
A Direct Connection  
to a $65 Billion Industry

About Petroleum Services News and PSAC

Petroleum Services News is the official voice of the Petroleum 
Services Association of Canada (PSAC). Founded in 1981, 
PSAC is the national trade association representing the service,  
supply and manufacturing sectors within the upstream  
petroleum industry. The Association represents a diverse  
range of over 250 member companies, employing more than 
52,000 people and contracting almost exclusively to oil and 
gas exploration and production companies. PSAC member 
companies represent over 80 per cent of the business volume 
generated in the petroleum services industry.

Petroleum Services News is PSAC’s quarterly trade publication 
that discusses issues of importance to PSAC’s members and to 
the entire upstream oil and gas industry. PSAC’s mission is  
to champion the interests of its members and the industry,  
and Petroleum Services News aligns with this mission by  
promoting awareness of salient industry issues that  
will affect PSAC’s members and the industry.

2012 Advertising Deadlines

Aboard
ith all the talk of economic recovery and 

new life being breathed into the oil and 

gas industry, service operators might 

have collectively held their breath when 

the $5.4 billion deal between Encana and 

PetroChina was called off. After more than 

a year of negotiations, the two companies walked away in June 

from a planned joint venture to tap natural gas assets in B.C.’s 

Cutbank Ridge region.

More notably for the services sector, cause for concern might 

have risen after Clean Harbors offered $247 million for Badger 

Daylighting’s business in January, only to see the deal fall 

through. 

It turns out, the inability of those deals to close is looking 

more like the exception, rather than the rule. Capital for 

companies looking to change hands is available to the industry 

and businesses with technology developed in western Canada 

are receiving top dollar around the world.
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A recent report from Probity Capital Advisors, 

providing a rundown of merger and acquisition activity 

during the fi rst half of the year, noted 20 transactions in 

the oilfi eld services sector worth a total of $1.6 billion, 

an average of $80 million per deal. The majority of the 

activity took place in the second quarter, as companies 

looked to come out of spring breakup with the manpower 

and equipment to secure more work. It’s not just that 

there’s more work in the patch either, but drilling is 

becoming more complex as new technology is deployed. 

As activity in western Canada shifts to horizontal wells 

and gas operations are using unconventional methods 

to focus on oil reserves, the length of holes being drilled 

is getting deeper. The amount of fl uid being used is also 

increasing as multiple hydraulic fracturing stages are 

applied to get the most out of a reservoir.

“Once the industry realized they could use the same 

technology from horizontal drilling and fracing in shale 

gas for oil, that really invigorated activity since producers 
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could get more for oil by repurposing key technology for 

more lucrative markets,” says Robert Johnston, Director 

of Global Energy and Natural Resources with the Eurasia 

Group.

Canadian-born, Johnston has been working in the 

U.S. since heading south to study for a doctorate degree 

at American University in Washington, D.C.  He’s 

been covering the energy industry since 1997 and says 

Canadian companies operating in the sector – and more 

specifi cally from Alberta – are being recognized around 

the world like never before.

“One key point is Canadian fi rms have had to deal 

with the Western Canadian Sedimentary Basin’s tough 

formation,” Johnston says. “Between the WCSB and 

big plays in the U.S., North America has been a proving 

ground for the rest of the world.”

Unlocking new reserves and increasing output 

from old plays with advanced technology has brought 

international attention to Canada. More importantly 

perhaps, this attention brings investment dollars that 

allow domestic companies to continue pushing the 

industry forward in new directions.

“Our business is a capital intensive business,” says Dale 

Dusterhoft, CEO of Trican. “There are two ways to grow: 

through cash fl ow or through investment.” 

It’s no small task keeping up with investor demands 

or trading company shares on the open market, but 

Trican made the decision to do it back in 1996. The 

Calgary-based company listed on the Toronto Stock 

Exchange, raising $13.9 million. It was the start of 

a restructuring and a move to expand the service 

company’s reach. Starting off as a cementing company, 

operations were expanded into coiled tubing. The IPO helped increase 

research and development, so Trican could further expand into fracing. 

The technology to service deeper and harder-to-drill wells earned Trican 

a larger market share in the WCSB, and international expansion followed. 

First was the Russian market in 2000 by purchasing a service company 

operated by ex-patriots. Next, seven years later, Trican entered the U.S. 

market by purchasing a fracing company. As well as providing an established 

entry point in a market, local knowledge of a region is acquired through 

the purchase. “We are strong believers in having strong local management,” 

Dusterhoft says. “We don’t know Russia better than Russians and we don’t 

know Texas better than Texans.”

Canadian technology is well respected and looked at as innovative, 

Dusterhoft says, but it still has to be adapted to each region as geological 

formations are different around the world. Local management also helps 

Trican’s international operations manage equipment utilization, which 

Dusterhoft says can be quite different from how it’s handled in North 

America. Despite the hurdles, he insists it’s the best way to grow. “The 

strategy to having lots of operations in the world is similar to having lots of 

legs holding up a table,” says Dusterhoft. “Even if one is shaky, you still have 

the others. There are lots of cycles and you need to ensure they are not all 

down at the same time.”

“You have to be global to survive,” says Mark McNeill, President of Master 

Flo Valve and Stream-Flo Industries. “You look at two years ago when the 

industry crashed here and North America came to a grinding halt, we were 

able to soften the blow and took advantage of doing business internationally.”

There are some global markets that are tougher to survive in – events 

earlier this year in Libya and Egypt highlighted this fact – so McNeill says 

it’s important to spread out international operations. “Being diversifi ed in 

different markets allowed us to protect our territory,” he says.

The Edmonton-based company is a global veteran. Master Flo began 

manufacturing swing check valves out of Alberta’s capital city in 1979. The 

company was looking to open manufacturing facilities in other parts of the 

world when Stream-Flo was acquired in 1982. The companies continued to 

run independently, but when a London facility opened in 1986 both Master 

Flo and Stream-Flo had a presence. Between the two companies, there are 

now 14 global offi ces with more than 1,000 employees. The private company’s 

expansion has come from self-fi nanced acquisitions and organic growth.

“We’ve been through six or seven downturns in the oil and gas industry, 

so our company is very conservative,” says McNeill. By self-fi nancing its 
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of Global Energy and Natural Resources with the Eurasia 

Group.
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2012
media kit

Spring 2012 
Ad Close: Friday, January 13
Ad Material Due: Friday, January 27
Release: Thursday, March 1

Summer 2012 
Ad Close: Wednesday, April 4
Ad Material Due: Tuesday, April 17
Release: Friday, June 1

Fall 2012 
Ad Close: Friday, July 20
Ad Material Due: Thursday, August 2
Release: Monday, September 3

Winter 2012 
Ad Close: Friday, October 12
Ad Material Due: Thursday, October 26
Release: Monday, December 3



Who should advertise in Petroleum Services News?
• Construction product suppliers
• Equipment rental, repair and maintenance companies
• Workplace Safety Organizations 
• Employment agencies which specialize in the  
  petroleum services industry
• Colleges, universities and technical schools 
• Insurance companies
• Oil and Gas services consultants
• Upstream engineering and supply firms
• Investment firms
• Telecommunication firms
• Legal and accounting firms
• Hotels and motels
• Automotive and truck suppliers
• Financial service providers

 I received the magazine… and was very  
impressed with the quality of the stock  
and cover. A classy edition!!

Now, more than ever, business leaders in the petroleum service 
and manufacturing sector want access to credible information 
on the energy sector. The petroleum industry’s key decision-
makers will be turning to the Petroleum Services News for  
guidance and innovative ideas on how to grow their business. 

Advertising in an issue of Petroleum Service News will showcase 
your brand to a highly targeted audience of petroleum industry 
professionals. 

Distribution
Each quarter, 4,000 copies of Petroleum Services News are printed and  
distributed to PSAC’s member companies, as well as to members of  
the Canadian Association of Oilwell Drilling Contractors (CAODC), 
exploration and production companies, and government stakeholders. 
Additionally, Petroleum Services News is available at industry-related 
tradeshows and conferences.

Our Regular Columns
Drilling Forecast - Smart, concise, and full of statistics  
on drilling activity for the coming year. 

PSAC in Action - Bringing you PSAC’s latest activities  
on behalf of its members and the services sector. 

Business Matters - Business solutions for the busy  
executive. In every edition, we will cover a new topic to  
help our members grow their businesses.   

Member Profile - We profile a PSAC member  
company that has embraced innovation and share their  
best business practices. 

Community Matters - How are PSAC companies  
giving back to the community? Each issue we showcase  
a prominent example of their community work. 

Let’s Make 
a Deal

To buy or sell? This is the question 

that is returning to the minds of oil 

and gas services sector owners. With 

horizontal wells being drilled deeper and more 

fracing stages boosting production, more hours are 

being spent on each well. Companies will look to 

add more iron and more people to their operations 

to take advantage of the increased activity, and 

acquisitions provide an immediate boost.

KPMG Corporate Finance recently released 

its 2011 energy services update and while the 

level of transactions might not reach 2007’s 

high, where nearly 100 companies changed 

hands, this year has already been busier than 

the previous three. The global audit, tax and 

advisory fi rm predicts that between May 2011 

and May 2012 about 45 transactions will close, 

compared to only 24 deals done in the 12 

months before.

More capital is available to fi nance these 

deals and the more money a company needs, 

the easier it is to get fi nancing. “At $1 million, 

there are not many institutional based funds 

that look at it, but at $25 million, there are 

numerous institutions that will do that deal,” 

says Rhys Renouf, Senior Vice President and 

Director of KPMG Corporate Finance in 

Calgary. “Also, if I’m selling, it’s good because 

the fundamentals of the services sector are 

strong.”

The economics are favourable and so are the 

demographics. “The fi rst baby boomers turn 

65 in 2011,” says Trevor Conway, Managing 

Partner and Director of Probity Capital 

Advisors. “Twelve thousand Americans and 

1,300 Canadians will turn 65 every day for the 

next 15 to 20 years. Lots of private businesses 

will be changing hands.”

Whether acquiring a company or planning to be acquired, the 

preparation needed to get to the negotiation stage is similar. The best 

time to start preparing is the day the business is launched, but just in case 

foresight isn’t an area of expertise, here are a handful of areas to focus on.

Many entrepreneurs are driven, which helps get a business off the ground. After 

that, a company that runs solely on the strength of the owner’s relationships 

will make a transition to new ownership more diffi cult. “A business that is 100 

per cent dependent on the owner/operator is a diffi cult business to sell, if it can 

be sold at all,” says Conway. “It’s someone’s worst nightmare when they write a 

cheque and the next day all the employees and customers leave.”

To prevent this scenario, a solid management team should be 

assembled. A company tied to their business and not to their owner 

will have a greater chance of succeeding during a change of ownership. 

“Having a second tier of managers who are ready to run the business after 

its sold is very advantageous in maximizing value,” says Renouf.

It’s a good business practice to keep paperwork organized and up-to-date. 

If these are the kinds of tasks that get pushed to the backburner during 

daily operations, it will be a bigger job getting everything in order pre-sale. 

This includes making sure all licences and permits are in order, policy and 

procedure manuals are updated, and trademark, copyright, patents and 

intellectual property contracts are in place. Business restructuring could also 

be arranged to maximize one-time capital gains, suggests Renouf, including 

transferring land to a separate holding company. “Sometimes owners of 

private companies have personal assets in the business,” Renouf says. “These 

should be stripped out to make the balance sheet clean.”
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A company might be competition in the fi eld, but business advisors like to call 

them “strategic buyers.” 

“Businesses are worth more to some people than others,” says Conway. “To 

strategic buyers in the same sector, it could be worth more.” Having unique 

processes, proprietary technology, intellectual property or a good chunk of the 

market share is a good way to attract offers – and the more the merrier.

“The best way to maximize value is to create a competitive process, 

marketing the company to several different buyers,” Conway adds. “Then 

you’ll see what the company is worth and not what someone thinks they 

can get away with. If there are four buyers, leverage is on your side and 

value is correlated to leverage.”

After spending a lifetime building a business, the decision to sell is not easy. 

Staying on during the transition period might ease the shift to a new stage 

of life. “Very few owners show up at closing, pick up a cheque and never look 

back,” says Conway. “There’s a lot of second guessing, but at the end of the day 

it’s really about planning your exit and preparing for the next stage.”

The sooner, the better.  

Register Now
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Welcome to Petroleum Services News

 That’s what a senior executive from one of our member 

companies told me over the phone recently when discussing the mood of our 

industry. I agree because it’s been a year since I came to the Petroleum Services 

Association of Canada (PSAC) and the time has flown by!

This past year has been an eye-opening experience for me. One of the most significant 

lessons I’ve learned is how PSAC came about as a national organization 30 years ago and 

why our efforts continue to be needed. The introduction of the National Energy Program 

was the impetus for creating PSAC and over the years the organization has worked 

tirelessly to strengthen the voice of the services sector. The changes in Alberta’s royalty 

regime a few years ago solidified what we knew – the need to champion the interests of 

the sector with government was greater than ever. Additionally, PSAC recognized the 

community at large had lost sight of how the energy industry functions. The sector’s voice 

had to become stronger and more widespread. We have successfully increased awareness 

and understanding of the sector and its leadership in industry.

Looking ahead, PSAC’s presence will be important to ensure policy-makers stay 

mindful of the need to balance fiscal stability, productivity gains, health and safety 

performance, and environmental protection, especially as discussions continue about a Canadian 

energy strategy. These discussions will hopefully lead to a greater participation by industry in setting 

the stage alongside government for Canada’s energy future whilst avoiding policy that could deliver 

significant unintended consequences. This stands true in consultations regarding labour issues, tax 

programs and education policies aimed to improve the economic viability of our sector. 

So as I close out my first year, I have increasing appreciation and respect for the reasons PSAC 

exists and the important role we play. My goal is to keep the upstream petroleum services sector at 

the forefront of all industry and community discussions. PSAC represents a sector that is second 

only to the exploration and production industry in contributions to Canada’s GDP, taxes paid and 

employment levels. We made this point clear while participating at the summer meeting of Canada’s 

Minsters of Energy and Mines in Kananaskis regarding a Canadian energy strategy. 

PSAC will also continue advancing its leadership position across industry. While each industry 

association has their specific sector-defined mandates, we all share issues that require attention, such as the 

shortage of skilled labour, emerging policy discussions about multi-stage fracing, and the disparate lack of 

understanding of the contributions made by Canada’s oil and gas industry to many communities and to our 

nation’s economy. All these concerns require a cohesive response from industry and we will continue to work 

with our peers to engage in meaningful dialogue to ensure workable policies are developed.

Finally, a tenet of my vision is to continue growing PSAC’s membership. Members tell me 

that joining PSAC offers them credibility worth more than the price of membership. I also hear 

consistently that members appreciate the additional benefits PSAC offers: participation on 

committees, involvement in industry events, and receipt of regular communications that apprise 

them of key trends. We will carry on building these initiatives to provide members with new 

opportunities to showcase their business acumen, leadership and community spirit.  

As we celebrate our 30th anniversary, I see a bright future for PSAC and we look forward to sharing 

in the collective successes of our members and all our stakeholders.

Keeping the Good Times RollingI

Sincerely,

Mark SalkeldPSAC President
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Stand
 the Weyburn Young Fellows got their 

southeastern Saskatchewan city to set aside land so 

they could build an outdoor park for the community. 

The Don Mitchell Paddling Pool emerged, which also 

features a playground, green space and spray park. After the 

Young Fellows fi nished construction, the city was responsible 

for operations and maintenance.

A few years ago, with budget constraints squeezing Weyburn, city 

council was unable to pay for a lifeguard to monitor the site and they 

were forced to decide between charging admission or closing the park. 

“I told them, I’d pay for the lifeguard, but you better have one out 

there tomorrow,” says Wayne Ebel, President of United Centrifuge.

It wasn’t the fi rst charity act for Ebel and it certainly won’t be 

the last, but that doesn’t mean he’s comfortable talking about it. 

Since he’s not “a limelight guy,” Ebel doesn’t brag about winning 

the 2010 Weybex Award for Community Involvement (given 

by the Weyburn Chamber of Commerce) or the community 

initiatives that led to United Centrifuge’s recognition.

“It was a great honour and I’m happy they recognized what 

we do, but that’s not our motivation,” he says. “I’m very proud 

of our employees because it’s easy to give away money when 

times are good, but by being involved and cooking burgers and 

putting down sandbags, it’s their award not mine.”

The oilfi eld equipment rental company chips in to benefi t a 

number of local organizations, including minor soccer, baseball 

and hockey leagues; the Weyburn Rodeo and Weyburn High 

School Rodeo; the Weyburn Young Fellows; the Weyburn 

Beavers; the local 4-H Club; the Weyburn Legion branch; and 

Big Brothers Big Sisters of Weyburn.

“We think it’s important to give to these local projects 

because we believe all kids should be involved,” Ebel says. 

“There are so many young people in town now and we have to 

keep them busy. By us showing involvement and working with 

others, it mentors them to do the same for somebody else.”  
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Leo Gillis 
- Compass Bending LTD

The Canadian Energy Research Institute 
(CERI) and Mission Capital Inc. recently 
found that the oil and gas services sector  
annually contributes $65 billion to  
Canada’s GDP and employs as many as 
800,000 workers across Canada.



80% male

80% are graduates of a 
college or university

50% between the ages of 
35 and 49 years of age

20% have C-level positions in their  
company; 60% are at the managerial level

Extensive Purchasing Power

All of our survey respondents reported having purchasing 
authority in their company to a greater or lesser degree. 
Our readers’ approximate annual purchasing:

Up to $10,000: 10%
Between $50,000 and $100,000: 10%
Between $100,000 and $500,000: 20%
Over $1 million: 60%

Company size by workforce:
1-25 employees: 20%
26 to 200: 40%
201 to 500: 30%
501 to 2000: 10%

Company Description

When asked for their top three sources of information  
for making purchasing decisions, respondents most  
often cited the following: 

Industry associations: 90%
Industry trade shows and conferences: 90%
Industry publications: 50%
Consumer publications: 30%
Word of mouth: 20%

Less than $2 million: 10%
$2 million to $10 million: 20%

$10 million to $50 million: 30%
$50 million and over: 40%

PSAC Member company size by annual revenues:

The PSN Readership Survey: 
conducted by PSAC in August 2010

Do you have products or services that demand  
the attention of the petroleum services industry?  
Petroleum Services News provides a unique 
forum to reach more than 250 of the sector’s 
companies and their executives.

Areas of purchase decisions include:

• Oilfield services (Drilling Operations/Related Services,  
  Completions, Oilfield Environmental, Production and  
  Optimization, Pipeline and Facilities Construction, Other)
• Commercial/fleet vehicles
• Finance/investment / insurance/risk management products
• Accounting services (General, Production, Tax, Payroll, Other)
• Professional/Technical (Landmen, Wellsite Consultants, etc.)
• Manufacturing
• Accommodation (Hotels/Motels/Camps)
• IT (i.e. hardware, software, and services)
• Office equipment (fax, printer, projectors, etc.)
• Telecommunications services (i.e. Internet, wireless and  
  wireline, including voice and data)
• Administrative services (courier, professional, training,  
  personnel, etc.)

Reading Patterns 

70% describe the magazine as excellent or very good

70% read every issue of the magazine

90% pass the magazine onto others in their organization to read

100% turn to the magazine for an in-depth perspective  
            on service sector issues

Desirable Demographics



Industry-specific business magazines like Petroleum 
Service News are the most powerful advertising vehicle 
available to modern businesses. This is because targeted 
magazines offer the lowest cost per thousand qualified 
business prospects out of any other medium available. 
Your brand message reaches the decision-makers that 
determine business budgets and future purchasing.

Specialty business magazines are read cover-to-cover 
by industry insiders and used as year-long references. 
Advertisements within are welcomed and reviewed by 
companies looking for the products and services needed 
to make their business successful.

Why advertise in a specialty magazine  
like Petroleum Service News? Contact us

For more information or to place an ad,  
please contact our account executives:
 

EDMONTON SALES OFFICE
T (780) 990-0839
F (780) 457-7588
E sales@albertaventure.com

CALGARY SALES OFFICE
T (403) 228-4337
F (780) 452-7588
E calgarysales@albertaventure.com

How to submit your ad
Visit www.advertisewithventure.com and follow  
the easy, online instructions to upload your  
digital advertisement via our ftp site.

Alternatively, email production@venturepublishing.ca 
call (780) 990 0839 ext 231  
or toll free on 1-866-227-4276 ext 231.

 For further details or to discuss your advertising  
needs, contact Venture Publishing

Who is Venture Publishing?
Venture Publishing Inc. is the award-winning  
publisher of Alberta Venture and Alberta Oil. As  
a full-service publishing company it regularly publishes 
Tracks & Treads for Finning Canada, Alberta  
Innovators for the Consulting Engineers of Alberta  
and Commerce News for the Edmonton Chamber  
of Commerce. Working with the Petroleum Services  
Association of Canada, Venture Publishing will  
produce an effective, vibrant publication that  
reflects the association’s mission.

4x

$2,400

$1,500

$800

$450

$2,200

$1,950

$1,950

Size

Double Page

Full Page

1/2 Page (horizontal) 

1/4 Page (vertical) 

Outside Back Cover

Inside Front Cove

Inside Back Cover

1x

$2,800

$1,750

$950

$550

$2,500

$2,250

$2,250

2x

$2,600

$1,625

$875

$500

$2,350

$2,100

$2,100

Double page
trim: 16.5” x 10.75”
bleed: 17” x 11.25”
live area: 16” x 10.25”

Full page
trim: 8.25” x 10.75”
bleed: 8.75” x 11.25”
live area: 7.75” x 10.25”

1/2 page (horizontal)
trim: 7.0625” x 4.625”

1/4 page (vertical)
trim: 3.4375” x 4.625”

Outside backcover and 
Inside front/back cover
trim: 8.25” x 10.75”
bleed: 8.75” x 11.25”
live area: 7.75” x 10.25”

Advertising Sizes & Rates


