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Many of your customers use AMSOIL synthetic motor oils 
in their motorcycles, snowmobiles and other powersports 
equipment, but they aren’t using AMSOIL products in their 
everyday vehicles because they are intimidated by either 

the extended drain interval or higher initial price of AMSOIL 
top-tier motor oils. AMSOIL OE and XL Synthetic Motor Oils 
eliminate those fears and help AMSOIL powersports cus-

tomers move up to AMSOIL in their vehicles as well.

Place your order today!

www.amsoil.com
1-800-777-7094
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Hydraulic systems 
are all around, 
and are an often-
overlooked sales 
opportunity.

Hydraulic 
Market Presents 
Opportunity
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I was interviewed recently by a young 
reporter from a local television station. 
She was well aware that AMSOIL INC. 
was a major employer in the area and 
that our sales reach extended well 
beyond the local community, but, as 
I expected, she knew very little about 
motor oil. Her answer to my standard 
question, “What brand of oil do you 
use?” was typical of most. “Whatever 
kind they put in,” she said. The repri-
mand I gave her was not severe.

She asked fi rst about my childhood, 
and then, knowing I had been a jet 
fi ghter pilot, asked about my passion 
for fl ying. I explained that as a young 
boy I would sit on the shore of St. Louis 
Bay and watch the mail plane land on 
the water. I imagined myself fl ying that 
plane and dreamed that I would one 
day become a pilot. We talked briefl y 
about my fl ying career.

She then asked how the idea for syn-
thetic oil originated. I explained that as 
a pilot I was aware that every jet engine 
in the world used only synthetic oil, and 
I reasoned that cars, trucks and other 
internal combustion engines could 
benefi t greatly from the same type of 
technology. When I began formulating 
oil in the early-1960s, my critics thought 
I was crazy. They claimed I had been 
at altitude too long without oxygen. But 
I persisted.

I further explained that making syn-
thetic oil for internal combustion 
engines was much more complicated 
than making oil for jet engines, and the 
chemistries available at the time were 
much less sophisticated than they are 
today. Base stock options were limited 
and the obstacles were many. Eventu-
ally, I had my oil tested at Southwest 
Research in San Antonio, Texas. It 
exceeded all test limits and proved 
conclusively that it could go well 
beyond the traditional drain interval 
recommendations. AMSOIL coined the 
phrase “extended drain interval,” and 
our 25,000-mile recommendation fl ew 
squarely in the face of conventional 
thought. We had taken lubrication to an 
entirely new level. 

It would be a few years later, I told her, 
before another synthetic oil was intro-
duced. Mobil 1 hit the market in 1974 
and, coincidentally, carried a 25,000-

mile drain interval recommendation. 
Although many AMSOIL Dealers feared 
that with another synthetic oil now in 
the game our sales would plummet, 
I knew otherwise. The money Mobil 
would lay out in advertising would only 
serve to support our effort. That proved 
to be the case. Mobil, by the way, was 
pressured, I suspect, and backed off 
on its 25,000-mile drain interval recom-
mendation. 

Our reporter friend left the interview 
impressed with the impact AMSOIL 
has had. 

And speaking of impact, it is interesting 
that Mobil’s recent repositioning of its 
motor oil lineup closely mirrors the po-
sitioning of our oils. I am not suggest-
ing, necessarily, that Mobil modeled 
their approach after us, but it is worth 
noting. Mobil Clean oils have been 
discontinued and replaced with a new 
family called Mobil Super. This line has 
been added to Mobil’s fl agship Mobil 
1 products. The Mobil Super line in-
cludes Mobil Super Synthetic, a lower 
cost synthetic oil recommended for 
7,500 miles or six months. This oil 
is positioned to attract those 
consumers who are interested 
in moving up to a synthetic but 
are not yet ready to invest in a 
more expensive, longer lasting 
oil. According to Hesham Omar, Ameri-
cas automotive marketing manager for 
ExxonMobil Lubricants and Petroleum 
Specialties, as quoted in Lube Report, 
the company “…anticipated that the 
Mobil Super Synthetic consumers 
will be trading up from conventional 
and synthetic blends. The Mobil 1 
buyer is seeking a superior 
product, and less likely 
to be interested in the 
Mobil Super proposition.” 
Sound familiar? That 
was exactly our strat-
egy with the introduc-
tion of AMSOIL OE. 

The Mobil Super 
Synthetic product 
falls in behind Mobil 1, 
which is recommended 
for 10,000-mile drain 
intervals, similar to our 
XL oils. At the top end, 
Mobil 1 Extended Perfor-

mance, with its 15,000-mile or one year 
oil drain recommendation, is positioned 
to attract those consumers who want 
the best that Mobil has to offer. Those 
are the same consumers who are 
drawn to our top-tier, 25,000-mile oils. 
Separate tiers of motor oils differenti-
ated by drain interval and price, each 
aimed at satisfying the needs of distinct 
levels of consumers. Sounds familiar. 

Again, I am not suggesting that Mobil 
intentionally “borrowed” our strategy, 
but it is curious. Our impact has been 
seen before.

A.J. “Al” Amatuzio
President and CEO, AMSOIL INC.
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Place your order today!

www.amsoil.com
1-800-777-7094

AMSOIL Offi cial Oil sponsorships are 
making millions of impressions on 

motorcyclists every year. Take advantage.

O F F I C I A L  O I L
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SYNTHETICS IN OLDER 
ENGINES
I am going to school in Lake Ozark, Mo. 
for my Bachelor of Business Manage-
ment and Associate of Marine Technology 
degrees. I don’t have the time or funds 
available to “get out there” as much as I 
would like. I do what I can though, and 
have actually been accruing some cus-
tomers at school. I focused my marketing 
plan for my Essentials of Marketing class 
on AMSOIL, and my professor is now 
switching his and his wife’s vehicles and 
his boat to AMSOIL.

One statement I have heard from a few 
hard-headed old-schoolers is that synthet-
ics should not be used in older diesel or 
gas engines, that newer engines are “de-
signed for synthetics.” This usually turns 
into a pretty heated argument. Engines 
are and always have been pretty much 
the same (besides certain differences in 
performance and quality), and it makes no 
difference how old the engine is; it can use 
synthetic oil with the proper prepping. Am 
I wrong? I’m looking for a little professional 
confi rmation. Maybe I’ve been putting my 
foot in my mouth, I don’t know. Thanks and 
keep up the great work!

Clint Schaffnit

AMSOIL: Congratulations on your suc-
cess spreading the word about AMSOIL 
products at school. You are right; as long 
as the engines are in sound condition, 
synthetic oils are suitable for use in both 
older and newer engines, providing clear 
benefi ts over conventional oils.

MOTORCYCLE OIL 
VISCOSITY
I need an educated second opinion 
regarding what oil I should be using in my 
2010 750 air-cooled Ural motorcycle with 
sidecar. The manual calls for 20W-50, and 
it only holds two liters. I drive short trips 
and in city stop-and-go traffi c. It never re-
ally gets very hot here in Ottawa, Ontario, 
Canada for long. I feel the best protection 
for my climate would be to use AMSOIL 
10W-40 Motorcycle Oil. Would you agree 
with this, or what would you suggest? 
Thank you in advance for your help.

Lowell Lockyer

AMSOIL: Unless there is a temperature 
guide in your owner’s manual that calls 
for different oil for different temperatures, 
AMSOIL recommends using the 20W-50 

viscosity recommended in your manual. 
Although AMSOIL 10W-40 Motorcycle 
Oil would most likely be fi ne in a cooler 
climate, air-cooled bikes traditionally need 
a thicker oil. 

SERVICE LINE
In the recent announcement of the March 
1 price increase, it was stated that our 
commercial and retail accounts would be 
sent a letter and be notifi ed in the Janu-
ary Service Line. Would it be possible to 
publish those communications, and the 
Service Line, on the website at the same 
time they are mailed, like is done with 
AMSOIL Magazine? When I go to speak 
with my accounts, it would be helpful to 
know what information, and to what level 
of detail, they are being provided. 

Gale Binder

AMSOIL: AMSOIL posts the Service Line 
(click the “Service Line Back Issues” link 
on the Dealer Zone menu) in the same 
time period in which it is mailed. The mes-
sage accounts received regarding the 
price adjustment matched the message 
received by Dealers, with the Service Line 
also providing temporary Account Zone 
log-in information to ensure all accounts 
had access to updated pricing fi les. 

EMPTY PRODUCT 
CONTAINERS
I have unsuccessfully requested empty 
grease tubes (GPOR2CR, GPTR2CR) to be 
used in displays at trade shows so potential 
customers can see and handle the product. 
The reason I don’t use the real product is 
that they will not take the transportation from 
show to show and they weep over time. Is 
there a logical reason they are not avail-
able? If it is a cost issue, I’m willing to pay 
for them at a reasonable price.

Thank you,

Don Speers

AMSOIL: AMSOIL did at one time offer 
a program through which Dealers could 
purchase empty AMSOIL containers for 
display purposes. It turned out, however, 
to be extremely labor-intensive. Employ-
ees who were normally engaged in more 
productive work were required to gather 
the empty containers, drill holes through 
each (to ensure against re-fi lling) and 
arrange for shipping. In addition, demand 
was very low due to the high cost of the 

empty containers. The problem was com-
pounded by the assortment of product 
requests that were received.

ACCOUNT ZONE 
ENHANCEMENTS
In the fall of 2010, AMSOIL revamped 
the look of the Commercial and Retail-
on-the-Shelf Account Zones. The new, 
sleek design looks great! I think the most 
important new feature is that customers 
immediately see their servicing Dealer’s 
name and contact information. Is there any 
chance AMSOIL would consider giving the 
Preferred Customer Zone the new look and 
add the servicing Dealer display feature? 

I also have another suggestion; I am sure 
AMSOIL spends a lot of money each 
month mailing the AMSOIL Magazine 
to Preferred Customers, as well as the 
Service Line to commercial and retail 
accounts. Since the bulk mailer is printing 
the mailing addresses on the publications, 
maybe they could also print a line with the 
servicing Dealer’s contact information. 

Sincerely,

Kirk Olson

AMSOIL: The enhancements to the Com-
mercial and Retail Zones were just the fi rst 
phase in a larger project we hope will de-
liver an improved online experience for all. 
We are planning several new improvements 
for both the Preferred Customer and Dealer 
Zones, and adding the servicing Dealer 
display feature to the Preferred Customer 
Zone is on the list of enhancements. We will 
consider your suggestion on the mailing 
labels as well. However, AMSOIL encour-
ages Dealers to ensure all their accounts 
and Preferred Customers already have their 
contact information on hand and to keep in 
regular contact with them to ensure all their 
needs are being met.

E-mail letters to:
letters@amsoil.com

Or, mail them to:
AMSOIL INC.

Communications Department
Attn: Letters

925 Tower Avenue
Superior, WI 54480

Letters are subject to editing for length 
and clarity; please include your name, 

address and phone number.
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T E C H  T A L K

The AMSOIL Technical Services De-
partment gets a lot of questions related 
to SAPS and why it is important. SAPS 
is an acronym for sulfated ash, phos-
phorus and sulfur, the three inorganic 
additives that provide key performance 
properties to a lubricating fl uid’s deter-
gency, wear protection and oxidation 
resistance. Total base number (TBN) 
and sulfated ash have had a strong 
correlation in past oil formulations, so 
most of us associate a lubricant’s SAPS 
levels with its starting TBN level. The 
appropriate level of SAPS for lubricants 
has been the subject of debate for the 
past few years. Lubrication engineers 
attempt to formulate oils that provide a 
high level of resistance to acid for-
mation while limiting one of the main 
acid-neutralizing additives in order to 
protect exhaust aftertreatment devices. 
So, what exactly does SAPS do?

First, let’s understand the “SA” in SAPS. 
Sulfated ash is a term used for materi-
als added to lubricants to soak up 
excess oxidation byproducts and acids 
created by exhaust gases. Sulfated ash 
is an important component of diesel oil 
to ensure long oil life and good engine 
protection over time. As noted, some 
oil specifi cations restrict the sulfated 
ash content in order to protect certain 
emissions aftertreatment devices. 
The diesel particulate fi lter (DPF) is a 
good example of an emissions system 
device and is a relatively new develop-
ment in the diesel world. The DPF is a 
large, honeycomb-type fi lter designed 
to capture and burn soot in diesel ap-
plications. It fi lters particulate matter 
from the exhaust so we don’t have to 
breathe in harmful material from buses, 
trucks and other diesel applications.

As the DPF fi lls with contaminants, 
pressure builds within the exhaust 
system. When the pressure reaches a 

certain level it triggers a DPF regen-
eration process where soot particles 
are burned. Materials that don’t burn, 
like sulfated ash, build up in the fi lter 
over time and block the fl ow of exhaust 
through the fi lter. When ash build-up 
becomes excessive, it must be profes-
sionally cleaned. The latest diesel oil 
specifi cation for 2007 and newer diesel 
vehicles, API CJ-4, limits the level of 
sulfated ash for this reason. It is normal 
and accepted that these fi lters need to 
be cleaned, but the new CJ-4 speci-
fi cation limits sulfated ash levels to 
prolong time between cleanings.

Many European vehicles come 
equipped with smaller DPFs that do 
the same job as their large diesel 
counterparts, which is why the VW 
504.00/507.00 engine oil specifi ca-
tion limits an oil’s sulfated ash content. 
AMSOIL European Car Formula 5W-30 
Synthetic Motor Oil (AEL) has a lower 
TBN than many other AMSOIL products 
in order to meet the VW 504.00/507.00 
SAPS restrictions. VW specifi es precise 
SAPS limits, which limits the level of 
resulting oil TBN. 

Now for the “P” portion of SAPS. 
Phosphorus is a component of what is 
commonly recognized as an anti-wear 
agent and oxidation inhibitor, zinc di-
alkyldithiophosphate (ZDDP). ZDDP is 
very prevalent in the lubrication indus-
try due to its excellent anti-wear and 
antioxidant properties. Alternatively, 
larger quantities of volatile phosphorus 
contained in ZDDP have been linked 
to premature poisoning of the catalyst 
surface of three-way catalytic convert-
ers and is a primary reason phos-
phorus has been limited in certain oil 
specifi cations. The VW 504.00/507.00 
oil specifi cation limits phosphorus con-
tent to help prolong catalytic converter 
life. While higher phosphorus levels 

can reduce catalytic converter life, a 
low-SAPS lubricant is engineered to 
provide emissions system compatibility 
in both gas- and diesel-fueled vehicles.

The last “S” in SAPS stands for sulfur. 
Sulfur compounds are typically associ-
ated with anti-wear and extreme-pres-
sure protection, but they can also be a 
component of corrosion inhibitors, fric-
tion modifi ers and antioxidants. Excess 
sulfur can contribute to catalyst poison-
ing because sulfur is preferentially 
absorbed by the catalyst sites. When 
sulfur gets into the exhaust stream, it 
can poison catalyst surfaces, resulting 
in formation of particulate matter. Par-
ticulates in the emissions system can 
increase system back-pressure that 
negatively affects vehicle performance. 
Sulfur is generally being reduced in 
diesel fuel and lubricants.

There are a number of very positive 
benefi ts of SAPS in lubricants; however, 
as government emissions legislation 
imposes stricter emissions limits, the 
latest and forthcoming oil specifi ca-
tions require reduced SAPS levels to 
improve the life and performance of 
exhaust aftertreatment devices.

New materials are continually being 
developed that provide performance 
functions similar to SAPS, yet help over-
come the detrimental effects SAPS can 
have on emissions treatment systems. 
AMSOIL continues to be at the forefront 
of evaluating new SAPS-replacement 
materials, and we are challenging the 
industry on SAPS limits that don’t make 
sense for consumers. 

Dan Peterson | VICE PRESIDENT, TECHNICAL DEVELOPMENT

Industry trends are forcing 
SAPS levels downward.
While SAPS has outstanding engine protection 
properties, too much can be detrimental to exhaust 
aftertreatment devices.
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Whether due to inexperience with 
hydraulic systems or lack of knowledge 
regarding the benefi ts presented by 
synthetic hydraulic oils, many Dealers 
may be passing up opportunities for 
additional sales. Hydraulic systems 
are everywhere, presenting countless 
opportunities to market premium 
AMSOIL Synthetic Anti-Wear Hydraulic 
Oils or Synthetic Biodegradable 
Hydraulic Oil: 

•  Garbage trucks   
•  Mobile cranes
•  Snow plows   
•  Forklifts
•  Dump trucks   
•  Excavators
•  Front-end loaders  
•  Mobile shears 
•  Backhoes   
• Mobile well-drilling and 

core-sampling equipment
•  Skidders   
•  Piling rigs
•  Street sweepers  
•  Mobile hydraulic power units
•  Bucket trucks   
•  Tow trucks
•  Feller bunchers
• Scissor lifts

AMSOIL Biodegradable Hydraulic Oil 
is ideal for applications where high 
biodegradability and low aquatic toxicity 
are desired or where leaking, spills or 
ruptured hydraulic lines may present an 
environmental hazard:

• Companies mandated by regulation 
to use a biodegradable product

•  Municipalities
•  Agricultural applications
•  Federal agencies 
•  Golf courses
• Companies advertising themselves 

as “green” 

Hydraulic Systems
Hydraulic systems can look complex 
and intimidating, but most are 
relatively straightforward, consisting 
of a sump, a pump, hoses, valves and 
either pistons or hydraulic motors.

Sump – The hydraulic system’s sump is 
responsible for holding the oil, providing 
time for the transferring of heat, and a 
place for contaminants, including water, 
to settle.

Pump – The hydraulic system’s pump 
produces the fl uid fl ow that creates 
pressure. In most cases, it is the most 
expensive part in the system. Hydrau-
lic oils are subjected to pump tests 
to prove their ability to protect pumps 
under normal operating conditions. 
Hydraulic systems can have many 
different types of pumps, but the three 
most common are gear, vane and 
piston pumps. Gear pumps are often 
found on lower-pressure systems and 
are relatively simple and reliable. As 
positive displacement pumps, they 
pump a fi xed amount of fl uid for every 
revolution. Although variations exist, 
a good example is an automotive oil 
pump. Vane pumps are common on 
mobile equipment and can be variable 
or constant displacement. Piston pumps 
can be found on higher-pressure ap-
plications and are more complex and 
sensitive to contamination than vane or 
piston pumps. 

Hoses – Hoses carry hydraulic pres-
sure and fl ow to various components, 
and are perhaps the weakest link in 
any hydraulic system. Maintenance is 
often ignored until a problem develops. 
Hoses fail due to heat, cold, repeated 
fl exing, physical damage and expo-
sure to the elements. Because they are 
notorious for failing, hoses present a 
signifi cant challenge to selling custom-
ers a premium synthetic hydraulic oil. 
Many customers do not want to pay a 
premium price if they believe they will 
eventually lose most of the oil through a 
hose failure.

Valves – Valves control the route of the 
hydraulic fl ow within the system, sending 
fl ow and pressure to components in or-
der to operate them. Pulling a lever back 

may route fl uid to one side of the hydrau-
lic system, causing it to extend a piston, 
while pushing it forward may cause it to 
retract. Varnish presents a major problem 
with valves, causing them to stick or not 
allowing them to seal properly.

Pistons/Hydraulic Motors – 
Pistons and hydraulic motors convert 
the hydraulic fl ow and pressure into 
work. Pistons provide linear motion, 
allowing bulldozer blades to lift and 
backhoe buckets to tip, while motors 
convert hydraulic fl ow and pressure into 
rotational force, allowing drills to operate. 
Common issues associated with pistons 
and hydraulic motors are internal or 
external leakage. External leakage 
results in loss of fl uid and possible 
contamination issues, while internal 
leakage results in lost effi ciency. For 
example, a bottle jack with its valve only 
partially closed requires furious pumping 
to lift an object off the ground and won’t 
be able to keep it there.

Hydraulic Oil
Zinc-containing hydraulic oil is a 
commonly-used hydraulic fl uid, while 
other applications call for zinc-free 
hydraulic oil, motor oil or transmission 
fl uid. Hydrostatic hydraulic oil is required 
when the fl uid must also operate the 
hydrostatic transmission, biodegradable 
hydraulic oil is often required in 
environmentally sensitive areas and 
some applications require fi re-resistant 
hydraulic oils.

Each type of hydraulic oil has unique 
characteristics, and it’s important to 
understand what’s required for specifi c 
applications. The equipment’s operator’s 
manual will usually recommend viscosities 
for the ambient temperatures the machine 
is operated in or could even recommend 
a specifi c oil brand. Dealers can use 
this information to recommend the 
appropriate AMSOIL synthetic hydraulic 
oil. When in doubt, contact AMSOIL 
Technical Services at 715-399-TECH.

INCREASE SALES WITH AMSOIL 
SYNTHETIC HYDRAULIC OILS

MM
OO
MSOILMSOIL 
OILSOILS
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Hydraulic Oil Problems
Heat and contamination present 
serious challenges for hydraulic oils. 
If the system becomes too hot, the 
oil’s viscosity can thin to the point 
where the pump is damaged or seals 
are destroyed. Because conventional 
hydraulic oil is often less expensive than  
synthetic hydraulic oil, it is important 
to emphasize the benefi ts and cost 
savings AMSOIL synthetic hydraulic oils 
provide customers. 

Heat Reduction – The synthetic con-
struction of AMSOIL synthetic hydraulic 
oils can reduce heat in hydraulic sys-
tems, leading to better viscosity reten-
tion, less varnish build-up and oxidation, 
reduction in component wear (including 
hoses), longer seal life and better overall 
system performance.

Cold-Weather Performance – AMSOIL 
synthetic hydraulic oils have much 
better cold-temperature characteristics 
than many petroleum oils. This can 
be demonstrated to potential custom-
ers by comparing the viscosity index, 
Brookfi eld viscosity and pour point 
numbers of their conventional oil to the 
corresponding viscosity AMSOIL 
synthetic hydraulic oil. Because 
mobile equipment generally sits 
out in the elements while on a 
job site, conventional hydraulic 
oils can thicken in the cold and 
lead to damage such as exces-
sive pump wear due to cavita-
tion, blown hoses, broken shafts 
or extended warm-up times that 
waste fuel. Use of the proper 
AMSOIL synthetic hydraulic oil 
viscosity helps reduce or elimi-
nate many of these issues.

All-Season Functionality – 
To eliminate some of the 
problems associated with 
temperature changes, many 
mobile equipment owners switch 
viscosities with the seasons. 
They may run an ISO VG 22 
viscosity oil in the winter and 
switch to an ISO VG 32 or 46 
oil in the summer. AMSOIL 
synthetic hydraulic oils are high-
viscosity-index formulations that 

can eliminate the need for seasonal 
changes. It’s very possible to run an 
ISO 32 or ISO 46 successfully year-
round in all but the most extreme cold 
conditions. 

Hose Life Preservation – Because 
many equipment operators 
consider blown hoses, leaky 
seals and loss of hydraulic fl uid 
an unavoidable problem, they 
may not initially be interested 
in investing in more expensive 
hydraulic fl uid they believe 
will just end up on the ground. 
This is usually the most sig-
nifi cant obstacle to overcome 
when trying to sell a premium 
hydraulic oil to an account. 
To counter this mindset, fi rst 
determine why they lose hoses. If they 
mainly get snagged, chafed or dam-
aged externally, they will continue to 
lose hoses until they physically remedy 
the situation. However, if the hoses and 
seals are blowing in cold weather or 
because of deterioration, AMSOIL syn-
thetic hydraulic oils can help. Cold and 
heat wreak havoc on hoses and seals. 
Cold, thick fl uid can cause pressure 
spikes and extremely hot fl uid breaks 
down hoses and seals over time. The 
superior cooling and fl ow properties of 
AMSOIL synthetic hydraulic oils help 
preserve hose integrity.

AMSOIL Synthetic Anti-Wear 
Hydraulic Oils
AMSOIL Synthetic Anti-Wear Hydraulic 
Oils effectively inhibit oxidation to help 
prevent acid formation and viscosity 
increase, resist carbon and varnish 
deposits and inhibit rust and foam 
(providing smooth hydraulic operation). 
They contain a very effective zinc-based 
anti-wear/antioxidant additive which 
controls wear in high-speed, high-
pressure vane and gear pumps while 
meeting the lubrication requirements of 
axial piston pumps with bronze-on-steel 
metallurgy. 

•  Extended oil drain intervals
•  Anti-wear protection
•  Recommended for gear, vane and 

piston pumps
•  Contain rust, oxidation and foam 

inhibitors
•  Designed for a wide temperature 

range
•  Hydrolytically stable and readily 

separate from water

AMSOIL Biodegradable 
Hydraulic Oil
AMSOIL Biodegradable Hydraulic 
Oil (BHO) is a premium-performance 
hydraulic oil that exhibits high 
biodegradability and low aquatic 
toxicity, along with superior oxidative 
stability, excellent low-temperature 
performance and outstanding results in 
laboratory and extended duration pump 
testing. It contains antioxidants that 
prolong oil life and foam inhibitors that 
help promote problem-free operation. 
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Automakers continue 
building vehicles that 
produce substan-
tially more horsepower, 
torque and towing 
capacity than their 
predecessors, yet the 
gears and bearings 
responsible for con-

verting this increased power into wheel 
rotation remain largely unchanged. To 
reduce drag and improve fuel economy 
in some vehicles, engineers have also 
reduced the volume of gear lube avail-
able to cool and protect. The 1996 Ford 
F-250 Crew Cab, for example, features 
a 10,500-lb. maximum towing capac-
ity using a rear differential that holds 
3.75 quarts of gear lube. The 2011 Ford 
F-250 Crew Cab, meanwhile, boasts 
14,000 lbs. of maximum towing capacity 
despite a rear differential with a smaller, 
3.45-quart capacity.

Increasingly, synthetics are relied 
upon to meet these higher demands. 
Some manufacturers now recommend 
synthetics in the differentials of certain 
newer vehicles, such as the Chevrolet 
Silverado and Ram pickup. The height-
ened awareness of synthetics presents 
AMSOIL Dealers with great sales op-
portunities, especially when considering 
other lubricant manufacturers spend 
little effort marketing their gear lubes. 

Increased Wear Resistance
Differential designs come with inher-
ent suffering points, and it’s here that 
synthetics prove their worth. In a tra-
ditional automotive differential (Figure 
1), the input pinion gear concentrates 
intense pressure on the ring gear, 
forcing it to turn the side and spider 
gears. As all the gear teeth mesh, they 
slide against one another repeatedly, 
separated only by a microscopic fi lm 
of lubricant. The constant stress the 
lubricant fi lm bears can shear lesser 
gear lubes, causing permanent viscos-
ity loss. Once sheared, the fl uid fi lm 
weakens, ruptures and allows metal-
to-metal contact, leading to increased 
friction, accelerated wear and eventual 
gear and bearing failure. 

The composition and characteristics 
of synthetics play a vital role in wear 
reduction, an area in which AMSOIL 
synthetic gear lubes excel. Convention-
al lubes formulated with viscosity index 
(VI) improvers shear more readily under 
stress. AMSOIL synthetic gear lubes, 
however, maintain viscosity better than 
other conventional and synthetic gear 
lubes despite rigorous use and contain 
advanced anti-wear additives for further 
protection.

Extreme-Pressure Additives
Severe-service applications used for 
towing, hauling, 4x4 off-road driving 
and commercial use place even greater 
stress on gears and bearings. Many 
drivers operate under severe-service 
conditions without even knowing it. The 
sliding motion and pressure on gears 
can wipe the lubricant away, particularly 
in spiral-cut hypoid gears. AMSOIL 
Severe Gear® Synthetic EP Gear Lubes 
contain extreme-pressure (EP) additives 
that form a durable iron sulfi de barrier 
on gear and bearing surfaces to guard 
against metal-to-metal contact in the 
harshest driving conditions.  

Increased Operating
Temperatures
Differentials have always run hot, but 
increases in power and torque coupled 
with reduced fl uid volume and reduced 
airfl ow due to improvements in vehicle 
aerodynamics only worsen the problem. 
Testing has shown applications simulat-
ing trailer towing at 88 km/h (55 mph) 
at a 3.5 percent grade can experience 
differential temperatures as high as 
188ºC (370ºF). Those readings could be 
even higher using today’s more powerful 
vehicles. 

Thermal Runaway
As temperatures in the differential climb, 
gear lubricants tend to lose viscosity, 
while extreme loads and pressures 
can break the lubricant fi lm, causing 
increased metal-to-metal contact and 
heat. The increased friction and heat, 

in turn, cause the lubricant to lose 
further viscosity, which further 

increases friction and heat. 
Friction and heat continue 
to spiral upward, creating 
a vicious cycle known 
as thermal runaway 
that eventually leads to 
greatly increased wear 
and irreparable equip-
ment damage. 

Here again AMSOIL syn-
thetic gear lubes outperform 
conventional gear lubes. 

Not only do they resist 
viscosity loss due to 
mechanical shear, 
they resist thinning 
at high temperatures 
better than conven-

tional lubes. In addition, 
the deposits conventional 

gear lubes leave behind 
coat gears and bearings, 

inhibiting heat transfer and 
shortening their life spans. What’s 

Alan Amatuzio | EXECUTIVE VICE PRESIDENT / CHIEF OPERATING OFFICER

UNTAPPED:UNTAPPED:
MAKE MONEY WITH GEAR OILMAKE MONEY WITH GEAR OIL

FIGURE 1
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more, the lubricant thickens, increasing internal drag and 
reducing fuel economy. 

AMSOIL synthetic gear lubes, however, are engineered 
in a lab and contain only uniform molecules less prone to 
volatilizing at high temperatures. As a result, they not only 
resist thinning in heat to provide better cooling and pro-
tective properties, they stay fl uid in cold weather to ensure 
immediate start-up protection. Their uniform molecules 
also reduce friction, effectively reducing drag and increas-
ing fuel economy. 

Extended Drain Intervals
Following the original equipment manufacturer (OEM)-
recommended differential drain interval using the OEM-
recommended fl uid can get very expensive. A 2006 Dodge 
Ram 1500 (see example below) requires a differential fl uid 
change every 15,000 miles if driven under severe-service 
conditions, which includes towing, short trips of less than 
10 miles and use where temperatures are below 32ºF. 

AMSOIL Severe Gear Synthetic EP Gear Lube is recom-
mended for 50,000 miles in severe service. Its use in this 
example saves over $220. In addition, synthetic gear 
lubes recommended by OEMs are often more expensive. 
The lower cost of AMSOIL synthetic gear lubes combined 
with their extended-drain capabilities and superior perfor-
mance and protection make them the ideal choice. 

Severe Gear® Synthetic EP Gear Lube 
Specifi cally engineered for 
high-demand applications, 
including trailer towing, heavy 
hauling, 4x4 off-road driving, 
commercial use and racing. 
Superior fi lm strength com-
bined with extra additives pro-
tects gears and bearings from 
scoring and wear. Resists high 
heat and possesses excellent 
cold-fl ow properties. Outper-
forms conventional gear oils. 
Recommended for all types of 
vehicles such as turbo-diesel pick-ups, SUVs, autos, trucks, 
heavy equipment and motor homes. Compatible with most 
limited-slip differentials.

Long Life Synthetic Gear Lube
Specifi cally engineered for drain intervals 
up to 500,000 miles as set by equipment 
manufacturers for over-the-road trucks. Pro-
tects against wear and improves equipment 
life. Excellent all-season summer and winter 
performance. Outperforms conventional gear 
oils. Also excellent for passenger cars and 
trucks. Compatible with most limited-slip dif-
ferentials.

Synthetic 80W-90 Gear Lube
High-quality replacement for applications 
specifying SAE 80W-90 conventional gear 
lube. Synthetic construction provides im-
proved cold-fl ow properties, high viscosity 
index, high heat resistance and excellent 
wear protection.

Severe Gear® Synthetic 
Racing EP Gear Lube
High-viscosity, extreme-pressure 
gear lube engineered for the 
demands of severe racing 
conditions, including off-road 
truck racing, rock racing, rock 
crawling, tractor pulling, funny 
car racing and dragster racing. 
Protects gears from shock-
loading and tire shake. Resists 
sling-off from G-forces and high 
speeds. Effectively clings to 
gears, promoting cooler operat-
ing temperatures and extending 
gear and bearing life.

USING OEM-
RECOMMENDED FLUID 
AND DRAIN INTERVAL*

USING AMSOIL SEVERE 
GEAR SYNTHETIC 75W-140 

EP GEAR LUBE**

* Mopar® Synthetic Gear Lubricant 75W-
140. $30 per quart dealership pricing.  

** $16.15 per quart retail pricing. 

 

pickk-u-upsps, SUUSUUUUUVVVVsVsVsVVsVVs,,,, auauauauauautototototosssss,s, trucks, 
omees. Compapatitiblb e with most 

SySyntnthehetitic c 80
High q alit rep

® SSynynththetetiicic 
ear Lube

AMSOIL SYNTHETIC GEAR LUBES

$30

$30
$30

$30 X 3 QUARTS = $90
15,000 MILES

VS

$30

$30
$30

$30 X 3 QUARTS = $90
30,000 MILES

$30

$30
$30

$30 X 3 QUARTS = $90
45,000 MILES

SAVINGS OF

$221.55

9 QUARTS

$270

$16.15 X 3 QUARTS = $48.45
50,000 MILES

3 QUARTS

$48.45
VS

3X

3X

3X

3X

C O M P A R E  T H E  S A V I N G S
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2011
May 15-19, 2011

Duluth Entertainment & Convention Center
Duluth, Minn.

Registration for AMSOIL University 2011 is open. To 
register or obtain additional information, contact AMSOIL 
registration at (715) 399-6554, email meetings@amsoil.
com or visit the Dealer Zone at www.amsoil.com (click
the “Training” tab).  

Enrollment Costs
Prior to April 1, 2011: $397 per Dealer, $196 for an 
attending spouse, $50 for a spouse wishing to attend 
lunches and social events only.

April 1 – May 15, 2011: $447 per Dealer, $246 for an 
attending spouse, $75 for a spouse wishing to attend 
lunches and social events only.

Three Course Track Options
1. Core Technology Program – Directed toward new 

Dealers interested in getting jump-starts on their
businesses. Contains the core material needed to
function successfully as an AMSOIL Dealer.
PREREQUISITES: None required.

2. Business Development Program – Directed toward 
growing Dealers interested in pursuing new markets 
and/or expanding others.
PREREQUISITES: Must have previously attended other 
AMSOIL training such as AMSOIL University Core Tech-
nology Program, a C&F or CAT school or have suffi cient 
fi eld experience and an understanding of the basics of 
lubrication and general AMSOIL product knowledge.

3. Advanced Development Program – Directed
specifi cally toward the well-established Dealer who
is well-versed in the fundamentals of lubrication,
administration and sales techniques.
PREREQUISITES: Must have achieved Direct Jobber 
status. Previous completion of the Core Technology 
Program and Business Development Program is highly 
recommended.

A welcoming reception, facility tour, cookout and President’s 
Dinner will be included at AMSOIL University at no extra cost.  

A 10 percent rebate will be offered on product orders 
placed while at AMSOIL University.

REGISTER NOW FORREGISTER NOW FOR

AMSOIL Dealers of all levels are realizing increased success 
due to training received at AMSOIL University (AU). Retired 
fi refi ghter Adolpho Perez of Florida credits AU 2010 with help-
ing him reach Direct Jobber status only three months after 
attending. Prior to that, he’d been an AMSOIL Dealer for just 
under a year.

“It changed my whole attitude,” said Perez. “I never sold 
anything in my life. I was the guy who’d bust through your door 
when your house was on fi re.” Perez said gaining knowledge 
about sales techniques and the AMSOIL product line made the 
difference. “I had seven Dealers under me then; now I have 
over 50.”  

Direct Jobbers Derek and Erin Beahm of Saskatchewan expe-
rienced similar success. “After attending AMSOIL University 
the fi rst time (in 2007), we became Direct Jobbers the following 
year,” Beahm said. He and Erin have attended each year since. 
“Our business continues to grow and we use the knowledge 
we gain at AU to help propel us forward.”

New in 2010 was the 
Diesel Shop Talk event, 
a hands-on look at the 
latest diesel technolo-
gies. “We frequently re-
fer back to that morning 
and the things we saw 
and learned when talk-
ing with our customers 
and prospects,” Beahm 
said. Powersports and 
Commercial Shop Talk 
events will be part of 
AMSOIL University 2011, along with dozens of other classes on 
sales techniques, lubrication fundamentals, fi ltration and other 
areas that help Dealers approach customers and prospects 
with confi dence. “We feel comfortable when speaking with 
prospects as well as our current customers about AMSOIL, as 
well as the lubrication and fi ltration industries in general. We 
are able to conduct ourselves professionally because we are 
confi dent about the products we represent having put in the 
many hours of education,” Beahm said.

AU also offers ample opportunities to socialize with fellow 
Dealers, something the Beahms and Perez especially enjoyed. 
“I couldn’t believe the camaraderie of the Dealers. They were 
all very helpful and informative; I learned a lot from them,” 
Perez said. AU 2011 features plenty of time for socializing and 
networking at the Sunday social welcoming event, the Tuesday 
night cookout, AMSOIL Center tours and the President’s Dinner.

“Sitting in a room full of extremely knowledgeable Dealers at 
lunch or standing around the coffee urn munching on cookies 
is a wonderful opportunity to network. Many, many golden nug-
gets come from speaking with and learning from other Dealers 
who have years of experience,” Beahm said. “We strongly en-
courage other Dealers to attend AU 2011 and we believe that if 
you are serious about your business, then you will be there.”

AMSOIL UNIVERSITY AMSOIL UNIVERSITY 
SPURS DEALERSPURS DEALER
SUCCESSSUCCESS
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Synthetic 10W-30 
Motorcycle Oil
AMSOIL Synthetic 10W-30 
Motorcycle Oil (MCT) is recom-
mended for liquid- or air-
cooled four-stroke engines, 
including Honda®, 
Kawasaki®, Yamaha® 
and Suzuki® motorcycles 
and scooters, as well as 
Arctic Cat®, Can-Am®, 
Honda®, Kawasaki® and 
Suzuki® ATVs and UTVs, 
specifying 10W-30 engine 
oil or SAE 80, GL-1 gear oil. Its superior 
shear stability provides unsurpassed 
protection for high-performance engines 
and transmissions, performing like a 
gear lube without the negative effects of 
extreme-pressure additives.

AMSOIL 10W-30 Motorcycle Oil provides 
maximum wear protection regardless of 
the operating conditions, while resisting 
breakdown and damaging sludge and 
carbon deposits. It provides extended 
service life of up to twice the manufac-
turer-recommended change interval 
(miles/hours) or one year, whichever 
comes fi rst.

Synthetic 10W-40 
Motorcycle Oil
AMSOIL Synthetic 10W-40 Motorcycle 
Oil (MCF) is recommended for liquid- or 
air-cooled four-stroke engines, including 
Honda®, Kawasaki®, Yamaha®, Suzuki®, 
BMW®, Husqvarna®, Victory® and other 
motorcycles specifying 10W-40 or 20W-40 
engine oil or SAE 80W/90, GL-1 gear oil. 
Its superior shear stability provides unsur-
passed protection for high-performance 
engines and transmissions, performing 
like a gear lube without the negative ef-
fects of extreme-pressure additives.

AMSOIL 10W-40 Motorcycle Oil pro-
vides maximum wear protection regard-
less of the operating conditions, while 
resisting breakdown and damaging 
sludge and carbon depos-
its. It provides extend-
ed service life of up to 
twice the manufacturer-
recommended change 
interval (miles/hours) 
or one year, whichever 
comes fi rst.

Synthetic 
SAE 60 
Motorcycle Oil
AMSOIL Synthetic 
SAE 60 Motorcycle Oil 
(MCS) is recommended for early-model 
air-cooled V-Twin engines, includ-
ing Harley-Davidson® Knucklehead, 
Panhead, Shovelhead and big-bore 
motorcycles specifying 60-weight motor 
oil or SAE 140, GL-1 gear oil. Its superior 
shear stability provides unsurpassed 
protection for high-performance engines 
and transmissions, performing like a 
gear lube without the negative effects of 
extreme-pressure additives.

AMSOIL SAE 60 Motorcycle Oil provides maximum wear 
protection regardless of the operating conditions, while 
resisting breakdown and damaging sludge and carbon 
deposits. It provides extended service life of up to 
twice the manufacturer-recommended change interval 
(miles/hours) or one year, whichever comes fi rst.

Synthetic 20W-50 
Motorcycle Oil
AMSOIL Synthetic 20W-50 Motorcycle 
Oil (MCV) is recommended for air- or 
liquid-cooled four-stroke engines, includ-
ing Harley-Davidson®, Buell®, KTM, 
Ducati®, Aprilia®, BMW®, Triumph® and 
other motorcycles specifying 15W-50 or 
20W-50 engine oil or SAE 90, GL-1 gear 
oil. Its superior shear stability provides 
unsurpassed protection for high-per-
formance engines, transmissions and 
primary chaincases, performing like a 
gear lube without the negative effects of 
extreme-pressure additives.

AMSOIL 20W-50 Motorcycle Oil 
provides maximum wear protection 
regardless of the operating condi-
tions, while resisting breakdown 
and damaging sludge and carbon 
deposits. It provides extended 
service life of up to twice the 
manufacturer-recommended 
change interval (miles/hours) or 
one year, whichever comes fi rst.

WHATEVER THE BIKE,WHATEVER THE BIKE,
AMSOIL HAS IT COVEREDAMSOIL HAS IT COVERED
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TEAM AMSOIL COLLECTS FOUR TEAM AMSOIL COLLECTS FOUR 
MEDALS AT WINTER X GAMESMEDALS AT WINTER X GAMES
Team AMSOIL was well-represented 
at the 2011 ESPN Winter X Games, 
earning some hardware during the 
high-profi le event. The opening night 
of competition featured Team AMSOIL/
Scheuring Speed Sports rider and 
defending gold medalist Justin Hoyer 
competing in the freestyle competi-
tion. Holding the top score after two 
rounds of eliminations, Hoyer 
was the last rider to compete 
in the fi nal round and needed 
to top Daniel Bodin’s 91.66 
score for a shot at the gold 
medal. Although a small 
hand check on a no-handed 
landing may have cost him 
the gold, Hoyer’s 91.00 run 
was enough for the silver medal.

AMSOIL-sponsored snocross 
rider Mike Schultz is no stranger 
to the Winter X Games podium. 
Despite losing his left leg during 
a pro snocross race three years 
ago, Schultz remains dedicated 
to the sport and earned the 
gold medal in the adaptive 
snocross event.

Although Tucker Hibbert won his fi fth 
straight snocross gold medal, Team 
AMSOIL/Judnick Motorsports racer 
Ross Martin pushed through the fi eld 

to earn his second straight silver medal 
and Team AMSOIL/Scheuring Speed 
Sports racer Robbie Malinoski over-

came a poor start to earn 
the bronze medal.

Eastern Nationals –
Farmington, N.Y.
The fourth round of the AMSOIL Cham-
pionship Snocross Series took place 
in Farmington, N.Y., where Martin took 
advantage of a strong start and a quick 
charge to the front in the Pro Super 
Stock fi nal to earn his fi rst victory of the 
season. Fighting heavy traffi c on the 
fi rst lap, Martin soon began pressuring 
race leader Dan Ebert and made the 
pass into the lead about a third of the 
way through the race. He was not chal-
lenged the rest of the way. 

“I got off the start, not the best jump, 
I was sandwiched between everyone 
and the snow dust just hung in the air,” 
said Martin. “I couldn’t really see until 
we were coming back down the straight 
toward the fi nish line. I just kept looking 
ahead going forward trying to get to the 

front as quick as I could.”

In the AMSOIL Pro Open class, 
Martin again ran a solid race, 
fi nishing second behind Hib-
bert. Malinoski rounded out the 
podium in third.

Michigan National – 
Pontiac, Mich.
Martin continued his strong rac-
ing at the Pontiac Silverdome 
in Pontiac, Mich., jumping to 
an early lead in the Pro Super 
Stock fi nal before he was over-
taken by Hibbert with fi ve laps 
remaining. Martin took the 
second-place podium.

After a fi rst-turn pileup induced a restart, 
the AMSOIL Pro Open fi nal saw Tim 
Tremblay jump out to a massive lead 
with Hibbert and Martin giving chase. 

Hibbert went down on the back straight, 
leaving Martin to concentrate on clos-
ing the gap on Tremblay. With seven 
laps remaining, he passed Tremblay 
and earned the win. Malinoski worked 
through the pack and held off Hibbert to 
take third.

MARTIN TAKES FIRST TWO MARTIN TAKES FIRST TWO 
VICTORIES OF SEASONVICTORIES OF SEASON

Martin shows 
off his ESPN 
Winter X Games 
silver medal. Malinoski 

fought through 
the pack to earn 
an X Games 
bronze medal.

Martin’s strong start in Farmington propelled him to his 
fi rst victory of the season.

Martin 
(center) and 
Malinoski 
(right) share 
the podium 
in Pontiac.
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TOMAC TURNING HEADS IN ROOKIE TOMAC TURNING HEADS IN ROOKIE 
MONSTER ENERGY SUPERCROSS SEASONMONSTER ENERGY SUPERCROSS SEASON

We reach a huge number of people 
through our corporate sponsorships, 
and our sponsorship of Monster Energy 
Supercross is putting AMSOIL in front of 
tons of new prospects.

Each supercross event features a pit 
party, which allows fans access to teams 
and sponsors. The number of people 
who show up at the pits is astounding. I 
still wake up at night thinking about the 
mob of fans that trampled through the 
Anaheim pits. It is tough to engage these 
fans in a traditional way. There is a lot 
competing for their attention, and they 
want to be entertained.

So, AMSOIL hosts contests at each 
event that allow spectators a chance to 
win AMSOIL prizes. These contest sub-
missions are converted into leads and 
assigned to T-1 Dealers. As a Dealer, 
you are encouraged to follow-up as nor-
mal with these leads, but bear in mind 
how they were gathered. They might not 
share the same level of interest as other 
forms of leads, but they are still valuable. 

Taking this approach is new to AMSOIL, 
but not new to on-site activation. AMSOIL 
will produce tens of thousands of new 
leads through supercross in 2011. While 
no form of lead generation is perfect, 
AMSOIL is working hard on your behalf 
to connect you with another opportunity 
to grow your business.

BB XX
WITH JEREMY MEYER

O N  T H E

The third round of the 2011 Monster 
Energy AMA Supercross season, includ-
ing the third round of the Lites Western 
Regional Supercross Championship, was 
held at Dodger Stadium in Los Angeles, 
Calif. After achieving two strong top-10 
fi nishes in the fi rst two rounds of Lites 
class racing, Team AMSOIL rookie rider 
Eli Tomac got off to a great start in Los 
Angeles, starting third, quickly moving 
into second and fi ghting off the competi-
tion for his fi rst pro podium. 

Having acquired a taste for the podium in 
Los Angeles, Tomac continued his suc-
cess at the fourth round of the season at 
Oak-Alameda City Stadium in Oakland, 
Calif., taking advantage of a strong start 
to fi nish third.

Tomac took advantage of yet another 
strong start at the fi fth round of the sea-
son at Angel Stadium in Anaheim, Calif. 
Trading the lead back and forth with Josh 
Hansen, Tomac was in position to earn 
his fi rst career victory. Although Hansen 
eventually took the win, Tomac success-
fully held off charges from Ken Roczen 
and Brock Tickle to fi nish second, his 
third straight podium.

BARCIA TAKES OPENING BARCIA TAKES OPENING 
ROUND VICTORYROUND VICTORY
The sixth round of the 2011 Monster 
Energy AMA Supercross season at Reli-
ant Stadium in Houston, Texas included 
the kickoff to the Lites Eastern Regional 
Supercross Championship, where Team 
AMSOIL racer Justin Barcia had his 
sights set on a strong fi nish. Engaging 
in an intense 15-lap battle with Dean 
Wilson, Barcia fi nally pulled away to 
take the victory and the early lead in the 
championship chase.

In the supercross class, Team AMSOIL 
racer Kevin Windham was having a 
stellar night, putting down a solid start 
and leading for 11 laps before landing 
a jump cross-ways in a rut. Windham 
and his bike cartwheeled from there 
with the bike eventually landing on top 
of him. Although the 17-year veteran 
was roughed up and suffered a slight 
concussion from the impact, he had no 
broken bones.

Tomac has been busy collecting podiums in 
his rookie season. Photo by Hoppenworld.

Barcia celebrates his opening round victory in Houston. Photo by Hoppenworld.
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Dave M. Mann
Michigan

7-STAR
REGENCY PLATINUM

DIRECT JOBBER

FIRST
Total Organization

FIRST
Personal Group Sales

Thomas & Sheila 
Shalin
Kansas

REGENCY PLATINUM
DIRECT JOBBERS

FOURTH
Total Organization

SECOND
Personal Group Sales

SECOND
New Qualifi ed Dealers

and Accounts

David & Carol Bell
Texas

REGENCY PLATINUM
DIRECT JOBBERS

FIFTH
Total Organization

THIRD
Personal Group Sales

FIFTH
Commercial and
Retail Marketing

Leonard & Marcie 
Pearson
Washington

REGENCY PLATINUM
DIRECT JOBBERS

SECOND
Total Organization

SEVENTH
New Qualifi ed Dealers

and Accounts

Mark & Sherree 
Schell
Idaho

REGENCY PLATINUM
DIRECT JOBBERS

THIRD
Total Organization

FIFTH
Personal Group Sales

Ches & Natasha 
Cain

South Dakota

REGENCY PLATINUM
DIRECT JOBBERS

EIGHTH
Personal Group Sales

NINTH
New Qualifi ed Dealers

and Accounts

Gerry & Patricia 
Reid

North Carolina

REGENCY PLATINUM
DIRECT JOBBERS

TENTH
Total Organization

TENTH
Personal Group Sales

Kent & Trudy
Whiteman

Utah

REGENCY PLATINUM
DIRECT JOBBERS

FIRST
New Qualifi ed Dealers

and Accounts

Vijay Parany
Ontario

REGENCY DIRECT JOBBER

THIRD
New Qualifi ed Dealers

and Accounts

Gene & Danae Fine
Oregon

REGENCY PLATINUM
DIRECT JOBBERS

FOURTH
New Qualifi ed Dealers

and Accounts

George & Shirley 
Douglas

Florida

REGENCY PLATINUM
DIRECT JOBBERS

SIXTH
Total Organization

SIXTH
Personal Group Sales

David B. 
Richardson

Ohio

PREMIER DIRECT JOBBER

NINTH
Personal Group Sales

SECOND
Commercial and
Retail Marketing

Greg & Debra
McKenzie

Alberta

REGENCY GOLD
DIRECT JOBBERS

SIXTH
Commercial and
Retail Marketing

Eric Moreton
Michigan

DIRECT JOBBER

FIRST
Commercial and
Retail Marketing

Ray & Kathy Yaeger
Wisconsin

REGENCY PLATINUM
DIRECT JOBBERS

FOURTH
Commercial and
Retail Marketing

Robert E. Riley
Florida

REGENCY SILVER
DIRECT JOBBER

FIFTH
New Qualifi ed Dealers

and Accounts

John & Jeanne 
Burke

California

REGENCY GOLD
DIRECT JOBBERS

EIGHTH
New Qualifi ed Dealers

and Accounts

MgznDlrA1053.indd   16MgznDlrA1053.indd   16 2/28/11   8:01 AM2/28/11   8:01 AM



DECEMBER 2010

HALL OF FAMEHALL OF FAME

Bill & Donna
Durand
Wisconsin

7-STAR
REGENCY PLATINUM

Shirley Green
Kansas

REGENCY PLATINUM

Harold Hartman
Kansas

REGENCY PLATINUM

LaDonna Harrison 
& LaVel Rude

Minnesota

(Lingwall Organization)

REGENCY PLATINUM

Ora Mae Boardman
Virginia

REGENCY PLATINUM

Ray & Arlene 
Schmit

Minnesota

REGENCY PLATINUM

Hall of Fame members are
recognized for their long-standing

service, achievement and
commitment to excellence.
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Michael H. Ellis
Michigan

REGENCY PLATINUM
DIRECT JOBBER

SEVENTH
Total Organization

FOURTH
Personal Group Sales

THIRD
Commercial and
Retail Marketing

Daniel & Judy 
Watson

Florida

REGENCY PLATINUM
DIRECT JOBBERS

NINTH
Total Organization

SEVENTH
Personal Group Sales

Thomas R. Weiss
North Dakota

MASTER DIRECT JOBBER

EIGHTH
Commercial and
Retail Marketing

Greg M.
Desrosiers

Alberta

REGENCY PLATINUM
DIRECT JOBBER

EIGHTH
Total Organization

NINTH
Commercial and
Retail Marketing

John & Dianne 
Moldowan

Alberta

REGENCY DIRECT 
JOBBERS

SEVENTH
Commercial and
Retail Marketing

Jerry & Mary 
Criswell

Texas

PREMIER DIRECT 
JOBBERS

TENTH
Commercial and
Retail Marketing

Kent E. Jetton
Texas

DEALER

TENTH
Commercial and
Retail Marketing
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HIGHER LEVELS OF RECOGNITIONHIGHER LEVELS OF RECOGNITION

M A G A Z I N E

Scott A. Douglass
Michigan

Premier
Direct Jobber

Neil & Margaret 
Lockhart
Maryland

Premier
Direct Jobbers

New Direct Jobbers

Carl Samples
Florida

Sponsor:
Brian A. Wise

Direct Jobber:
Dave M. Mann

Jeff & Rosemary 
Sheriff
Florida

Sponsor:
Mary Ellen Sheriff
Direct Jobbers:

Norman & Doreen 
Rinehart

New Direct Dealers

Donald T. Duke
Kentucky
Sponsors:

Chad & Jennifer 
Woodworth

Direct Jobbers:
Michael & Eileen Kaufman

Shawn & 
Carrie Flynn

Wisconsin
Sponsor:

Mary R. Lindberg
Direct Jobbers:

Bill & Donna Durand

Brian & Tracy 
Klinkner

Missouri
Sponsor:

Steven W. Knuckles
Direct Jobber:
Dave M. Mann

Michael Kuzba
Wisconsin
Sponsors:

Cass & Donna Kuzba
Direct Jobbers:

Curtis & Dominique Uhl
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 First Time 500 Level Honor Achievers | 500 monthly commission credits 5 Dealers sponsored

Clay Bartley, TX • Sponsors:  Chris “Lefty” & Barbara Thompson

Richard & Eleanora Craig, FL • Sponsors:  James & Rosemary Scoggins

William (Bruce) & Connie Fine, SC • Sponsors:  Arthur & Hildred Freeman

Jeremy Griffi n, MN • Sponsor:  Paul Seminara

Kent E. Jetton, TX • Sponsors:  George & Elizabeth Jetton

Mackenzie T. Johnston, MN • Sponsor:  Christopher D. Baker

Jay Medin, IL • Sponsor:  Donald T. Duke

Wilbur & Mildred Miller, KS • Sponsors:  Stephen & Laurie Barnes

David Pattee, CA • Sponsors:  Joseph & Donna Day

Merlyn & Kimberly Werner, MN • Sponsors:  Conrad & Jo Ann Holten

 First Time 300 Level Honor Achievers | 300 monthly commission credits 3 Dealers sponsored

Michael Arbuso, SC • Sponsor:  Warren J. Redd Jr.

Anthony & Stacy Buchta, CO • Sponsor:  Mike W. Troast

Michael & Brenda Flader, WA • Sponsor:  Bob Riley

John & Diane Grodhaus, OH • Sponsor:  James J. Allen

Anton C. Lindsay, IN • Sponsor:  Josh E. Wilson

Ray & Maureen Lohmeyer, NY • Sponsors:  Peter & Diana Lotito

James Martin, PA • Sponsor:  R. Brian Bronner

Ron & Rachelle Olin, WA • Sponsor:  Mark E. Meidinger

Robert Piacente, NY • Sponsor:  Timothy D. Werder

Robert W. Running, OH • Sponsors:  Calvin & Norma Lackore

Harold & Mary Ann Snethen, KS • Sponsors:  Don & Peg Olson

Devin Trout, PA • Sponsor:  Theron N. Trout

 First Time 1000 Level Honor Achievers | 1000 monthly commission credits 10 Dealers sponsored

Ron & Angela Cooper, OR • Sponsors:  Joseph & Donna Day

Richard A. Sliva, TX • Sponsor:  Gaward Caveness

David Smith, FL • Sponsors:  George & Shirley Douglas
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New Direct Dealers

Dwight & Laurie 
Patterson
Minnesota
Sponsors:

Ray & Arlene Schmit
Direct Jobbers:

Ray & Arlene Schmit

William M. Rose
Tennessee

Sponsor:
John D. Helms, Jr.
Direct Jobbers:

Daniel & Elizabeth Hawkin

Michael P. Scott
Minnesota
Sponsors:

Bud & Lorna Bourquin
Direct Jobbers:

Bud & Lorna Bourquin
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March Close-Out
The last day to process March orders in the U.S. and Canada 
is the close of business on Thursday, March 31. Individual 
telephone and walk-in orders will be processed if initiated by the 
close of business. Internet and fax orders will be accepted until 
3 p.m. CDT on that day. The last day to process March orders in 
Alaska is the close of business on Friday, March 25. All orders 
received after these times will be processed for the following 
month. Volume transfers for March business will be accepted 
until 3 p.m. CDT on Wednesday, April 6. All transfers received 
after this time will be returned.

New Speedway Cap
Embroidered logo and 
design. Velcro closure.

Stock # U.S. Can.
G2832 13.25 15.80

Action Jersey
Exciting jersey is 
constructed of 100% 
moisture wicking 
polyester. Sizes S-3X.

Stock # Size U.S. Can.
G2700 S 39.25 47.00
G2701 M 39.25 47.00
G2702 L 39.25 47.00
G2703 XL 39.25 47.00
G2704 2X 40.50 48.50
G2705 3X 42.00 50.25

Back 
View

C E N T E R L I N E S  A N D  U P D A T E S

Front 
View

Jersey
Back

ey
is 
100% 

ng 
s S-3X.

Jersey
Front

Three new AMSOIL presentations are available for viewing 
in the Dealer Zone. To access the presentations, click the 
Presentations link under the Dealer Sales Training tab.

AMSOIL Racing and Advertising on 
the Move Presentation
Driven by AMSOIL race team sponsorships; AMSOIL 
advertising and the efforts of AMSOIL Dealers, the 
AMSOIL name is more recognized than ever. The com-
pany’s presence grew considerably in 2010 and AMSOIL 
brand awareness has expanded opportunities for Deal-
ers in virtually all markets. This presentation focuses on a 
review of 2010 and how racing sponsorships and adver-
tising work hand-in-hand with the promotional efforts of 
AMSOIL Dealers. The presentation also looks toward the 
year ahead at exciting new sponsorships and advertising 
and the opportunities they create for Dealers.

AMSOIL Price Adjustment Presentation
While AMSOIL has always made every effort to maintain 
the lowest prices possible and has delayed raising prices 
for as long as feasible, AMSOIL recently announced a 
minimal price adjustment on select products in the U.S. 
effective March 1, 2011. This presentation explains some 
of the factors infl uencing prices in the current lubricants 
market, what the competition is doing and what AMSOIL 
Dealers can do.

ATF Additives Presentation
There are many ATF additives on the market today, but 
numerous problems can be caused by their use. This 
presentation defi nes what ATF additives are and covers 
the claims made by ATF additive manufacturers and test 
results demonstrating their detrimental effects. The presen-
tation also showcases the superiority of AMSOIL ATF.

New Ladies Hoody
Navy full-zip hooded 
sweatshirt is constructed 
of 60/40 combed cotton/
polyester blend material. 
Rib knit cuffs and waist-
band. Embroidered logo. 
Sizes S-3X.

NEW PRESENTATIONSNEW PRESENTATIONS

Stock # Size U.S. Can.
G2853 S 38.25 42.75
G2854 M 38.25 42.75
G2855 L 38.25 42.75
G2856 XL 38.25 42.75
G2857 2X 41.25 46.25
G2858 3X 44.25 49.50
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AGGRAND Launches 
Improved Natural 
Liquid Lime 
Formulation
The new AGGRAND 
Natural Liquid Lime (NLL) 
formulation is now available. 
Incorporating pure calcitic 
limestone, the improved 
formulation boasts an 
average particle size 600 
percent smaller than the 
previous formulation and 
nearly doubles the available 
calcium. Because calcium 
plays a critical role in overall 
plant nutrient uptake, it 
should be part of any long-
term fertilization program. In fact, approximately 90 percent 
of the soil analyses received by AGGRAND need calcium. 
In addition, the new formulation’s suspension agents reduce 
product separation for longer shelf-life. AGGRAND Natural 
Liquid Lime pricing remains unchanged for the new formulation. 
For more information visit www.aggrand.com/lime.aspx.

FTC Issues Consumer Alert on 
Magnuson-Moss Warranty Act
The Federal Trade Commission (FTC) recently issued a con-
sumer alert clarifying that the Magnuson-Moss Warranty Act 
prohibits automobile manufacturers and dealers from denying 
warranty coverage based on use of an aftermarket product, 
unless they can show the product caused the damage or was 
installed incorrectly. 

“The FTC’s statement should help those ILMA members, for 
example, who have decided not to license General Motors’ 
dexos™ engine oil,” said ILMA counsel Jeff Leiter. “Some ILMA 
members have complained to me that the automaker has made 
confusing statements about its new engine oil and warranty 
coverage for new vehicles. It makes sense to hand a customer 
a copy of the FTC consumer alert, showing that the 
use of equivalent products should not affect warranty 
coverage.” 

The FTC consumer alert can be viewed at http://www.
ftc.gov/bcp/edu/pubs/consumer/alerts/alt192.shtm. 

Synthetic 10W-30 Motor Oil 
2.5-Gallon Bottles
AMSOIL Synthetic 10W-30 Motor Oil 2.5-gallon bottles 
(ATMTP) are discontinued and available as supplies last.

Discontinued Clothing and 
Promotional Items
The following AMSOIL clothing and promotional items 
are discontinued and remain available as supplies last:

Illuminated Sign (G1841)
Hitch Cover (G1948)
Mothers Banner (G2489)
Ea Nanofi ber Decal (12”) (G2525)
Ea Nanofi ber Decal (8.5”) (G2526)
Ladies’ Long Sleeve Shirt (G2621-G2626)

Updated AGGRAND Literature Kit
The AGGRAND Literature Kit (G1380 U.S./G8380 Can.) has 
been revised to include a number of new literature pieces. 
Complete contents of the kit are as follows:

Literature & Sales Aids Price List (U.S./Canada) (G15)
Technical Services Request Form (G40AG)
Distribution Center Location Map (G92)
Products Brochure (G1112)
Line-Art & Logos Flyer (G1134)
Comparison Test Flyer (G1137)
Easy Steps to Organic Lawn Care Brochure (G1170)
Lawn & Garden Products Fair Handout (G1188)
The Gardening Guide (G1292)
Comparison Brochure (G1348)
Retail Flyers (G1371)
AMSOIL Dealer Ordering  Information Flyer (G2604 U.S./
     G8604 Can.)
Price List (G2742 U.S./G2743 Can.)

New Items
Fish Hydolysates vs. Fish Emulsions Flyer (G2778)
Food Plot Handout (G2783)
Converting to an Organic or More Sustainable Cropping  
     System Brochure (G2789)
Foliar Feeding Flyer (G2790)
Organic vs. Chemical Lawn Care Flyer (G2791)
Soil Fertility Guide (G2792)
Crop Guide (G2793)
Natural Liquid Bonemeal Flyer (G2794)
Natural Kelp and Sulfate of Potash Flyer (G2795)
Natural Liquid Lime Flyer (G2796)
Natural Fertilizer Flyer (G2797)
Hay & Pasture Flyer (G2806)

Stock #  U.S. Can.
G1380 (U.S.)  12.50 –
G8380 (Can.)  – 15.05

omer 
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I N S I G H T  O N  S A L E S

Don’t try to be 
everything to 
everyone.
Becoming a specialist 
can increase sales.

There are three things that every good 
AMSOIL Dealer needs to know: how to 
offer the right product for the right ap-
plication; who his or her customers are 
and why customers purchase AMSOIL 
products from him or her. This column 
will address the second point: knowing 
your customers. To whom are you offer-
ing AMSOIL products and your services 
as an AMSOIL Dealer?

Let’s start out with the wrong answer: 
“I offer AMSOIL products to everyone.” 
Business professionals who market their 
services to everyone don’t understand a 
critical truth of business today – clients 
want to work with specialists and 
experts. 

If you wanted to hire a lawyer to handle 
a licensing matter, would you prefer an 
expert attorney who handles licensing 
issues on a regular basis, or one who 
also “happens” to provide licensing 
advice? Both attorneys may have the 
same type of training, but one has be-
come focused on the area of licensing. 
Doesn’t that make him a more appealing 
choice?

The key is to target a specifi c market 
or two with AMSOIL products. That isn’t 
to say you should limit your services 
to only those customers who fall into 
your specialty market – you can still sell 
AMSOIL products to anyone who wants 
to buy them – you just focus your efforts 
on a particular group. It might seem as 
though you are limiting yourself, but by 
specializing you make yourself more vis-
ible to your target market. For example, 
if you specialize in powersports applica-
tions, powersports enthusiasts are more 
likely to fi nd you. Most powersports 
enthusiasts have lubrication needs in 
other areas too, and could provide ad-
ditional, non-powersports sales opportu-
nities. A certain percentage of power-

sports enthusiasts are 
also general contractors; 
some are independent 
parts store owners; others 
are truckers; all of them 
present great opportuni-
ties for sales outside your 
specialty market.

By specializing, you will attract your 
ideal client, but you will also attract 
people from other walks of life. Some 
of those people may even ask you to 
“make an exception” and work with 
them. For example, let’s say you inform 
someone who owns a beverage delivery 
fl eet that you specialize in helping over-
the-road trucking companies maximize 
their fl eet’s fuel economy and reduce 
the amount of time their trucks are in the 
shop. Any fl eet owner knows that trans-
lates to cost savings for the company. 
Do you think the owner of the beverage 
company might ask you to “make an ex-
ception” and work with him and his fl eet 
of gasoline vehicles? He just might. 

Once you fi nd your niche, you will want 
to form long-lasting relationships with 
your customers. You will want them 
to provide compelling testimonials in 
the future, so some thought and effort 
must go into what you do to foster the 
relationship and make them feel special. 
Here are some ideas; use those that 
work for you.

•  Reward your customers for being your 
customers. Randomly surprise them 
with a reward. It will go a long way, 
believe me. 

•  Listen to every little detail they say. 
When you talk to them next, ask how 
their holiday went, ask if they have 
anything planned for the weekend, 
ask how their kid did in his last 
sporting event. Show an interest in 
your customers as people.

•  Cater to their every need. If you know 
they require a service over and above 
what you can normally provide, make 
an effort for them. Show that you care 
about them.

•  Give them some publicity. If they 
are a great customer and there is 
an opportunity to shout about your 
relationship, tell everyone you know!

•  Let them assist in shaping the service 
you provide. Don’t just ask for feedback 
and hope they give you something you 
can use; speak to your customers and 
ask them how their experience could 
be improved – ask their advice.

•  Engage without trying to sell. Even 
when you know it is unlikely they 
will need AMSOIL products again 
anytime soon, get in touch just to 
keep the relationship alive.

•  Call your customers by name. I know 
this sounds obvious, but every time 
you are in contact, whether face-to-
face, by phone or online, start off the 
conversation by using the customer’s 
name.

•  Refer them to others who can also 
help them. If you can’t solve their 
problem, pass them onto someone 
who can. Make solving their problem 
your number-one aim.

So, when someone asks what you do, 
don’t be afraid to identify your area of 
expertise; it will help you stand out from 
the crowd. Who wants to be everything 
to everyone anyway? 

Good Selling! 

Rob Stenberg | DIRECTOR, DEALER SALES

INDEPENDENT
PARTS STORE

OWNERS

OTR 
TRUCKERS

QUICK LUBE 
OWNERS

GENERAL 
CONTRACTORS

Specializing in 
one area might seem 
like a limiting tactic; however, 
increasing your visibility in one 
market can also increase your op-
portunity for sales in other areas.

POWERSPORTS 
ENTHUSIASTS
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The Facts: Modern aerodynamics have decreased
airfl ow over the differential and oil capacities have been 
lowered. All contribute to increased differential temper-
atures. Meanwhile, because differential size and design
has remained virtually unchanged, today’s gear lubes
are exposed to considerably more heat and stress.

AMSOIL Severe Gear Synthetic Gear Lubes help prevent 
the devastating effects of heat and oxidation to provide 
maintenance-free, longer-lasting equipment.

For all-weather protection and performance you can
rely on, MOVE UP TO AMSOIL.

At 40-below AMSOIL still
fl ows while this competitor 
has become a waxy mess.

Superior cold temp performance means better
fuel economy and protection.
Unlike conventional petroleum-based gear 
lubes, AMSOIL Severe Gear® Synthetic Gear 
Lube contains no wax. Long after petroleum 
oils have solidifi ed, AMSOIL continues to fl ow, 
moving quickly to lubricate gears, bearings and 

limited-slip clutches in the differential. This
fl uidity during cold temperatures reduces
drag on drivetrain components, resulting
in improved fuel economy and better wear
protection.

Conventional
Petroleum Gear Lube

AMSOIL
Severe Gear® Synthetic

Place your order today!

www.amsoil.com
1-800-777-7094
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Robbie Malinoski
Team AMSOIL

www.amsoil.comPlace your order today! 1-800-777-7094

No matter what level you’re playing at
you’ll want to protect your investment
with AMSOIL synthetic two-stroke and 

four-stroke oils, fi lters and premium
performance products.
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