
PRADEEP ANAND
SEETA RESOURCES

pradeep@seeta.com
www.seeta.com
+1 281 265 9301

August 26, 2003



Pradeep Anand www.seeta.com 2

INTRODUCTION
MARKETING & COMMERCIALIZING

OILFIELD TECHNOLOGIES

• President, Co-founder, PointCross
• VP Marketing, Landmark Graphics
• First marketing manager for LWD/MWD at

Sperry-Sun
• North American Operations Manager, a division

of Baker Hughes

SINCE 1993
• Petroleum Industry: Baker Hughes, Baroid

Corporation, Daniel Industries, Dresser
Industries, Landmark Graphics (Halliburton),
Numar (Halliburton), Sperry-Sun (Halliburton),
PGS- Tigress

• Capital Goods/Manufacturing: NL Industries,
Nutter Engineering, CompX, Gundle/SLT
Environmental, IKG Industries, National Cabinet
Lock, Patterson-Kelley, Waterloo Components

• IT/Technology: Sun Microsystems, Scicom, 
Scandent

Presenter
Presentation Notes
THANK YOU GULF PUBLISHING
FIRST, LET ME INTRODUCE MYSELF
OVER 20 YEARS IN MARKETING AND COMMERCIALIZING OILFIELD TECHNOLOGIES
NOT ONLY UPSTREAM BUT DOWNSTREAM, ENGINEERING, MANUFACTURING AND INFORMATION TECHNOLOGIES
INTIMATE, INTERACTIVE CONTACT WITH EXECUTIVES AT OIL COMPANIES
YOU’VE SEEN A QUANTITATIVE OUTLOOK
SO, TODAY, I’LL SHARE SOME BROAD “OUTLOOK” TRENDS
BUT FIRST, SOME TRUISMS ABOUT MARKETING IN THE OILFIELD =>
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1. Get Customers’ Attention
2. Show Customers Advantages Over Alternatives

3. Prove It
4. Persuade People To Grasp the Advantages

5. Ask For A Call To Action

MARKETING HAS TO BE SUCCESSFUL 
IRRESPECTIVE OF MARKET CONDITIONS!

MINDSHARE ALWAYS PRECEDES MARKET SHARE!

Presenter
Presentation Notes
Truisms
Marketing people have no choice but to be successful
2. You cannot have market share without mindshare
3. To build mindshare- 5 Steps to marketing success (READ!)

Of these step two is the most important- show customers a competitive edge

DIFFERENTIATION AND POSITIONING ARE VITAL =>
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POSITIONING!
Know Thy Customer

WHAT’S CHANGING IN THE OILFIELD?

DIFFERENTIATION!

Presenter
Presentation Notes
TO BE SUCCESSFUL, YOU’VE GOT TO GET MINDSHARE
TO GET MINDSHARE WE HAVE TO BE MASTERS AT DIFFERENTIATION AND POSITIONING
TO BE MASTERS AT POSITIONING AND DIFFERENTIATION WE HAVE TO KNOW OUR CUSTOMERS, ESPECIALLY OUR TARGET CUSTOMERS

 SHARE BROAD ISSUES EVOLVING IN THE UPSTREAM BUSINESS =>
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1. OIL COMPANIES’ FOCUS
1. DISTINCTIVE FINANCIAL 

PERFORMANCE  OF 
ASSETS

2. MEETING 
ENVIRONMENTAL & 
SOCIAL OBJECTIVES
– Ethical conduct
– Sustainable development
– Employees 
– Relationships 
– Health, Safety and 

Environmental
– Performance control and finance

3. “THROUGH THE LENS OF 
PEOPLE, PROCESSES, 
TECHNOLOGIES”

Presenter
Presentation Notes
NUMBER ONE

THERE ARE TWO MAJOR DRIVERS FOR THE UPSTREAM INDUSTRY:

OIL COMPANY GOALS
FINANCIAL
SOCIAL & ENVIRONMENTAL

OIL COMPANY MEANS TO THESE ENDS
PEOPLE, PROCESS & TECHNOLOGY

SOUNDS SIMPLE BUT THIS MAKES FOR VERY COMPLEX DECISION MAKING =>
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WHO IS YOUR TARGET CUSTOMER? 
COMPLEX POSITIONING AND SEGMENTATION

• Types of Customers: NOCs, 
Supermajors, Major 
Independents, Independents, 
Operating Partners, OTO

• Multiple Roles: Cost-driven 
Buyer, Upper Management, 
Technical Buyer, End User

• Types of Assets: 48% of 
production from mature field; 
Deepwater- 8%; Developing 
Fields- 44%; 70% of 
production from fields more 
than 30 years old.

2. GLOBALLY DISTRIBUTED DECISION MAKING

Presenter
Presentation Notes
NUMBER TWO

WE CAN EXPECT INCREASINGLY COMPLEX DECISION MAKING
CONSIDER THESE 3 DIMENSIONS
TYPES OF CUSTOMERS, CUSTOMER ROLES, AND ASSET LIFECYCLE STAGE
NOCS DIFFERENT FROM PRIVATE FIRMS
CUTE- EACH HAS DIFFERENT MOTIVATION
STAGE IN ASSET LIFECYCLE DRIVES DIFFERENT MOTIVATIONS
YOU HAVE HUNDREDS OF SEGMENTS
WHO ARE YOUR TARGET CUSTOMERS?
AND HOW DO YOU REACH THEM AND COMMUNICATE WITH THEM?
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3. ASSET LIFECYCLE DRIVEN
OVERARCHING PRIORITIES

SOCIAL RESPONSIBILITIES, HSE, 
QUALITY, SCHEDULE, COST

• CAPEX FOCUS
– New Assets: Acquisition, 

Competition, “Business 
Development”, NPV Growth, 
ROCE

– Develop Assets: Speed, Time to 
First Cash, NPV Growth, ROCE

• OPEX FOCUS
– Produce: Net Income, NPV 

Maintenance, Cash Flow, ROCE
– Harvest: Net Income, NPV 

Maintenance, Cash Flow, ROCE

Presenter
Presentation Notes
NUMBER THREE

NEEDS CHANGE BY ASSET LIFECYCLE

OIL COMPANY IMPERATIVES ARE DIFFERENT AT DIFFERENT STAGES OF AN ASSET LIFECYCLE
OVERARCHING PRIORITIES ARE SOCIAL AND ENVIRONMENTAL, QUALITY, SCHEDULE AND COST IN THAT PRIORITY, IN THAT ORDER
FROM THIS BP EXAMPLE
EARLY STAGES- CAPEX
CUMULATIVE ASSETS PLATEAU, FOCUS ON OPEX
SQUEEZE OUT EVERY PENNY OUT OF COSTS
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4. PEOPLE, PROCESS, TECHNOLOGY

PROCESSPEOPLE

TECHNOLOGY

Presenter
Presentation Notes
NUMBER FOUR

THE FOURTH MAJOR CHANGE, AND THE MOST CHALLENGING ONE

USING A COMBINATION OF PPT TO DELIVER SUPERIOR RESULTS
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4a. PROCESS/PROGRAM MANAGEMENT

• BP’s CVP, Marathon’s MPMP
• Chevron’s CPDEP: Chevron Project 

Development and Execution Process
• 5-phase approach to definition and 

execution
– Identify and Assess Opportunities 
– Generate and Select Alternatives 
– Develop Preferred Alternatives 
– Execute 
– Operate and Evaluate 

• At each phase, provides good 
definition of:

– Decision Makers, Deliverables, Work 
Team, Focus Items, Resources, Value, 
Metrics, Role of Owner's Project Support 
Team 

Presenter
Presentation Notes
ALL OIL COMPANIES INITIATIVES IN PROCESS AND PROGRAM MANAGEMENT

FOR EXAMPLE, BP HAS CVP, MARATHON HAS MPMP, AND CHEVRONTEXACO HAS CHIP DIP
OIL COMPANIES’ EFFORT AT PUTTING THEIR ARMS AROUND THE VERY COMPLEX PROCESS OF FINDING AND PRODUCING OIL AND GAS SAFELY AND ECONOMICALLY
THE PROCESS IS BROKEN INTO FIVE TO EIGHT PHASES
AND EACH PHASE HAS OBJECTIVES, AND DELIVERABLES, RESOURCES, RESPONSIBILITIES, METRICS, AUDITS AND LESSONS LEARNED
I SEE THIS AS AN OPPORTUNITY FOR SERVICE COMPANIES TO BECOME AN INTEGRAL PART OF AN OIL COMPANY’S EXTENDED ENTERPRISE!
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4b. PEOPLE

• Challenge: Experience 
Exodus, Brain Drain.

• Refreshed Focus on 
Developing and Attracting 
New Talent

– “GenX”
– Preparing for “GenY”
– Global Workforce
– Diversity

• Introducing New Ways of 
Working Fit for "GenX" and 
“GenY”

• Using Technology to Work 
With a Global Workforce

Presenter
Presentation Notes
AFTER PROCESS COMES PEOPLE

INDUSTRY FALLACY- BRAIN DRAIN, EXODUS OF EXPERIENCE; TRUE ONLY IN NORTH AMERICA AND NORTHERN EUROPE
OIL COMPANIES HAVE A REFRESHED FOCUS ON DIVERSITY, A GLOBAL WORK FORCE, AND WORKING WITH GENX
TECHNOLOGY WILL PLAY AN IMPORTANT ROLE IN TYING THIS GLOBAL WORKFORCE TOGETHER

THIS JUST ADDS TO MARKETING COMPLEXITY!
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4c. TECHNOLOGIES
• Asset/Field Technologies

– Seismic Imaging- Difficult 
Subsurface Environments

– Deepwater Engineering 
Technologies- riser vibration, 
subsea processing, cold flow

– Real-Time Management of Fields
– Optimizing Mature Fields

• Organizational Technologies
– Process Management
– Compliance
– Mining, Managing, Sharing, and 

Using Information

• Renewed emphasis on 
technology as a savior

– Autonomous business units were 
technology laggards

– Independent technology units are 
not driven by business goals

– Amalgamation of both, simpler 
decision making!

Presenter
Presentation Notes
TWO TYPES OF TECHNOLOGIES
ASSET OR FIELD FOCUSED
OIL COMPANIES LOVE THESE TO MANAGE ASSETS (READ LIST)
INCREASED FOCUS ON ORGANIZATIONAL TECHNOLOGIES 
TO IMPROVE PROCESSES, COMPLIANCE AND PRODUCTIVITY
IT HAS HAD A BAD RAP LAST FEW YEARS, RIGHTFULLY SO
IT AHEAD OF CURVE
BUSINESS UNITS WERE BEHIND THE CURVE
AMALGAMATION OF TWO FOR SUPERIOR RESULTS
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SUMMARY

Oil Companies, Service Companies 
and Marketers have no choice but 
to be successful in every situation

Competitive Edge is Differentiated Value 
Addition in:

– Financial performance across asset lifecycle

– Social and environmental objectives

– People/Process/Technology expectations

Presenter
Presentation Notes
FAILURE IS NOT AN OPTION- WE HAVE TO BE SUCCESSFUL

ONLY WAY TO BE SUCCESSFUL
DELIVER COMPETITIVE SOLUTIONS TO IMPROVE 
FINANCIAL RESULTS
SOCIAL AND ENVIRONMENTAL OBJECTIVES
ACROSS ASSET LIFECYCLES
AND FIT INTO PEOPLE/PROCESS/TECHNOLOGY EXPECTATIONS
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Presenter
Presentation Notes
THANK YOU
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