
In the wake of the BP Macondo Gulf of Mexico
oil spill, the oil and gas industry is, and will remain for
years to come, under the proverbial microscope. And
it’s not only politicians and environmentalists that are
peering through the crude-stained eyepiece. The gawk-
ing multitudes this time around include the media,
investors, John Q. Public, and even industry partici-
pants themselves. Going forward, virtually every move
the industry makes (or fails to make) will be subject to
analyses designed to ascertain whether the industry
can be trusted to take the steps needed to improve its
performance, stewardship and reputation. In some
cases, the scrutiny will be fair; in
others, it will be politically driven or
even twisted. Sometimes the truth
will carry the day; other times the
truth won't see the light of day. But,
be sure, the scrutiny will persist.

LEADERSHIP NEEDED

Given this new reality, how should
the industry proceed? Does it con-
tinue to operate as it has in the
past, making steady but mostly
incremental, and sometimes insufficient, progress?
Or does it more purposefully tap into its own remark-
able and proven capacity for problem solving, mak-
ing larger strides than might otherwise be expected
and, in the process, take greater control of its own
destiny? We believe the latter is the correct path for-
ward.

We also believe that leading companies within
the oilfield supplier sector can play integral roles in
advancing the industry's cause and reputation. In the
same way a small group of iconoclastic automobile
manufacturers kicked off decades ago the quality
movement that each of the world’s auto companies

and their suppliers embrace today, there exist com-
panies within the oil and gas industry that are
already leading the revolution toward greater per-
formance, reliability and accountability.

MULTIPLE AREAS OF FOCUS

One area on which considerable focus has fallen
since the Gulf spill hit the headlines is the health,
safety and environmental, or HSE, practices of the
industry. Notwithstanding some ill-informed pundits’
assertions to the contrary, an oilfield supplier’s HSE
performance has for years been the first and last fac-

tor considered by most customers
when selecting their oilfield
providers. Still is.

The good news is that over
the years HSE ratings of suppliers
via EnergyPoint Research's inde-
pendent customer satisfaction sur-
veys have come in materially high-
er than suppliers’ overall customer
satisfaction levels. Moreover,
despite overall satisfaction levels
reaching a low point in 2006-07 as

industry activity skyrocketed, HSE ratings were not
themselves compromised. HSE ratings leaders in
EnergyPoint’s most recent land driller, offshore driller,
oilfield services and oilfield product surveys are,
respectively, Helmerich & Payne, Noble Drilling,
Schlumberger and Oceaneering International.

When it comes to of supplier performance and
reliability, the importance of consistency can’t be over-
stated. In fact, a company’s ability to consistently sat-
isfy its customers can have direct impacts on its total
satisfaction ratings, and on its stock-price perform-
ance, over time. Helmerich & Payne is rated tops in
EnergyPoint’s surveys in terms of performance and
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reliability among land drillers, while Ensco Plc rates
first among offshore drillers. On the oilfield products
side, Derrick Equipment holds the honors, and Core
Laboratories enjoys the strongest such marks among
service providers.

The last several months have also cast a spotlight
on the perceived integrity and accountability of the
industry and its participants. Not surprisingly, many of
the same suppliers that score well with customers in
accountability and responsiveness in our surveys also
score well in terms of integrity and ethical behavior. In
addition to many of the suppliers already mentioned
above, industry players that survey respondents see as
truly “walking the walk” in terms of
organizational character and
integrity include Newpark
Resources, Parker Drilling, M-I
SWACO and Rowan Drilling.

It’s also important to note that
since EnergyPoint conducted its first
survey in 2004 service-, profession-
alism- and character-based attrib-
utes have played significant roles
in driving the overall satisfaction
levels achieved by suppliers.

THE ANSWERS WITHIN

Industry suppliers would do well to both study and
emulate the actions of the industry’s top-rated names.
For example, those looking to understand how to man-
age assets and people that operate in unforgiving
environments for months at a time, lift anchor, relocate
to another region of the world, then do it all over
again safely and efficiently should take a close look at
Noble Drilling and Ensco. They are two offshore
drillers that have shown themselves to be among the
best in the world at these kinds of activities.

Likewise, those striving to successfully combine fit-
for-purpose technology with long-term organizational
balance, performance and safety should acquaint them-

selves with Helmerich & Payne, a company with consid-
erable talents and reputation in these areas. There’s
also much to be gleaned from Oceaneering and
Derrick Equipment when it comes to designing products
that perform as expected and over the long haul.
Finally, Core Laboratories can teach all of us something
about world-class consistency, quality and vision.

RAISING THE BAR

To be clear, there’s considerable evidence outside of
the Gulf oil spill that the oil and gas industry, and
specifically its supplier base, has room for improvement
in terms of its performance and quality. After converting

our ratings scale to that of the
University of Michigan’s American
Customer Satisfaction Index, or
ACSI, EnergyPoint’s broader oilfield
supplier satisfaction ratings signifi-
cantly trail those of most of the indus-
tries tracked in the ACSI. In fact, oil-
field suppliers as a whole registered
scores much closer to the ACSI lag-
gards (utilities and transportation)
than its leaders (durable and non-
durable manufacturers). At the same

time, many of the leading oilfield suppliers highlighted
in this and other EnergyPoint Research reports over the
years enjoy customer satisfaction ratings that rival those
of the highest-rated companies in the world, companies
like as Apple, BMW, Federal Express, Google, Sony,
Southwest Airlines, etc.

So, the point to all of this is that as the oil and
gas industry searches for ways to improve its overall
reliability and performance, it would be wrong to
assume that the final blueprints for such improvements
lie outside of the industry itself. Rather, we believe the
industry need look no further than the oilfield suppliers
already identified as being the best at what they do.
By doing so, the industry will find many of the answers
it seeks in the most familiar of places and forms.
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This report is based on findings from over 12,000 customer evaluations of oilfield suppliers collected via EnergyPoint Research’s independent customer
satisfaction surveys since 2004. In exchange for participating, respondents were provided survey results in the form of EnergyPoint’s MarketPartners® Reports
& Updates, past versions of which may be found at www.energypointresearch.com.
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A BO U T EN ERG YPO IN T RESEA RCH

EnergyPoint Research provides independent research regarding the oil and gas industry’s satisfaction with the products and services it purchases and uti-

lizes. The firm offers industry professionals and their employers opportunities to provide comprehensive and confidential feedback to suppliers through

objective and independent evaluation processes. In return for participating in surveys, respondents and their employers receive complimentary survey results

in the form of EnergyPoint’s MarketPartners® Reports and Updates. Through the MarketPartners® Program, EnergyPoint regularly surveys significant cross-

sections of experienced industry participants involved in the selection and utilization of oilfield products and service providers. Survey participants range

from managers at some of the world’s largest energy companies to field personnel at independents and regionals. To learn more about EnergyPoint

Research and our benchmark surveys, go to www.energypointresearch.com or call the company in Houston at +1.713.529.9450.

D ISCLA IM ER

The information, data, commentary and analysis included in this report were collected, compiled and published by Energy Point Research, Inc.

(“EnergyPoint”) with the intent of providing readers with relevant, although not necessarily fully definitive, information as to customers’ satisfaction with

providers of certain products and / or services. EnergyPoint does not maintain or represent that the resulting information, opinions, and conclusions pre-

sented in this or any other EnergyPoint report necessarily reflect the perspectives of all customers and / or the complete market for the products and / or

services covered in such reports. Readers are advised that surveys of the type upon which EnergyPoint’s reports are based (and the resulting data, com-

mentary and analysis) are inherently impacted by certain factors including, but not limited to, sampling error, timing of data collections, respondents’ own

product / service weightings, geographic distribution of customer bases, language barriers, access to the World-Wide Web and other facilitating mediums,

ongoing competitive and market dynamics, etc. Furthermore, EnergyPoint does not maintain or represent that its surveys or reports include all companies or par-

ties that could be viewed as providers of the products and / or services covered in such reports. Inclusion in or exclusion from any EnergyPoint report or

survey should not be construed as reflecting a company’s market share or prominence in any category of products or services.  

ENERGYPOINT (I) MAKES NO EXPRESS OR IMPLIED REPRESENTATIONS, WARRANTIES OR COVENANTS AS TO THE ACCURACY AND/OR COM-

PLETENESS OF THE INFORMATION, DATA, OPINIONS, COMMENTARY, ANALYSIS AND / OR ANY DIRECT OR INDIRECT RECOMMENDATIONS

INCLUDED IN ITS SURVEYS OR REPORTS, AND (II) DISCLAIMS ANY AND ALL DAMAGES, COSTS, AND LIABILITIES WHATSOEVER TO THE RECIPIENT

OR READER OR ITS REPRESENTATIVES (TANGIBLE OR INTANGIBLE, INCLUDING, BUT NOT LIMITED TO LOSS OF BUSINESS OPPORTUNITY, LOSS

OF PROFIT, LOSS OF MARKET SHARE OR LOSS OF GOODWILL) FOR ANY RELIANCE OR USE MADE BY THE RECIPIENT OR PURCHASER OR ITS

REPRESENTATIVES OF SUCH INFORMATION, OR ANY ERRORS THEREIN OR OMISSIONS THEREFROM. BECAUSE THE INFORMATION PROVIDED

BY ENERGYPOINT IS IN-PART OPINION-BASED, THE RECIPIENT OR READER AND ITS REPRESENTATIVES SHOULD RELY SOLELY UPON THEIR

OWN INDEPENDENT JUDGMENTS, ASSUMPTIONS, ESTIMATES, STUDIES, COMPUTATIONS, EVALUATIONS, REPORTS, EXPERIENCE AND

KNOWLEDGE WITH RESPECT TO ANY PARTICULAR BUSINESS-RELATED DECISION OR CONCLUSION AND THE EVALUATION OF ANY POTENTIAL

TRANSACTION, UNDERTAKING, STRATEGY OR OTHER INITIATIVE.
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