internships, 

we are attracting the best talent available. Once they join us at 

ConocoPhillips, we see early career development as an important 

investment. Both newly hired graduates and experienced personnel 

have access to a suite of training and development opportunities, 

plus knowledgesharing capabilities that are among the best in the 

world. In fact, our efforts to drive collaboration across the organiza-

tion were recognized with a 2012 Global Most Admired Knowledge 

Enterprise award. With technology companies like Apple, Google 

and IBM on the list of winners, we are keeping good company. 

We also put time and energy into unique talent management 

teams that drive career development across the globe, while our 

management succession process identifies and cultivates the next 

generation of leaders.

Developing and applying innovative technology is a key compo-

nent of our future success and social license to operate. Our people 

engage and collaborate with leading academic institutions and re-

search partners and access promising technologies via early-stage 

venture investments. Our major areas of technical focus support 

our business growth plans, including developing unconventional 

resources, producing heavy oil economically with fewer emissions, 

improving our competitiveness in deepwater, advancing LNG 

capabilities and implementing sustainability measures.

We are also committed to ensuring the health and wellness of 

our employees. Our wellness program encourages our workforce 

to take charge of their health through a combination of wellness 

screenings, education and incentives. In 2013, we will launch Good 

Employees worldwide

Sharing  
knowledge 
around the 
world. 16.9K

Exploration1

Production

Exploration and Production1

Major Pipeline

Key Development or Program
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Key O�ce Location
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London

GREENLAND

TIMOR-LESTE  

INDONESIA  
Jakarta

Corridor
SINGAPORE

Kuala Lumpur

MALAYSIA 

CAMBODIA
MYANMAR

Block B
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Block JBlock G

JAPAN
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CHINA 
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Penglai
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China 

Sea

Paci�c Ocean
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Gulf of Mexico
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QATAR 

SENEGAL 

CHILE 

Doha
Qatargas 3

MIDDLE EAST  

NORWAY

UNITED KINGDOM

UNITED STATES – 
ALASKA

Anchorage
Cook Inlet

TAPS Pipeline

Calgary

Surmont
Narrows Lake
Christina Lake
Foster Creek

Clearwater
Kaybob-Edson

Deep Basin

CANADA

NOR TH AMERICA

Bartlesville 
Farmington

Houston

Washington, D.C.

Eagle Ford

San Juan Basin

Permian Basin

Anadarko Basin

GOM

Barnett

UNITED STATES –
LOWER 48Wyoming/

Uinta Basin

Bakken

Niobrara

Aberdeen

East Irish Sea

Southern
North Sea

J-Area

Clair
Britannia

Alvheim

Greater Eko�sk Area

Stavanger

Prudhoe Bay
Kuparuk

Alpine

11%
Alaska

34%
Lower 48

20%
Canada

22%
Asia Paci�c &
Middle East

13%
Europe &
North Africa

2015 Production2

by region

17%
Alaska

22%
Lower 48

19%
Asia Paci�c &
Middle East

32%
Canada

10%
Europe &
North Africa

2015 Proved Reserves
by region

24%
North American
Natural Gas

19%
LNG & International
Natural Gas

57%
Liquids

2015 Production2

1,589 MBOED

2015 Production2 and Proved Reserves

16%
Non OECD

84%
OECD

2015 Proved Reserves
8.2 BBOE

1 In mid-2015, ConocoPhillips announced plans to reduce future spending on deepwater exploration and is currently pursuing a phased exit.
2 Full-year 2015 production was 1,525 MBOED when adjusted for the full-year impact of 2015 asset dispositions, which was 64 MBOED.
Natural gas production and resources targeted toward lique�ed natural gas are depicted as LNG.
OECD refers to member countries of the Organisation for Economic Co-operation and Development.
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Lower 48 

 Fact Sheet—March 2020

1

The Lower 48 represents the largest segment in ConocoPhillips today based on production. The 
company has high-quality positions in the North American unconventionals, which are low cost of 
supply assets with significant upside potential.

The company’s large onshore Lower 48 position of 10.3 million net acres, much of it held by 
production, gives access to scalable, low cost of supply inventory that can generate substantial 
future production growth. The Lower 48 segment is comprised of two regions covering the Gulf 
Coast and Great Plains. Current major focus areas for the Lower 48 include the Eagle Ford, Bakken 
and Permian Basin.

In early 2020, the company sold its Niobrara assets in Colorado and its Waddell Ranch assets in the 
Permian Basin.

ConocoPhillips—Average Daily Net Production, 2019*

Lower 48 

Fact Sheet—March 2020

18%
NGL

*Production includes 1 MBOED from the Magnolia asset that was sold in 2019, as well as 11 MBOED from Niobrara and 4 MBOED from Waddell Ranch that was sold in 2020. 

See page 8 for Cautionary Statement pertaining to the use of this Fact Sheet.

451
2019 Production*

Thousand
barrels of oil  
equivalent per day

1.4
2019 Proved Reserves

Billion
barrels of oil  
equivalent

2019 Production* 2019 Capital Expenditures and Investments2019 Production Mix

4Q 4Q3Q 3Q2Q 2Q1Q 1Q

59%
Crude Oil

23%
Natural Gas

Area Interest Operator
Crude Oil

(MBD)

NGL
(MBD)

Natural Gas
(MMCFD)

Total
(MBOED)

Eagle Ford Various Various 125 49 251 216

Gulf of Mexico Various Various 13 2 11 16

Gulf Coast-Other Various Various 3 -   9 5

Gulf Coast Total 141 51 271 237

Bakken Various Various 71 11 92 97

Permian Unconventional Various Various 28 12 94 56

Permian Conventional Various Various 17 3 59 30

Anadarko Basin Various Various 2 3 58 14

Niobrara Various Various 7 1 12 11

Wyoming/Uinta Various Various -   -   36 6

Great Plains Total 125 30 351 214 

Lower 48 Total 266 81 622 451

414 834
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936469
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Providing Energy to the World.
Committed to our values. 

© ConocoPhillips Company. 2020. All rights reserved.

ConocoPhillips is proud to be an industry leader in finding and 

producing the oil and gas the world needs. At the foundation of our 

work is the commitment we have to our SPIRIT Values—Safety, People, 

Integrity, Responsibility, Innovation and Teamwork.

To learn more, visit www.conocophillips.com

© ConocoPhillips Company. 2020. All rights reserved.

Providing energy for the world
while staying committed to our values. 
ConocoPhillips is proud to be an industry leader in finding and producing 

the oil and gas the world needs. At the foundation of our work is the 

commitment we have to our SPIRIT Values—Safety, People, Integrity, 

Responsibility, Innovation and Teamwork.

To learn more, visit www.conocophillips.com



Purposefully
Innovative
ConocoPhillips has a diversi�ed asset base with scope and scale. Our six operating 

segments provide strong legacy production, signi�cant international growth projects and 

a lower-risk North American and international portfolio. We also have a global exploration 

program with an exciting prospect inventory in unconventional and conventional 

opportunities. And we have the technical capability and depth to operate anywhere in the 

world with a relentless focus on safety and execution excellence.

This segment represents the largest business in our company today. 

In the current environment of the rapidly progressing shale revolution 

and depressed natural gas prices, we have directed our investments 

toward high-margin, liquids-rich opportunities, particularly in growing 

unconventional plays. Our large onshore Lower 48 position of 13.8 

million net acres, much of it held by production, gives us access to 

scalable inventory that can generate substantial production and mar-

gin growth in the years ahead. We are also building momentum in our 

deepwater exploration program in the Gulf of Mexico. 

We bene�t signi�cantly from our large legacy acreage holdings. We 

have a deep understanding of key basins and their geology, along 

with a base of existing infrastructure and operational scale. We have 

some of the best positions in premier unconventional plays in the 

Lower 48. Our three current major focus areas – Eagle Ford, Bakken 

and Permian – comprise more than 1.9 million conventional and 

unconventional acres and will generate signi�cant future growth. 

We also have a history of technological innovation that gives us a 

competitive edge in these areas.

In the Eagle Ford and Bakken, we increased production by 144 

percent and 44 percent, respectively, from 2011 to 2012. In the 

Eagle Ford, we averaged production of 89 MBOED in the fourth 

quarter, achieving a peak daily rate of 103 MBOED, while running 11 

operated drilling rigs. In the Bakken, we averaged production of 24 

MBOED in the fourth quarter, with nine operated drilling rigs. Along 

with anticipated growth from liquidsrich resources in the Niobrara, 

Wolfcamp and other plays, we expect to build Lower 48 uncon-

ventional production to 300 MBOED by 2017, a signi�cant increase 

from a modest base a few years ago.

As part of meeting our growth goals, we will be adding infrastruc-

ture to debottleneck production handling and maximize sales. We 

made substantial progress on this in 2012 and continue to build our 

infrastructure. As a result, the majority of our acreage will be held 

by production in 2013 in the Eagle Ford and Bakken trends – a key 

advantagethat enables us to control the pace of development. We 

will also continue our dialogue with stakeholders to fully inform 

them of the hydraulic fracturing techniques that are being safely 

used by industry to maximize the bene�ts of this signi�cant  

national resource.

We continue applying new technology and fresh geologic 

knowledge to both enhance existing resource recovery and 
identify potential new sources of hydrocarbons in our 
legacy positions. These assets provide strong cash �ow and 
pro�table production, with signi�cant remaining potential. 
We continue targeting liquids-rich opportunities across our 
Lower 48 portfolio.

John Smith
Operation Manager

We have a strong understanding of key 
basins and their geology.

10 11GLOBAL PORTFOLIO ASSETS

2015 Total Production* 2015 Year-end Reserves*
Countries with operations
and activities

Delivering resources
safely around the globe

Using innovations
to keep the shores safe

Million on shore net acres

27 13.8M

Delivering resources  
safely around the globe

Using innovations 
to keep the shores safe

Lower 48 and Latin America Leading the shale revolution.
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Conocophillips Global Connections

Our operations are diverse. So too are the skilled men and women of ConocoPhillips. 

Yet, all 16,900 of us work together as one across operations and activities in 30 countries. 

We commit to fulfill our core SPIRIT Values of Safety, People, Integrity, Responsibility, 

Innovation and Teamwork. Building on our proven track records of performance and 

success, we’re applying the focus and culture of an independent ConocoPhillips. 

Recognizing people’s potential

The result is more than just a global team that understands 

ConocoPhillips’ strategic objectives and what it takes to deliver on 

them. It also unlocks the potential of our people to support our 

company’s growth plans and to feel passionate about their contri-

butions and careers.

We recognize that demand for talent in our industry shows no signs 

of slowing down. Attracting and retaining the best in the business 

touches every part of our organization. We are using innovative 

strategies to add great new colleagues to our team and to engage 

them once they are on board.

As part of our future-workforce planning, we are committed to 

increasing student interest in energy industry professions. From 

supporting scholarships in science, technology, engineering 

and mathematics to the extensive use of university internships, 

we are attracting the best talent available. Once they join us at 

ConocoPhillips, we see early career development as an important 

investment. Both newly hired graduates and experienced personnel 

have access to a suite of training and development opportunities, 

plus knowledgesharing capabilities that are among the best in the 

world. In fact, our efforts to drive collaboration across the organiza-

tion were recognized with a 2012 Global Most Admired Knowledge 

Enterprise award. With technology companies like Apple, Google 

and IBM on the list of winners, we are keeping good company. 

We also put time and energy into unique talent management 

teams that drive career development across the globe, while our 

management succession process identifies and cultivates the next 

generation of leaders.

Developing and applying innovative technology is a key compo-

nent of our future success and social license to operate. Our people 

engage and collaborate with leading academic institutions and re-

search partners and access promising technologies via early-stage 

venture investments. Our major areas of technical focus support 

our business growth plans, including developing unconventional 

resources, producing heavy oil economically with fewer emissions, 

improving our competitiveness in deepwater, advancing LNG 

capabilities and implementing sustainability measures.

We are also committed to ensuring the health and wellness of 

our employees. Our wellness program encourages our workforce 

to take charge of their health through a combination of wellness 

screenings, education and incentives. In 2013, we will launch Good 

Employees worldwide

Sharing  
knowledge 
around the 
world. 16.9K
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Key Development or Program
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Qatargas 3

MIDDLE EAST  

NORWAY

UNITED KINGDOM
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UNITED STATES –
LOWER 48Wyoming/
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Alvheim
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11%
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34%
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13%
Europe &
North Africa

2015 Production2

by region

17%
Alaska

22%
Lower 48

19%
Asia Paci�c &
Middle East

32%
Canada

10%
Europe &
North Africa

2015 Proved Reserves
by region

24%
North American
Natural Gas

19%
LNG & International
Natural Gas

57%
Liquids

2015 Production2

1,589 MBOED

2015 Production2 and Proved Reserves

16%
Non OECD

84%
OECD

2015 Proved Reserves
8.2 BBOE

1 In mid-2015, ConocoPhillips announced plans to reduce future spending on deepwater exploration and is currently pursuing a phased exit.
2 Full-year 2015 production was 1,525 MBOED when adjusted for the full-year impact of 2015 asset dispositions, which was 64 MBOED.
Natural gas production and resources targeted toward liquefied natural gas are depicted as LNG.
OECD refers to member countries of the Organisation for Economic Co-operation and Development.
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Providing Energy to the World.
Committed to our values. 

© ConocoPhillips Company. 2020. All rights reserved.

ConocoPhillips is proud to be an industry leader in finding and 

producing the oil and gas the world needs. At the foundation of our 

work is the commitment we have to our SPIRIT Values—Safety, People, 

Integrity, Responsibility, Innovation and Teamwork.

To learn more, visit www.conocophillips.com

© ConocoPhillips Company. 2020. All rights reserved.

Providing energy for the world
while staying committed to our values. 
ConocoPhillips is proud to be an industry leader in finding and producing 

the oil and gas the world needs. At the foundation of our work is the 

commitment we have to our SPIRIT Values—Safety, People, Integrity, 

Responsibility, Innovation and Teamwork.

To learn more, visit www.conocophillips.com

Global Gas and Power

Global Supply Chain 
Overview 

Lower 48 

 Fact Sheet—March 2020

1

The Lower 48 represents the largest segment in ConocoPhillips today based on production. The 
company has high-quality positions in the North American unconventionals, which are low cost of 
supply assets with significant upside potential.

The company’s large onshore Lower 48 position of 10.3 million net acres, much of it held by 
production, gives access to scalable, low cost of supply inventory that can generate substantial 
future production growth. The Lower 48 segment is comprised of two regions covering the Gulf 
Coast and Great Plains. Current major focus areas for the Lower 48 include the Eagle Ford, Bakken 
and Permian Basin.

In early 2020, the company sold its Niobrara assets in Colorado and its Waddell Ranch assets in the 
Permian Basin.

ConocoPhillips—Average Daily Net Production, 2019*

Lower 48 

Fact Sheet—March 2020

18%
NGL

*Production includes 1 MBOED from the Magnolia asset that was sold in 2019, as well as 11 MBOED from Niobrara and 4 MBOED from Waddell Ranch that was sold in 2020. 

See page 8 for Cautionary Statement pertaining to the use of this Fact Sheet.
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2019 Production*

Thousand
barrels of oil  
equivalent per day

1.4
2019 Proved Reserves

Billion
barrels of oil  
equivalent

2019 Production* 2019 Capital Expenditures and Investments2019 Production Mix

4Q 4Q3Q 3Q2Q 2Q1Q 1Q

59%
Crude Oil

23%
Natural Gas

Area Interest Operator
Crude Oil

(MBD)

NGL
(MBD)

Natural Gas
(MMCFD)

Total
(MBOED)

Eagle Ford Various Various 125 49 251 216

Gulf of Mexico Various Various 13 2 11 16

Gulf Coast-Other Various Various 3 -   9 5

Gulf Coast Total 141 51 271 237

Bakken Various Various 71 11 92 97

Permian Unconventional Various Various 28 12 94 56

Permian Conventional Various Various 17 3 59 30

Anadarko Basin Various Various 2 3 58 14

Niobrara Various Various 7 1 12 11

Wyoming/Uinta Various Various -   -   36 6

Great Plains Total 125 30 351 214 

Lower 48 Total 266 81 622 451

414 834
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936469
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Supply Chain  
Sustainability 
Sustainability is integral to our procurement processes and supplier engagement. We have identified 

sustainability questions to be used in bids and performance indicators and will continue to enhance 

processes and engage our suppliers to identify and manage risks and increase productivity and 

efficiency within the supply chain. We are committed to supporting business opportunities and 

capacity building for local and diverse suppliers in our own operations and through our supply chain. 

As we integrate sustainable development into our key 

business activities, suppliers play a significant role. From 

constructing our facilities to providing well services and 

supplying equipment, how they manage their impact 

on the environment and community is important to us 

and can affect our performance. We regularly engage our 

suppliers through Business Reviews, Supplier Relationship 

Management, Supplier Sustainability Forum and supplier 

audits to.

We conduct all contracting and procurement activities 

in an ethical manner in accordance with our Supply 

Chain Standard and applicable laws. We require suppliers 

to comply with certain requirements as a condition of 

business and to be guided by the principles and standards 

set forth in the ConocoPhillips Code of Business Ethics 

and Conduct and their own ethics and conduct policies. 

Our Code of Business Ethics and Conduct: Expectations 

of Suppliers provides additional clarity to our suppliers 

regarding our expectations in these areas.

Sustainability is integral to our procurement processes and supplier
engagement. We have identi�ed sustainability questions to be used in bids and
performance indicators and will continue to enhance processes and engage our
suppliers to identify and manage risks and increase productivity and e� ciency
within the supply chain. We are committed to supporting business opportunities
and capacity building for local and diverse suppliers in our own operations and
through our supply chain. 

Engaging with Suppliers
As we integrate sustainable development into our key business activities, suppliers play a signi�cant role. From
constructing our facilities to providing well services and supplying equipment, how they manage their impact on
the environment and community is important to us and can a�ect our performance. 

We regularly engage our suppliers through Business Reviews, Supplier Relationship Management, Supplier
Sustainability Forum and supplier audits to: 

Review the ConocoPhillips sustainability governance system and asses how we can work with suppliers.
Identify sustainable development opportunities and risks in the extended supply chains of critical categories.
Share best practices for building supplier capacity throughout the supply chain.

We conduct all contracting and procurement activities in an ethical manner in accordance with our Supply Chain
Standard and applicable laws. We require suppliers to comply with certain requirements as a condition of business
and to be guided by the principles and standards set forth in the ConocoPhillips Code of Business Ethics and

Supply Chain Sustainability

Conduct and their own ethics and conduct policies. Our Code of Business Ethics and Conduct: Expectations of
Suppliers provides additional clarity to our suppliers regarding our expectations in these areas:

Suppliers must comply with applicable environmental laws and regulations and

$9.4
billion
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Accountable
to Each Other

Conocophillips Global Connections

Our operations are diverse. So too are the skilled men and women of ConocoPhillips. 

Yet, all 16,900 of us work together as one across operations and activities in 30 countries. 

We commit to fulfill our core SPIRIT Values of Safety, People, Integrity, Responsibility, 

Innovation and Teamwork. Building on our proven track records of performance and 

success, we’re applying the focus and culture of an independent ConocoPhillips. 

Recognizing people’s potential

The result is more than just a global team that understands 

ConocoPhillips’ strategic objectives and what it takes to deliver on 

them. It also unlocks the potential of our people to support our 

company’s growth plans and to feel passionate about their contri-

butions and careers.

We recognize that demand for talent in our industry shows no signs 

of slowing down. Attracting and retaining the best in the business 

touches every part of our organization. We are using innovative 

strategies to add great new colleagues to our team and to engage 

them once they are on board.

As part of our future-workforce planning, we are committed to 

increasing student interest in energy industry professions. From 

supporting scholarships in science, technology, engineering 

and mathematics to the extensive use of university internships, 

we are attracting the best talent available. Once they join us at 

ConocoPhillips, we see early career development as an important 

investment. Both newly hired graduates and experienced personnel 

have access to a suite of training and development opportunities, 

plus knowledgesharing capabilities that are among the best in the 

world. In fact, our efforts to drive collaboration across the organiza-

tion were recognized with a 2012 Global Most Admired Knowledge 

Enterprise award. With technology companies like Apple, Google 

and IBM on the list of winners, we are keeping good company. 

We also put time and energy into unique talent management 

teams that drive career development across the globe, while our 

management succession process identifies and cultivates the next 

generation of leaders.

Developing and applying innovative technology is a key compo-

nent of our future success and social license to operate. Our people 

engage and collaborate with leading academic institutions and re-

search partners and access promising technologies via early-stage 

venture investments. Our major areas of technical focus support 

our business growth plans, including developing unconventional 

resources, producing heavy oil economically with fewer emissions, 

improving our competitiveness in deepwater, advancing LNG 

capabilities and implementing sustainability measures.

We are also committed to ensuring the health and wellness of 

our employees. Our wellness program encourages our workforce 

to take charge of their health through a combination of wellness 

screenings, education and incentives. In 2013, we will launch Good 

Employees worldwide

Sharing  
knowledge 
around the 
world. 16.9K
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2015 Production2 and Proved Reserves
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Non OECD
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8.2 BBOE

1 In mid-2015, ConocoPhillips announced plans to reduce future spending on deepwater exploration and is currently pursuing a phased exit.
2 Full-year 2015 production was 1,525 MBOED when adjusted for the full-year impact of 2015 asset dispositions, which was 64 MBOED.
Natural gas production and resources targeted toward liquefied natural gas are depicted as LNG.
OECD refers to member countries of the Organisation for Economic Co-operation and Development.
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ConocoPhillips  
at a Glance
Headquartered in Houston, Texas, ConocoPhillips had operations and activities in 17 countries, $71 

billion of total assets, and approximately 10,400 employees as of December 31, 2019. Production 

excluding Libya averaged 1,305 thousand barrels of oil equivalent per day (“MBOED”) in 2019, and 

proved reserves were 5.3 billion barrels of oil equivalent (“BBOE”) as of December 31, 2019. 

Who We Are
 

We are challenged with an important job to safely 

find and deliver energy to the world.

Our employees, contractors, vendors, investors and 

community partners are critical to our success. We 

couldn’t power civilization without them.

We’re grounded by values that position us to 

deliver strong performance in a dynamic business 

– but not at all costs. We believe it’s not just what 

we do – it’s how we do it – that sets us apart. 
 
We respect one another, recognizing that our 

success depends upon our employees. We create 

an inclusive environment that reflects the different 

backgrounds, experiences, ideas and perspectives 

of our employees.

Our People 
 

We believe that an engaged workforce is a powerful determinant 

of business success and in 2019 we launched a multi-year effort 

to solicit feedback from our employees via an employee survey, 

“Perspectives.” In the survey, we had 86% employee participation 

and achieved a satisfaction score 5 points higher than general 

Payroll Country Distribution industry companies and 11 points 

higher than our energy peers. Based on survey results, leaders

across the company developed action plans for their areas of 

accountability to address employee feedback. We track progress 

on the action plans and intend to resurvey our employees in 2020.

At year-end 2019, we had approximately 10,400 employees in 17 

countries. This reflects a 4% decrease from 2018, driven primarily 

by asset dispositions.

Across our 17 countries of operations, more than 10,000 people work in a truly 
integrated way to find and produce oil and natural gas.

Our success depends on our people. Our employees’ focus on accountability and performance enables us to safely
�nd and deliver energy to the world. E�ectively engaging, developing, retaining and rewarding our employees is a
priority for us.

We believe that an engaged workforce is a powerful determinant of business success and in 2019 we launched a
multi-year e�ort to solicit feedback from our employees via an employee survey, “Perspectives.” In the survey, we
had 86% employee participation and achieved a
satisfaction score 5 points higher than general
industry companies and 11 points higher than our
energy peers. Based on survey results, leaders
across the company developed action plans for
their areas of accountability to address employee
feedback. We track progress on the action plans
and intend to resurvey our employees in 2020.

At year-end 2019, we had approximately 10,400
employees in 17 countries. This re�ects a 4%
decrease from 2018, driven primarily by asset
dispositions.

Our People
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China
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7.3%
Canada

1.7%
Other Countries

55.3%
USA
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Payroll Country Distribution
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touches every part of our organization. We are using innovative 

strategies to add great new colleagues to our team and to engage 

them once they are on board.
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and mathematics to the extensive use of university internships, 
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have access to a suite of training and development opportunities, 

plus knowledgesharing capabilities that are among the best in the 

world. In fact, our efforts to drive collaboration across the organiza-

tion were recognized with a 2012 Global Most Admired Knowledge 

Enterprise award. With technology companies like Apple, Google 

and IBM on the list of winners, we are keeping good company. 

We also put time and energy into unique talent management 

teams that drive career development across the globe, while our 

management succession process identifies and cultivates the next 

generation of leaders.
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nent of our future success and social license to operate. Our people 

engage and collaborate with leading academic institutions and re-

search partners and access promising technologies via early-stage 

venture investments. Our major areas of technical focus support 

our business growth plans, including developing unconventional 

resources, producing heavy oil economically with fewer emissions, 

improving our competitiveness in deepwater, advancing LNG 

capabilities and implementing sustainability measures.

We are also committed to ensuring the health and wellness of 

our employees. Our wellness program encourages our workforce 

to take charge of their health through a combination of wellness 

screenings, education and incentives. In 2013, we will launch Good 
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1 In mid-2015, ConocoPhillips announced plans to reduce future spending on deepwater exploration and is currently pursuing a phased exit.
2 Full-year 2015 production was 1,525 MBOED when adjusted for the full-year impact of 2015 asset dispositions, which was 64 MBOED.
Natural gas production and resources targeted toward lique�ed natural gas are depicted as LNG.
OECD refers to member countries of the Organisation for Economic Co-operation and Development.
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These contacts are provided if you have questions.

BRAND MANAGEMENT CONTACTS

Scott Stone, Director, Brand, Creative Services, Digital, Social and Research
Scott.Stone@conocophillips.com

Audrey Henderson, Account Manager, Creative Services
Audrey.E.Henderson@conocophillips.com

CS 20-1470
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