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A 4 Step Process To Buy Oil & Gas 
in Today’s Market  

By Josh Robbins

OILMAN COLUMN

“Sometimes what you think is the hardest 
problem is the easiest to solve.”—The 
Beachwood Corporate Mantra. 

Who we are: Beachwood is an Oklahoma 
City-based oil and gas telemarketing company. 
We talk to about 1,500 oil and gas companies a 
month, usually in conjunction with a buyer who 
has targeted a specific area that they would like 
to acquire in. Our company markets directly 
to oil and gas firms to determine whether a 
firm is interested in selling property and, if  so, 
works with the seller to bring the details of  the 
deal to a buyer. Beachwood’s current focus is 
exclusively within the U.S. 

In this business the survivors are the people 
and companies that focus on integrity and 
advocacy. This business is surrounded by 
people who leave when times are bad and fly 
in when times are good. Beachwood doesn’t 
think in terms of  single transactions; we work 
with companies that want to do multiple deals 
over the long term. It’s easy to sit back and let 
the deals hit the market. It’s easy to auction 
properties with “selective data.” It’s hard to find 
deals that tell a story, and in this market, the 
story holds the value. I can’t stress enough that 
EVERY. SINGLE. DEAL. Is different. What I 
will talk about in this article are tactics we use as 
the base of  every strategy. 

Step One: Stop

The first step we tell our clients is: stop doing 
what everyone else is doing! Everyone is 
looking at what’s at the auction, what’s coming 
up to auction, who’s talking bankruptcy, who’s 
putting deals on the market in June. What 
was going to be at Winter NAPE—AH that 
sucked. Wonder what’s going to be at Summer 
NAPE? Who’s selling at dealmakers, on PLS, 
on Clearinghouse? Everyone is doing the exact 
same thing, resulting in a massive drop in deals 
over the last year. 

Quarter 1 is essentially going to be defined by 
the RSP/Concho merger. People tell me it’s the 
market. It’s not. It’s the type of  opportunities 
that have been presented. Once you stop 
looking where everyone else is looking…what 
are you doing?

Step Two: Organize

After you stop what everyone else is doing, 
the next step is to map your core market. Your 
core market is the key to this entire process. It 
doesn’t matter if  you are trying to acquire or 

trying to divest. You map out your core market. 
“Core Market” is much more than a play or 
a geographic location or type of  asset. Your 
company’s core market defines the day-to-day 
strategy that drives each business decision and 
continually pushes the company toward the 
achievement of  the business’ ultimate success. If 
you already have production, it will be easier to 
build the entire map, but if  not, you can start to 
build, and as you acquire, you can finish the map. 

If  you have production, map it out. Then 
encompass the geographic clusters. Based on 
the location of  our assets we have circled our 
“best area.” If  you don’t have production, 
this area will be your target area. Be as 
specific as possible. Don’t use “the Permian” 
or “Pennsylvania.” In this current market, 
properties that go to a data room will just be 
white noise. There are going to be so many 
deals that will come to the market in Quarter 
3 (and beyond), and you want your target area 
to be completely defined so you can weed out 
what’s available publicly.

The goal, of  course, is to buy assets. Right now, 
everyone wants to pay PDP only, no upside 
and present a number with a low total month 
ROI. In order to get the assets you want, you’ll 
need to find deals that present value. This is 
the most important step of  the entire process. 
By defining value (whether through an LOS, 
PUD, or what the seller’s plan was originally for 
the property) you can increase your odds of  
correctly valuing a property to match the seller’s 
expectations.

The buyers in this market are not just looking at 
the numbers. They are looking for the piece of  
their strategy that is missing. They are looking 

to close gaps and open future opportunities. 

With today’s due diligence process, it doesn’t 
take much to uncover any issues with an asset. 
Be forward with the seller, be direct and have 
your data available. They know that no one will 
step into a property that has surprises at every 
turn. But, they will step into a property that has 
issues and clear solutions to solve them. 

Organization will take time and data. Lots of  
data. Marie Kondō wrote in her bestselling 
book “The Life-Changing Magic of  Tidying 
Up” that the space in which we live should be 
for the person we are becoming now, not for 
the person we were in the past. What we are 
doing is going beyond that, creating the same 
type of  atmosphere for the business world. 
That the space in which we work should be for 
the better company we are becoming now, not 
for the company we were in the past.

Step Three: Strategize

Once we have physically mapped the area, we 
can move to Step Three. We will really begin to 
uncover the key elements of  your core market 
in this step. We call these the Four Pillars. 

These will define your entire strategy, whether 
divesting or acquiring. The first one we just 
accomplished: your current area of  operation, 
or target area if  you don’t currently have 
production. The next is Potential Growth Areas 
or PGA as we like to call it. The third is the 
Type of  Asset and the last is Economic Validity. 
Together, these make up our four pillars of  
strategy. I strongly recommend you get as 
in-depth as possible. Details may be a deciding 
factor in a buying or selling decision. 



Oilman Magazine  / May-June 2018 / OilmanMagazine.com 19

The Industrial Internet of Things for Oil & Gas  
By Ron Victor

The Industrial Internet of  Things (IIoT)—
creating a network of  sensors and devices 
and linking them to software applications and 
business processes—has received enormous 
attention from investors, technology vendors 
and end-users of  technology products in 
traditional industries such as oil and gas. 
The ability to monitor and track various 
parameters such as temperature, humidity, 
location and more on a real-time, 24x7 basis 
can significantly improve business models 
by lowering costs and insurance liabilities, 
minimizing downtime (predictive and 
preventive maintenance) and creating a better-
connected supply chain.  

The following are some specific oil and gas use 
cases (upstream, midstream, downstream or 
in oil field services) that illustrate how oil and 
gas companies can deploy IIoT technology 
more quickly, securely, cost-effectively and with 
higher output.

Compressor Condition-Based Maintenance

The oil industry can improve availability and 
lower maintenance costs by moving from 
a reactionary maintenance program to a 
proactive program. Historically, each asset had 
to be visited in person to obtain maintenance 
information. In many cases, operators are only 
able to get to an asset once every six months. 
Not only is this expensive, but the live visits 
run the risk of  missing critical conditions. 
Moving to a proactive maintenance program 
requires the ability to monitor in near real-time 
the condition of  the compressors such that 
compressor experts can remotely analyze the 
data and make recommendations. This is true 

for anywhere compressors are used in the 
upstream, midstream and downstream areas. 

Third-Party Access

Many times, the owner/operator would like 
to use a third-party monitoring service to 
help maintain their assets. However, granting 
the third party access to the data on each 
asset without compromising the security of  
the process network was very difficult if  not 
impossible in the past. The industry required 
a pull and play solution that allows owners/
operators the ability to quickly and safely grant 
access to third parties without compromising 
existing infrastructure. Paramount to this is the 
ability to manage those connections remotely. 
You don’t want to have to be required to 
make costly and time consuming visits to the 
field in order to implement or manage the 
connections.

Artificial Lift

Owners/operators wish to increase their 
production and their EUR by optimizing 
their artificial lift program (ESP, rod lift, 
gas lift, etc.). But real-time optimization has 
not historically been cost effective in many 
situations due to expensive devices and 
even more real-time SCADA networks. By 
moving artificial lift to IIoT where one can 
use commodity hardware and commercial 
networks, you can optimize artificial lift with 
a very cost effective solution. Critical to this 
is the ability to run the optimization software 
locally—without the need to construct a very 
expensive real-time network. Also imperative 
to the solution is the ability to download a 

customized machine 
learning model for 
that particular well in 
order to maximize its 
unique and particular 
situation. 

Improve Process 
Efficiency & 
Reduce Cost

IIoT networks enable assets (sources of  data) 
to share information with decision applications 
(sinks of  data). For example, a third-party 
operational consultant can securely access 
wellhead asset data across all sites so as to 
recommend structural changes to current 
operations. The same IoT infrastructure 
can also enable the operational teams to 
continuously monitor multiple elements and 
make tactical improvements. This enables data 
from multiple firewalled process controlled 
networks to be securely transmitted to third-
party applications for analyses and syntheses.

Ron Victor is the founder and CEO of  Silicon 
Valley-based ioTium, the first commercially 
deployed secure Edge-Cloud infrastructure 
company for the Industrial Internet of  
Things (IIoT). Prior to launching ioTium, 
Ron was vice president of  marketing and 
business development of  Wireless Industrial 
Technologies, an industrial IoT company 
providing IoT solutions for heavy industry 
such as aluminum smelters, copper tank houses 
and more. Ron can be reached at ron.victor@
iotium.io. For more information, visit www.
iotium.io. 
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As a side note, none of  this works if  you are 
using data that isn’t current. Get current data 
from the seller! This chart will need to be done 
for every single asset. Then once completed, 
you can group them into geographical clusters 
and create group asset classes. We also add in a 
section we call Competitive Companies, which 
are basically organizations that look, at least in 
part, like your organization. They focus on the 
same area, economics and opportunities. 

To maximize your scope, focus on at least 
two of  the columns. We always recommend 
geographic location, and then any of  the other 
columns. Ninety-nine percent of  what you are 
looking for—which are assets that fit into your 
core market—are not going to be available 
where everyone else is looking. Because they are 

off-market, these companies are going to require 
real capital. They are going to want to see real 
value for their assets. And because they fit within 
your core market, they become real value assets 
to your organization. 

If  you want discounted junk, you know where 
to look! If  you want real value assets, you have 
to look beyond the short term. Successful 
companies find their core market; find what 
their core market share is, then capture more 
market share. They do this at the expense of  
short term returns. Which gets us to our fourth 
step.

Step Four: Capitalize

The Beachwood 4 Step Process? Stop, Organize, 
Strategize, and Capitalize. Everyone wants 

maximum ROI—so how can you capitalize on 
your strategy and achieve that? First, you have 
to be patient. This process takes time, and you 
have to know where your market exists before 
you can build on it. Second is commitment. 
Everyone needs to be on the same page, 
working toward the same goal. If  your team 
understands the vision, then everyone wins. 

Lastly is discipline. My worst enemy. I love “yes.” 
Nothing makes me happier than getting to 
“yes.” I’m in the deal making business! “Yes” is 
what I live by! But within the context of  buying 
or selling, “no” is very powerful. It keeps out 
distractions and keeps the objective in sight at 
all times. Saying “No” to a deal that doesn’t fit 
in your core market will achieve that maximum 
ROI you are looking for. 




