
M A G A Z I N E

DECEMBER 2010

DEALER EDITION

MgznDlr99253.indd   1MgznDlr99253.indd   1 11/30/10   2:03 PM11/30/10   2:03 PM



www.amsoil.com

Place your order today!

1-800-777-7094

O F F I C I A L  O I L

Ross Martin

P.J. Wanderscheid

Robbie Malinoski

MgznDlr99253.indd   2MgznDlr99253.indd   2 11/30/10   2:03 PM11/30/10   2:03 PM



M A G A Z I N E

DECEMBER 2010  |  3

FEATURES

8 New Products Present
Increased Sales Opportunities

9 How to Reinvigorate Your
AMSOIL Business with OE 
Synthetic Motor Oils

10 Maximizing Save 10

11 AMSOIL Products Win SEMA 
and World Ag Expo Awards

12 Synthetic Polymeric Grease 
Produces Impressive Results
in Field Study

13 Remodeled MyAMSOIL-
GarageTM Allows Unlimited
Options

DEPARTMENTS

4 From the President’s Desk

6 Letters to the Editor

7 Tech Talk

14 Racing & Promotional News

16 Monthly Leaders

20 Centerlines and Updates

22 Insight on Sales

ADVERTISEMENTS

2 Whatever the Make,
We’ve Got It Covered

5 People Who Drive a High-End  
Car Need a High-End Oil

23 2011 AMSOIL Calendars
Now Available

24 Capture New Customers
and Increased Sales with
OE Synthetic Motor Oils

STAFF

Editor
Kevin McBride

Vice President, Marketing & Communications

Associate Editor
Joel Youngman

Publication Manager
Terry Johnsen

Staff Writers
Kathy Anderson

John Baker
Terry Johnsen

Joel Youngman

Graphic Design Manager
Jeff Spry

Content Contribution
Dewey Asbach
Jeremy Meyer
Matt Morgan

Editorial Contribution
Dan Peterson
Rob Stenberg

Advertising
Ed Newman

Back Issues
Back issues of AMSOIL Magazine are
available for $1 each. Order G17 and

specify the month and year.

On the Web
www.amsoil.com

President and CEO
A.J. Amatuzio

Executive Vice President and COO
Alan Amatuzio

Executive Vice President and CFO
Dean Alexander

© 2010, AMSOIL INC.
All rights reserved.

Printed by Service Printers
Duluth, MN USA.

Letters to the Editor
AMSOIL INC. 

Communications Department
The AMSOIL Building

925 Tower Ave.
Superior, WI 54880

letters@amsoil.com

THE COVER
2010 New Product 
Wrap-Up

M A G A Z I N E

DECEMBE

DEA ER EDITION

DEALER EDITION

DECEMBER 2010

T A B L E  O F  C O N T E N T S

New
Products 
Present
Increased 
Sales
Opportunities
PAGE 8

M A G A Z I N E

MgznDlr99253.indd   3MgznDlr99253.indd   3 12/1/10   12:38 PM12/1/10   12:38 PM



M A G A Z I N E

4  |  DECEMBER 2010

Since the introduction of our very fi rst 
synthetic motor oil it has been our
products that have drawn people to 
AMSOIL. Whether it’s savings real-
ized through extended drain intervals, 
prolonged engine and equipment life or 
improved overall performance through 
superior lubrication, people recognize 
the great value our products provide. 
AMSOIL products prove their value and 
people who use them, more often than 
not, become AMSOIL customers for life.

Throughout the years many people 
became Dealers simply to use the 
products. They had no intention, initially, 
of actually working their AMSOIL busi-
nesses. They weren’t salespeople, but 
because of the many benefi ts they 
experienced with the products they 
gained confi dence and began aggres-
sively pursuing their AMSOIL business 
opportunity. 

We see the same with our Preferred 
Customers. Although I don’t get the
opportunity to speak to Preferred 
Customers as often as I would like, I do 
receive occasional letters. In virtually 
all cases, these letters contain glowing 
comments about our products. And in 
many cases, like our Dealers, Preferred 
Customers become committed and go 
on to build highly successful AMSOIL 
Dealerships.

Don’t get me wrong. Although I would 
love to see every Dealer and Preferred 
Customer become successful in an 
AMSOIL Dealership, I do not expect that 
to happen. Not all of you, I understand, 
have the time, the interest or desire.
I can only tell you that I am extremely 
grateful for your commitment to our 
products, and I sincerely appreciate 
your loyalty to the AMSOIL brand.
I would like all Preferred Customers and 
Dealers to realize, however, that the 
AMSOIL business opportunity is there 
for you, at any time, should you choose 
to pursue it.

You can be sure, also, that the company 
will support you every step of the way. 
For 37 years AMSOIL has been a model 
for all that is good in multi-level market-
ing and that will continue. Following are 
four traditional benchmarks that good 
MLM companies must meet:

1. A company must have quality 
products. AMSOIL products perform 
as intended, and clearly, the bet-
ter the products perform the easier 
they are to sell. Not only does our 
quality attract consumers, it inspires 
confi dence and enthusiasm in our 
Dealers. We manufacture our own 
product line to ensure quality control, 
and our product line is large, provid-
ing Dealers and Preferred Customers 
with diversity and choice. And bottom 
line, there is demand for AMSOIL 
products.

2. Company support is a necessity. 
Knowledgeable Dealers are success-
ful Dealers, and AMSOIL puts great 
effort into Dealer training. Beyond 
the intense instruction provided at 
AMSOIL University, we offer a wide 
selection of literature, website training 
and other educational tools. Also,
unlike most MLM companies, we
provide direct access to the compa-
ny. Our open phone policy, con-
ventions and regional meetings 
provide the personal contact 
that is extremely important for 
the training and inspiration 
that is necessary to succeed 
in the multi-level marketing 
industry. 

3. Stability is a feature common to
all successful MLM companies. 
AMSOIL has a proven track record. 
We have established a solid reputa-
tion. We look to the future, manage 
our growth wisely and commit to 
long-term goals. We have never, 
ever missed a payment to our 
Dealers or suppliers, and 
we reinvest our money 
for constant improve-
ment and growth. 
Driving it all, we have 
highly-qualifi ed 
management, skilled 
technical people 
and a dedicated 
staff throughout. 

4. Good MLM com-
panies make only 
legitimate claims. 
AMSOIL doesn’t 
promise instant 
riches. It takes hard 

work and dedication to succeed as 
an AMSOIL Dealer. And we don’t rely 
on outrageous testimonials or incred-
ible claims to sell product or attract 
Dealers and Preferred Customers. We 
let the facts speak for themselves.

From all of us at AMSOIL I thank our 
Dealers for their effort, our Preferred 
Customers for their business and
wish all of you a wonderful holiday 
season.

A.J. “Al” Amatuzio
President and CEO, AMSOIL INC.

Dean Alexander
Executive V.P. /

Chief Financial Offi cer

Alan Amatuzio
Executive V.P. /

Chief Operating Offi cer

A.J. “Al” Amatuzio
President &

Chief Executive Offi cer
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PRODUCTS FOR BICYCLES
Your invitation to write has tempted me to 
tell my history of AMSOIL use. I may not 
be the fi rst to buy AMSOIL, but I pur-
chased my fi rst case in 1973. At the time
I lived in Crystal Lake, Ill., where two of
my neighbors were pilots.

At the time I was selling conveying
equipment and owned a 1972 Mercedes 
220 diesel. In Peoria, Ill. in 1973 the diesel 
would not start at 15 above. I told my 
neighbor who was an American Airline
pilot about my problem, and he said he 
had a pilot friend in Wisconsin who had
an oil that could handle low temps. The 
Mercedes then started at zero degrees 
with AMSOIL in it. I have used AMSOIL 
ever since and been a Dealer for some 
time, though not very active.

When AMSOIL came out with their original 
grease, I used to lube all my bike bearings 
with that grease. Without a doubt, I had 
one of the fastest bikes around. The cur-
rent grease is too heavy for that purpose. 
However, most decent bicycles today use 
greased-for-life bearings.

One area AMSOIL could go is bicycle 
chain oil. While I soak a chain in AMSOIL 
over winter, in spring I have to clean it well 
or it will pick dirt and turn black. I ride a 
TerraTrike Recumbent which uses a very 
long chain, as do most trikes. Overall there 
is a lot of chain footage used throughout 
the world.

Thanks for the good work and dedication 
to your products.

Michael Pirro

AMSOIL: It’s great to hear about your 
long-time use of AMSOIL products. As 
far as your bike, AMSOIL recommends 
Synthetic Multi-Purpose Grease for bicycle 
bearings (either GLC [NLGI #2] or GLB 
[NLGI #1], depending on the NLGI grade 
recommended by the bicycle manufactur-
er). Both AMSOIL Metal Protector (AMP) 
and Heavy Duty Metal Protector (AMH) 
are excellent for bike chains, depend-
ing on severity of service, environmental 
contaminants and desired performance. 
Heavy Duty Metal Protector does not
attract dust or dirt, stands up very well
as a motorcycle chain lube and provides 
even better performance in bicycle
applications.

HIGH-MILEAGE CLUB
I have been using AMSOIL for some time, 
and I’m also a Dealer. I’m always surfi ng 
the web looking for that AMSOIL customer 
testimonial about a high-mileage vehicle. 
Will AMSOIL ever have something like 
that in their magazine? In the past, I’ve 
seen stories in the Action News about how 
Dealers have sold customers products 
and how well they work. I think customers 
would like to see a “high-mileage club” of 
people setting records on cars, trucks and 
powersports equipment. 

Thanks, David Beloin

AMSOIL: AMSOIL has published testi-
monials on high-mileage vehicles in the 
past, and currently offers a 930,599-Mile 
Van brochure (G2578) that highlights a 
1999 Chevy delivery van that reached its 
impressive mileage mark using AMSOIL 
products. Dealers and customers are 
encouraged to submit testimonials about 
high-mileage vehicles, and AMSOIL will 
consider them for publication online or
in AMSOIL Magazine.

SHIPPING
I would like to address a few problems:

1) You need a distribution center in
Atlanta. When I lived in Las Vegas, I could 
drive to one and pick up what I needed. 
When I lived in Florida, I would get what I 
needed in one day. Now I live in Georgia 
and it takes days to get what I need out
of Richmond. 

2) I recently ordered 10 retail catalogs 
(G100). The shipping cost more than the 
catalogs. When the catalogs arrived, I saw 
why. Instead of an envelope, which might 
have cost a few dollars to send, they were 
in a big box stuffed with bubble wrap. 

Thank you, Robert M. Bodnar

AMSOIL: AMSOIL does not plan to open 
a distribution center in Atlanta at this 
time, but it may be considered in the 
future. While it appears you live in a 2-3 
day UPS shipping zone from Richmond, 
many variables determine how quickly 
orders are received. For example, be-
cause UPS does not deliver on Sundays, 
orders placed later in the week can delay 
delivery an additional day. AMSOIL un-
derstands your concern regarding freight 
costs on your catalog order; however, 
retail catalogs are among the items with a 

computed freight cost (see the Literature 
& Sales Aids Price List [G15]). Regard-
less of how they are shipped, the com-
puted freight charge applies, based on 
the weight of the catalogs. A good tip for 
saving money on freight is combining as 
much product as possible into one order 
to spread out the shipping costs. 

FLUSHING TIPS
How do you fl ush an engine using
AMSOIL Engine and Transmission Flush? 
According to the instructions on the bottle, 
you simply add the contents to the engine 
oil fi ll port, idle for 10-15 minutes, then
immediately drain the oil. 

In my opinion, this is a very ineffi cient 
procedure because the old fi lter is full of 
sludge and other contaminants. So, the 
fl ush dissolves the soluble contaminants 
in that old fi lter, which then re-circulate 
throughout the entire engine being 
“cleaned.” I believe this also reduces the 
power and effectiveness of the fl ush itself. 

Because of this, I always purchase a 
low-priced generic brand oil fi lter for the 
fl ushing process. This gives any sludge/
contaminants a place to be trapped and 
held for the 15-minute process, and in-
sures that the full power of the fl ush goes 
to cleaning the engine, not a dirty oil fi lter. 

Sincerely, David A. Bess

AMSOIL: Thank you for your advice, 
David. Yes, using a new oil fi lter for the 
fl ushing process is a good way to en-
hance the effi ciency and effectiveness of 
Engine and Transmission Flush. However, 
the vast majority of soluble materials that 
the fl ush is designed to clean are in the 
engine and transmission itself, while the 
fi lters catch mostly insoluble metallic and 
silicon-based contaminants.

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.

M A G A Z I N E
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T E C H  T A L K

The automobile industry is continually 
changing; between advancing technolo-
gies and increasingly stringent perfor-
mance mandates, change is constant 
and essential. In North America, engine 
oil specifi cations have traditionally been 
governed by the American Petroleum 
Institute (API) and the International 
Lubricant Specifi cations and Approval 
Committee (ILSAC). 

The API fi rst created engine oil groups 
in 1947 and has been continually 
improving engine oil specifi cations ever 
since. The API represents the interests 
of hundreds of oil marketers and defi nes 
oil service categories in addition to ad-
ministering the Engine Oil Licensing and 
Certifi cation System (EOLCS). There are 
currently two registered marks admin-
istered by the EOLCS: the API service 
symbol (donut) and the ILSAC certifi ca-
tion mark (starburst). Certifi ed oils carry 
one or both of the registered marks. 
Since the development of the “S” and 
“C” categories around 1969/1970, the 
API, the American Society for Testing 
and Materials (ASTM) and the Society of 
Automotive Engineers (SAE) have been 
working together to develop engine 
oils that meet changing performance 
demands.

In 1987, the Alliance of Automobile 
Manufacturers (AAM, formerly AAMA) 
informed the API that it was dissatisfi ed 
with the current approach for approval 
of motor oils and created a new system 
for approval governed by a new com-
mittee, ILSAC. ILSAC consists of nine 
original equipment manufacturers 
(OEMs) from North America, Europe 
and Japan. ILSAC recently developed 
the GF-5 oil standard, which improves 
performance over the previous stan-
dard, GF-4. The increased performance 
standards are achieved by mandating 
certain performance requirements; 

some of the main improve-
ments have been aimed at
fuel economy, engine oil
robustness and emissions
system protection.

The API’s most recent service
categories are SN and SN
“Resource Conserving.” The
API SN category applies to oils
for gasoline-powered pass-
enger cars, SUVs, vans and
light-duty trucks. The API SN
Resource Conserving category
requires increased perform-
ance over SN and more closely
matches the ILSAC GF-5 specifi -
cation. The API SN and SN Resource 
Conserving licenses were both intro-
duced October 1, 2010.

General Motors complicated matters a 
bit this year with the introduction of its 
dexos1™ oil licensing program. GM cre-
ated the dexos1 oil specifi cation to re-
duce the oil’s impact on the environment 
and increase its performance in certain 
categories. dexos1 has tighter perfor-
mance requirements than GF-5/API SN 
in some areas and looser require-
ments in other areas. Consumers driving 
model-year 2011 and newer GM ve-
hicles will have to be sure they use an oil 
recommended for dexos1 applications. 

Government mandates weigh heavily 
in the formulation of motor oils and the 
development of new service catego-
ries. Federal regulations for automotive 
performance, fuel economy and emis-
sions limits are becoming increasingly 
stringent, requiring vehicle manufactur-
ers and oil companies to develop tech-
nologies to meet these requirements. 
Vehicle manufacturers are developing 
new engines and emissions systems 
that meet the requirements, but they are 
also relying on oil manufacturers to help 
meet the new mandates. Government-

mandated corporate average fuel
economy (CAFE) requirements are 
focused on improving the average fuel 
economy of vehicle manufacturers’ 
passenger car and light-truck fl eets. 
The National Highway Traffi c Safety 
Administration (NHTSA), together with 
the Environmental Protection Agency 
(EPA), monitors the fuel economy and 
emissions performance of vehicles. 
The average fuel economy of an OEM’s 
fl eet of vehicles must meet the minimum 
CAFE standards or OEMs face costly 
penalties.

With all these changes happening at the 
same time, it can be diffi cult to sort out 
all the updates and differences between 
specifi cations. AMSOIL simplifi ed the 
situation for Dealers and customers 
by formulating motor oils that meet or 
exceed performance standards in each 
of the main categories. AMSOIL OE and 
XL Synthetic Motor Oils meet the API SN 
Resource Conserving and ILSAC GF-5 
performance requirements; OE 5W-30 
and XL 5W-30 meet the GM dexos1 
performance requirement. The top-tier 
line of AMSOIL synthetic motor oils 
will be reformulated to meet the latest 
industry specifi cations in the fi rst quarter 
of 2011. 

Dan Peterson | VICE PRESIDENT OF TECHNICAL DEVELOPMENT
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North American gasoline motor oil 
specifi cations continue to evolve.
With three major specifi cations now in play, consumers are 
facing an increasingly complex market.

This diagram outlines the different areas of improved
performance emphasized by GF-5 and dexos1. While
each specifi cation outperforms the other in certain
areas, AMSOIL has formulated its oils to the highest
standard of both specifi cations in all areas.
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Synthetic Polymeric Truck,
Chassis and Equipment Grease 
(GPTR1, GPTR2)
Delivers excellent wear protection, perfor-
mance and extended service life in the severe-
service, extreme-pressure environments faced 
in medium- and heavy-duty over-the-road 
trucks and equipment. Clings tenaciously to 
metal surfaces and delivers maximum impact/
pound-out resistance, staying in place to seal 
out water and contaminants and provide a
protective barrier between metal components.  

Quickshot™ SE (AQS)
Formulated to thoroughly clean varnish, gums 
and insoluble debris in two- and four-stroke 
gasoline-powered small engines and power-
sports equipment fuel systems, restoring peak 
performance. Effectively addresses perfor-
mance issues related to ethanol, water and 
dirty pump gas. Stabilizes fuel between uses 
and during short-term storage periods.

Engine and Transmission
Flush (FLSH)
Helps restore operating effi ciency, increase
fuel economy and reduce emissions in gaso-
line and diesel engines and automatic trans-
missions. Its potent, detergent-based formula 
dissolves and disperses sludge, varnish and 
deposits, promoting lower operating tempera-
tures and reduced oil consumption.  

Dominator® Coolant Boost (RDCB)
Provides quick and effective heat transfer 
inside radiators and cylinder heads, result-
ing in reduced operating temperatures, more 
effi cient operation, increased horsepower and 
quicker engine warm-up times. Robust mixture 
of corrosion inhibitors effectively protect the 
radiator, heater core, water pump, cylinder 
heads, engine block and intake manifold from 
the damaging effects of corrosion.  

Biodegradable Synthetic Hydraulic 
Oil (BHO)
Designed to provide premium hydraulic fl uid 
performance for demanding applications, while 
also effectively addressing biodegradability 
and low toxicity requirements. Its blend of high- 
oleic oils, synthetic esters and customized ad-
ditives not only protects hydraulic components 

against wear, but also protects the environment 
in the case of leakage or spills.

SAE 60 Synthetic Motorcycle
Oil (MCS)
Recommended for Harley-Davidson and big-
bore motorcycles that require a 60-weight oil.  
Superior synthetic formulation provides long 
service life and maximum protection against 
engine wear. Superior shear stability delivers 
outstanding protection for high-performance 
engines and transmissions. No friction modi-
fi ers. Wet-clutch compatible.

Synthetic Vehicular Natural Gas 
Engine Oil (ANGV)
Formulated with higher levels of zinc and 
phosphorus to deliver superior protection and 
performance in vehicular and mobile natural 
gas engines calling for an API CF 15W-40
low-ash lubricant.

Reformulated XL Synthetic Motor 
Oils (XLM, XLF, XLT, XLO)
Provide better wear control, improved high- 
and low-temperature protection and increased 
fuel economy compared to conventional oils.  
Formulated with extended-drain boost technol-
ogy to provide superior performance for up 
to 10,000-miles/six months, or longer when 
recommended in owners’ manuals or indicated 
by electronic oil life monitoring systems.

OE Synthetic Motor Oils (OEM,
OEF, OET)
Offer the protection and performance benefi ts 
of a high-quality synthetic for OEM-recom-
mended drain intervals. Formulated to pro-
vide better wear control, improved high- and 
low-temperature protection and increased fuel 
economy compared to conventional oils.  

European Car Formula 5W-30
Synthetic Motor Oil (AEL)
Specially formulated for the lubrication needs 
of European gasoline and diesel cars and 
light trucks. Blended with advanced AMSOIL 
synthetic base stocks, premium additives and 
a broad viscosity rating, allowing motorists 
to take advantage of the maximum extended 
drain intervals recommended by European 
automakers while providing second-to-none 
protection and performance.

NEW PRODUCTS PRESENT INCREASED NEW PRODUCTS PRESENT INCREASED 
SALES OPPORTUNITIESSALES OPPORTUNITIES
The past year has seen AMSOIL introduce a wide line of top-quality pro-
ducts certain to help Dealers increase sales and expand market penetration.

M A G A Z I N E
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We are all aware that consumers hold 
some deep-seated beliefs about when 
or how often to change their motor oil. 
As I am sure you have too, I’ve experi-
enced many differing thoughts on that 
issue when talking to people. To simplify 
things, I’ve categorized them into three 
groups (even though there are many 
variants):

Customer Type 1: People who under-
stand the detailed, technical explanation 
regarding how premium base stocks 
and top-notch additives can be the 
basis for exceptional performance in the 
areas of high-temperature/high-shear 
viscosity, wear protection, viscosity 
index, cold-temperature performance, 
NOACK volatility, etc., and accept the 
facts behind how an oil can last up to 
25,000 miles/one year or longer.
Type 1 customers typically gravitate 
toward the top-tier line of AMSOIL
synthetic motor oils.

Customer Type 2: People who change 
their oil every spring and fall to address 
the change of seasons. Their fathers did 
this, switching to a lower viscosity oil for 
fall and winter and a heavier viscosity 
oil for spring and summer. This type of 
oil change philosophy was a big part 
of the reason for the spikes in motor oil 
sales every October and April. Type 2 
customers typically gravitate toward 
AMSOIL XL Synthetic Motor Oils.

Customer Type 3: People who ada-
mantly change their oil every 3,000 
miles because that’s what their fathers 
taught them, and that’s the belief the 
major oil companies, mechanics and 
quick lube advertising have continued 
to reinforce. In reality, the numbers show 
they change their oil at an average of 
4,200+ miles, but they won’t tell you 
that. They are petroleum oil customers, 
standard-drain synthetic oil customers 
and now represent potential AMSOIL 
OE Synthetic Motor Oil customers. 

AMSOIL and AMSOIL Dealers have 
succeeded by selling to customer types 

1 and 2. Unfortunately, 92 percent of 
synthetic oil customers are using non-
extended drain oils. We now have a 
product for that third customer type, and 
OE should be a boon for every AMSOIL 
Dealer. So, how can AMSOIL Dealers 
capitalize on this new product? Here are 
a few thoughts:

I have a lot of friends and relatives who 
I just could not convince to use our 
longer-drain and higher-initial-cost oils 
over the years, let alone to register as 
Preferred Customers or Dealers. I’ve 
worked on them and worked on them. 
I’ve explained how using AMSOIL 
synthetic motor oil is less expensive on 
an annual basis, how it’s better for their 
engines and how their vehicles will start 
better in our cold winter climates. I’ve 
even told them how embarrassing it is 
that they won’t use AMSOIL motor oil 
when I work here! 

Sure, most people I know will use our 
two-cycle oil or motorcycle oil, or they 
love the M.P. or P.i., but I never could 
convince them to put the motor oil in 
their vehicles (50 percent of our active 
Preferred Customers don’t currently buy 
passenger car motor oil from us either). 
Those silent hurdles have been ever-
present: initial price, fear of longer drain 
intervals, warranty concerns, and not 
such a long time ago, concerns about 
whether synthetics were really better 
than the petroleum oil they had always 
used. We all know the answers to those 
issues, but convincing the vast majority 
of others to overcome those hurdles has 
always been the main challenge for
AMSOIL Dealers. Now, with OE, you
can go back and sell to all of those 
impossible-to-convince non-believers.

Think of all the people you have talked 
to over the years who you just couldn’t 
convince to “move up” to AMSOIL. They 
are now all prime candidates for using 
OE. You’ve already made the initial sales 
calls, and we know it almost always 
takes more than one sales call to earn a 

sale. Each of us needs to go back and 
talk to all those people we have talked 
to before, but weren’t able to convince. 
They can now become Preferred 
Customers and buy OE for only $3.99 
a quart, which is only about $1+ per 
quart more than petroleum oils. Even 
if they don’t want to become Preferred 
Customers, they can purchase OE for 
$5.39 a quart retail, which is still less 
than the price of Mobil 1. Bottom line, 
they all know you have been using and 
selling AMSOIL products, and they are 
probably ready to show that they trust 
you, respect your diligence and want 
to support you now that you offer an oil 
at a price and a drain interval they like. 
After that, we’ll all work together (think 
AMSOIL literature, the website, your 
ongoing conversations with them, etc.) 
to move them up to our longer-drain, 
top-tier products once they have had 
a chance to experience the benefi ts of 
AMSOIL OE, and I would expect they 
will buy quite a few other AMSOIL 
products along the way too. 

Think of all the individuals, installers and 
businesses that you have already made 
the AMSOIL “quality” pitch to that you 
can now re-visit with this new oil. Their 
silent, and sometimes not-so-silent, 
objections have now all been overcome: 
initial price, warranty concerns and 
extended drains. And they don’t have to 
absorb a mountain of technical data to 
convince themselves to take advantage 
of extended drains. Make sure to have 
a nearby installation center set up as an 
account where you can send people. 
Every Dealer should have at least one 
registered installer account to help over-
come the hurdle presented by people 
who do not want to change their own oil. 
I think you will be surprised at how suc-
cessful you will be in helping long-lost 
customers “move up” to AMSOIL. 

P.S. An oil change or case of AMSOIL 
motor oil makes a great Christmas
present!

Dean Alexander | EXECUTIVE VICE PRESIDENT/CFO

How to Reinvigorate Your
AMSOIL Business with
OE Synthetic Motor Oils
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MAXIMIZING SAVE 10MAXIMIZING SAVE 10
Designed to show former AMSOIL 
Dealers and Preferred Customers that 
AMSOIL appreciates their business, 
the Save 10 service provides them 
the opportunity to continue purchas-
ing premium-quality AMSOIL products 
at discounted prices (10 percent off 
suggested retail). Save 10 also offers 
current Dealers an effective tool to aid 
in customer retention. By maintaining 
contact with Save 10 customers, Deal-
ers will encourage continued sales and, 
possibly, renewed interest in the Dealer 
and Preferred Customer Programs.

Save 10 Details
AMSOIL Dealers and Preferred Cus-
tomers whose memberships expire are 
eligible for Save 10 for 15 months after 
their expiration date and are automati-
cally extended the next time they make 
a purchase (unless they renew). The 
sponsoring Dealer earns commission 
credits on Save 10 purchases, as well 
as the difference between suggested 
retail price (less 10%) and wholesale 
price. During expired Dealers’ and 
Preferred Customers’ 15-month eligibility 
period, and for the duration of time they 
take advantage of Save 10 benefi ts, 
AMSOIL maintains contact through 
special-edition newsletters and select 
issues of AMSOIL Magazine. Accord-
ing to Eastern Regional Sales Manager 
Peter Markham, communication is 
one of the keys to customer retention. 
“Maintaining contact with Save 10 cus-
tomers not only promotes sales, it lets 
them know AMSOIL appreciates their 
business,” said Markham. “It’s this type 
of service that encourages long-term 
relationships.”

Tips for Dealers
Purchases made by Save 10 custom-
ers will appear on the following monthly 
Dealer reports:

• Personally Sponsored Customer 
Orders

• Personally Sponsored List

• Order Detail

• Personal List Labels – Catalog Excel

Dealers should contact new Save 10 
customers to answer any questions they 

might have and simply make them-
selves available. Save 10 customers 
should be included in Dealers’ ongoing 
plans for maintaining contact with per-
sonal group members. While AMSOIL 
INC. maintains contact throughout the 
year, it’s important for Dealers to take 
measures of their own for maximum 
customer service.

“Dealers should monitor all of their 
customers’ habits,” said Markham. “With 
Save 10 customers, it’s important to 
keep an eye on how much they spend 
in a year. If a Dealer notices Save 10 
customers spending over $100 a year,
it would be good customer service to
let them know they’d save money 
if they renewed their Dealer
or Preferred Customer
membership.”

Many Dealers send a 
monthly personal group 
newsletter to stay in touch 
with customers they 
might not have contact 
with on a regular basis 
throughout the year. 
Phone calls and email 
are also effective meth-
ods of checking in 
with customers and
ensuring their needs
are being fulfi lled.

“Email can be a great business tool,” 
said Markham. “It’s important to make 
sure emails are well-written and concise. 
It’s also important to make sure your 
customers’ email addresses are current 
at AMSOIL.”

Dealer/P.C. Programs Still
Offer Maximum Benefi ts
Save 10 offers a nice opportunity for
former Dealers and Preferred Custom-
ers, and may suit many of them quite 
well, but it should be Dealers’ goal to 
have as few Save 10 customers as
possible. Most people have more than 
one item that needs lubrication –
multiple vehicles, powersports equip-
ment, lawn and garden equipment – 
and ideally, they’d all be protected by 
AMSOIL lubricants and fi lters.

“Save 10 is a nice way for AMSOIL to 
thank loyal customers,” said Markham. 
“But if you really examine the details, 
it’s kind of a last resort for customers. In 
an ideal world, they’d be servicing all of 
their equipment with AMSOIL products, 
so they’d want to maintain their Dealer-
ship or Preferred Customer member-
ships to maximize their savings.” 
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AMSOIL PRODUCTS WIN SEMA AND AMSOIL PRODUCTS WIN SEMA AND 
WORLD AWORLD AGG EXPO AWARDS EXPO AWARDS

Each fall, over 100,000 automotive specialty products industry 
leaders from more than 100 countries gather at the Specialty 
Equipment Market Association (SEMA) Show to showcase and 
demonstrate products, attend seminars and special events 
and take advantage of networking opportunities.  Held Novem-
ber 2-5 at the Las Vegas Convention Center, the 2010 show 
boasted more attendees, booths, new product introductions 
and vehicles than ever.  Representing AMSOIL was Director of 
Advertising Ed Newman.

The fi rst day of the show opened with the New Products 
Awards Breakfast.  Over 2,000 new products were submitted 
for consideration of this distinctive honor in 15 different catego-
ries, and judges were looking for superiority of innovation, tech-
nical achievement, quality, consumer appeal and marketability 
in their search for the winners.  With Dave McClelland of Hot 
Rod TV and the Voice of SEMA leading the awards program, 
AMSOIL Quickshot SE was announced as the winner of the 
Best New Powersports Product Award.

Quickshot SE
AMSOIL Quickshot SE (AQS) is formulated to thoroughly clean 
varnish, gums and insoluble debris in two- and four-stroke 
gasoline-powered small engines and powersports equipment 
fuel systems, restoring peak performance.  It effectively
addresses performance issues related to ethanol, water and 
dirty pump gas, and stabilizes fuel between uses and
during short-term storage periods.

AMSOIL QuickshotTM SE
Awarded Best New Powersports Product

by SEMA Judges

Help AMSOIL Biodegradable Hydraulic Oil 
Win the 2011 World Ag Expo

Attendees’ Choice Award

AMSOIL Biodegradable Synthetic Hydraulic Oil has been 
selected as a 2011 World Ag Expo Top-10 New Product and is 
in the running for the 2011 World Ag Expo Attendees’ Choice 
Award. Visit www.worldagexpo.com/General-Info/Top-Ten/
Top-10-Products-2011.htm to vote for AMSOIL Biodegradable
Synthetic Hydraulic Oil to win the 2011 World Ag Expo
Attendees’ Choice New Product Award.

As a World Ag Expo Top-10 New Product, Biodegradable Hy-
draulic Oil will be featured in the event’s New Product Center, 
as well as in a variety of publications, including the World Ag 
Expo Preview magazine, Offi cial World Ag Expo Show Guide, 
the World Ag Expo Top-10 New Product Digest and the event’s 
website at www.worldagexpo.com.

The World Ag Expo at the International Agri-Center in Tulare, 
Calif. represents the largest agriculture exposition in the world.  
Expected to draw approximately 100,000 attendees and
feature 1,600 exhibitors displaying the latest agricultural 
products and technology, next year’s 44th annual event will 
be held February 8-10 and will offer a variety of seminars and 
demonstrations for dairy producers, farmers, ranchers and 
agri-business professionals.

Biodegradable Synthetic Hydraulic Oil
AMSOIL Biodegradable Synthetic Hydraulic Oil (BHO) is 
designed to provide premium hydraulic fl uid performance for 
demanding applications, while effectively addressing biode-
gradability and low toxicity requirements.  Its blend of high 
oleic oils, synthetic esters and customized additives not only 
protects hydraulic components against wear, but also protects 
the environment in the case of leakage or spills.
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SYNTHETIC POLYMERIC GREASESYNTHETIC POLYMERIC GREASE
PRODUCES IMPRESSIVE RESULTSPRODUCES IMPRESSIVE RESULTS
IN FIELD STUDYIN FIELD STUDY
In a recent real-world fi eld study,
AMSOIL Synthetic Polymeric Truck, 
Chassis and Equipment Grease 
(GPTR2) reduced grease consumption 
and demonstrated superior pound-out 
and washout resistance compared to 
a competing synthetic EP grease. The 
fi eld study subjected both greases to 
identical operating and weather condi-
tions in a 2003 front-loading Autocar 
Ignitor refuse hauler. During the 56-day 
study, the refuse hauler was placed 
into daily service unloading over 100 
commercial dumpsters during a 12-hour 
shift. The vehicle routinely encountered 
adverse weather and extreme-pressure 
environments that can pound-out and 
washout inferior greases, causing corro-
sion and wear, which provided the ideal 
environment for testing greases. 

Test Parameters
Synthetic Polymeric Truck, Chassis and 
Equipment Grease was installed in one 
side of the vehicle using a manual pis-
tol-grip style 6,000 psi grease gun, while 
the competing grease was installed in 
the identical components on the op-
posite side. After operating the vehicle 
to ensure complete removal of the old 
grease, the refuse hauler underwent a 
series of three re-greasings throughout 
the fi eld study. The number of pumps 
required to properly lubricate the 19 
grease points on each side of the vehi-
cle was recorded. A visual inspection of 
each grease point was also conducted 
to record abnormal conditions, including 
excessive grease consumption and the 
presence of water. 

Results – Grease Consumption
The chart displays the number of 
grease gun pumps required to properly 
lubricate each side of the refuse hauler. 
Results from all three re-greasings show 
reduced consumption using AMSOIL 
Synthetic Polymeric Truck, Chassis and 
Equipment Grease, with its extended 
service capabilities becoming more 
evident as the fi eld study progressed. 
Overall, three 14-oz. cartridges of the 
AMSOIL product were required, while 
4.5 14-oz. cartridges of the competing 
grease were required. Despite operating 

in identical conditions, the advanced 
chemistry of AMSOIL Synthetic Poly-
meric Grease allowed it to remain intact 
better, requiring less grease to provide 
increased protection. 

Results – Washout/Pound-Out
Throughout a 12-hour shift, the hoist, 
lift arms, king pins and other compo-
nents responsible for raising heavily 
loaded dumpsters repeatedly encounter 
extreme pressures that can pound-
out inferior greases. Without grease in 
place acting as a seal, water and other 
contaminants can penetrate the area, 
causing corrosion and wear. In addition, 
metal-to-metal contact results, ultimately 
causing component failure.

AMSOIL Synthetic Polymeric Truck, 
Chassis and Equipment Grease resisted 
pound-out to stay in place longer than 
the competing grease, forming an 
effective seal to repel water and other 
contaminants. In multiple instances, 
visual inspections found water between 
surfaces greased with the competing 
product. The side of the vehicle
lubricated with AMSOIL, however, 
resisted washout due to the product’s 
superior adhesion and cohesion proper-
ties and did not allow water to enter 
greased areas. 

Proven Performance
Test results achieved in real-world, 
severe-service operation demonstrate 
the superiority of AMSOIL Synthetic 
Polymeric Truck, Chassis and Equip-
ment Grease. It remains intact for maxi-
mum protection and clings tenaciously 
to metal surfaces, helping keep water 
and other corrosive contaminants from 
penetrating greasable components. It 
can extend service intervals or require 
less grease when re-greasing, saving 
fl eets money. 
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TOTAL
GREASE USED

Competing Synthetic 
EP Grease:

4.5 – 14-oz. Tubes

AMSOIL Synthetic 
Polymeric Truck, 

Chassis and
Equipment Grease:

3 – 14-oz. Tubes

50% fewer tubes
of grease needed 

with AMSOIL

Grease Consumption Comparison
Field Study Performed June – July 2010
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REMODELED REMODELED MyAMSOILGarageMyAMSOILGarageTMTM

ALLOWS UNLIMITED OPTIONSALLOWS UNLIMITED OPTIONS

Just over a year ago, MyAMSOILGar-
age launched on the corporate website 
as a supplement to the AMSOIL Auto & 
Light Truck Lookup system. It provides a 
virtual “garage” in which users store all 
their passenger car/light truck informa-
tion, eliminating the need to re-enter it 
each time a product lookup is per-
formed. The ability to track oil and fi lter 
changes and establish email oil change 
reminders was also included. 

MyAMSOILGarage has proven extreme-
ly popular since its launch, and the next 
logical step was to expand its capa-
bilities beyond the Auto & Light Truck 
Application Guide. Users will now notice 
the following additional features:

• The ability to store information for 
virtually any vehicle, including motor-
cycles, lawn and garden equipment, 
heavy-duty trucks and more.

• The ability to store information for 
stationary equipment, including com-
pressors, chop saws, generators and 
more.

• Expanded record-keeping capa-
bilities, allowing users to track all 
maintenance services, such as belt 
changes, brake work, tire changes 
and more.

• Advanced email reminder capabilities.

While MyAMSOILGarage still provides 
easy and fast product lookups for 
passenger car/light truck applications, 
it now has also become a complete 
vehicle and equipment maintenance 
software program. 

User-Friendly Interface
The new interface includes a customiz-
able folder tree down the left-hand side 
of the screen and a bigger workspace.  
The enhanced interface neatly stores 
and organizes information for an unlim-
ited amount of vehicles and equipment. 

All Vehicles and Equipment 
Accommodated
Vehicle and equipment information is 
now customizable. Users can create 
records for vehicles not contained in the 
drop-down menus, including vintage 
cars, farm implements, semi trucks and 
more. If the user owns it, MyAMSOIL-

Garage can accommodate it. However, 
product recommendations may not 
currently be available for applications 
other than passenger cars/light trucks. 
AMSOIL is working to offer additional 
product recommendations and plans
to release an application guide for
powersports applications soon. Until 
then, consult the AMSOIL Powersports 
Application Guide (G2135) for
recommendations. 

Unlimited Maintenance
Records
The previous system was designed to 
track only oil and fi lter changes. Now, 
a drop-down list of additional mainte-
nance services is offered to track air 
fi lter, transmission, coolant, fuel fi lter, 
spark plug, tire and wiper service. Ad-
ditionally, users can manually enter any 
other type of maintenance service not 
included in the drop-down menu, allow-
ing storage of all maintenance services 
performed.  

Email Reminders
Email reminders may be scheduled for 
any maintenance service performed on 
a vehicle or piece of equipment, includ-
ing manually entered services. Each re-
minder can be individually scheduled to 
send on a specifi c date. A reoccurrence 
schedule can also be set for every three, 
six or 12 months, or “never again.” A 
new feature allows email reminders to be 
sent to a secondary email address only, 
allowing Dealers who manage custom-
ers’ vehicles to avoid fl ooding their own 
inboxes with email reminders. 

Free to Use for Everyone
MyAMSOILGarage is free to use and 
available to anyone with an AMSOIL 
online account. Click the “MyAMSOIL-
Garage link” in the gray sidebar on the 
left-hand side of www.amsoil.com to 
establish an account and to begin
fi lling the virtual garage. 

MyAMSOILGarage accom-
modates information and 
maintenance records for 
all vehicles and equipment, 
allowing users to manu-
ally enter applications not 
pre-programmed into the 
system. 

Expanded email reminder 
capabilities allow users to 
easily schedule reminders 
for all services. 
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In November, we used these pages 
to tell the world about the company’s 
new involvement with Monster Energy 
Supercross. This month, we used 
them to proudly showcase our new 
partnership with the AMA Arenacross 
Series.

These new partnerships can be 
considered true game changers, 
and they also effectively emphasize 
the partnerships that have preceded 
them. AMSOIL built its reputation on 
quality products, and we have always 
been able to align ourselves with
quality racing environments.  

We augment our existing partner-
ships, such as the AMSOIL Cham-
pionship Snocross Series; Loretta 
Lynn’s Amateur Nationals and the 
AMSOIL Dirt Track Nationals with the 
new. Through it all, every partnership 
has opened a new door of opportunity, 
because at the end of the day, every-
one wants to be tied to quality.

BB XX
WITH JEREMY MEYER

O N  T H E

Fresh off signing an agreement to 
become the Exclusive Offi cial Oil of 
Monster Energy Supercross, AMSOIL 
INC. has reached an agreement to be 
the Exclusive Offi cial Oil of the AMA 
Arenacross Series, which begins
January 8 at the BOK Center in Tulsa, 
Okla. The multi-year agreement marks 
the company’s fi rst partnership with the 
AMA Arenacross Series.  

“The AMA Arenacross Series is a 
perfect complement to our longtime 
association in motorcycle racing,” 
said AMSOIL Race Program Manager 
Jeremy Meyer. “From amateur to the top 
professional series, AMSOIL is involved 
with the best teams and series and 
Arenacross will continue to strengthen 
our dedication to this industry.”  

AMSOIL will showcase its industry-
leading products throughout each stop 
of the 14-round AMA Arenacross Series 
schedule. While on-track entertainment 
is the key, AMSOIL will also look to edu-
cate enthusiasts on its various products 

and expand its already substantial pres-
ence throughout the industry.  

“AMSOIL’s rich heritage has provided 
the perfect springboard to their involve-
ment in arenacross racing,” said Todd 
Jendro, senior director of operations, 
Feld Motor Sports. “Throughout the 
years they have established themselves 
as a leader in the motorcycle and
off-road industry. Feld Motor Sports
is proud to welcome AMSOIL to
our family of sponsors of the AMA
Arenacross Series.”

AMSOIL BECOMES EXCLUSIVE OFFICIAL AMSOIL BECOMES EXCLUSIVE OFFICIAL 
OIL OF AMA ARENACROSS SERIESOIL OF AMA ARENACROSS SERIES

TORC ANNOUNCESTORC ANNOUNCES
2011 RACE SCHEDULE2011 RACE SCHEDULE
The United States Auto Club (USAC) 
has announced the race schedule for 
the 2011 Traxxas TORC Series present-
ed by AMSOIL, and it includes three 
new venues, as well as the traditional 
stops at the sport’s most historic ven-
ues. The season opens on the red dirt of 
Cycle Ranch, near San Antonio, Texas, 
and the series will also debut at one 
of the country’s most iconic motocross 
tracks, Red Bud MX in Buchanan, Mich.  

The series visits the legendary “Big 
House” in Crandon, Wis. twice in 2011, 
with the traditional June Brush Run 
and Labor Day’s World Championship 
Weekend featuring the AMSOIL Cup, an 
intense battle between the Pro 2wd and 
Pro 4x4 classes. The Series heads east 
in July with a visit to Charlotte Motor 
Speedway’s dirt track for two summer 
nights of off-road racing under the lights 
in North Carolina.   

 2011 TORC SCHEDULE

April 30-May 1 . . . . . . Cycle Ranch . . . . . . . . . . . . . . . . . . . . . . . . . . . . San Antonio, TX 
May 28-29 . . . . . . . . . Red Bud MX . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Buchanan, MI 
June 18-19  . . . . . . . . Crandon Raceway . . . . . . . . . . . . . . . . . . . . . . . . . . Crandon, WI 
June 26 . . . . . . . . . . . Pikes Peak  . . . . . . . . . . . . . . . Colorado Springs, CO (Exhibition) 
July 22-23 . . . . . . . . . Charlotte Motor Speedway . . . . . . . . . . . . . . . . . . . Charlotte, NC 
August 13-14 . . . . . . . Bark River Raceway . . . . . . . . . . . . . . . . . . . . . . . . Bark River, MI 
September 3-4  . . . . . Crandon Raceway . . . . . . . . . . . . . .Crandon, WI (AMSOIL Cup) 
September 15 . . . . . . Chicagoland Speedway . . . . . . . . . . . . . . . . . . . . . . . . . .Joliet, IL 
Rounds 14-15 . . . . . . To Be Determined . . . . . . . . . . . . . . . . . . . . . . . To Be Determined

January 8  . . . . Tulsa, OK . . . . . . . . . . . . . . . . . . . . .BOK Center  
January 15  . . . Kansas City, MO . . . . . . . . . . . . .Kemper Arena  
January 22  . . . Dayton, OH . . . . . . . . . . . . . . . . . .Nutter Center  
January 28  . . . Denver, CO . . . . . . . . . . . . . . .Denver Coliseum  
February 4 . . . . Toledo, OH  . . . . . . . . . . . . . .Huntington Center  
February 12 . . . Louisville, KY . . . . . . . . . . . . . . . . .Freedom Hall  
February 18 . . . Reno, NV . . . . . . . . . Livestock & Events Center  

February 26 . . . Sacramento, CA . . . . . . . . . . . . . . ARCO Arena  
March 5 . . . . . . Wichita, SC . . . . . . . . . . . . . . . . . . . Bank Arena  
March 12 . . . . . Greenville, SC . . . . . . . . . . . . . . . . BI-LO Center  
March 18 . . . . . Council Bluffs, IA . . . . . . . . Mid-America Center  
March 26 . . . . . Little Rock, AR. . . . . . . . Verizon Wireless Arena  
April 1  . . . . . . . Rockford, IL . . . . . . . . . . . . . . . . . . Metro Center  
April 9  . . . . . . . Des Moines, IA . . . . . . . . . . .Wells Fargo Arena   

 2011 ARENACROSS SCHEDULE

All Arenacross events are aired on CBS Sports and Speed.
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TEAM AMSOIL TAKES OPA CAT LITE WORLD CHAMPIONSHIP
Team AMSOIL offshore racers Bob 
Teague and Paul Whittier competed at 
the AMSOIL/Geico Thunder on the Gulf 
OPA World Championships in Orange 
Beach, Ala.  Originally scheduled for 
earlier in the season, the event was 
postponed due to the oil spill in the Gulf 
of Mexico.

Thursday’s testing conditions were 
uncharacteristically smooth for Orange 
Beach, but the conditions deteriorated 
by the start of Friday’s race. Although 

the Team AMSOIL skater was over-
propped, Teague and Whittier found 
decent speed and led the race from 
start to fi nish to take the win.  

Saturday’s testing session was con-
ducted in extremely rough conditions, 
prompting Team AMSOIL to change to a 
lower outdrive gear ratio in anticipation 
of continued rough conditions during 
Sunday’s race. When the rough condi-
tions did not materialize, Team AMSOIL 
made as many adjustments as pos-

sible with the boat already in the water, 
including going up in prop pitch and 
adjusting the ballast weight bags. The 
adjustments worked well, and Team
AMSOIL took a quick lead and contin-
ued to increase it en route to the victory.  

After winning both 60-mile heats of
racing, Team AMSOIL was named the 
2010 OPA Cat Lite World Champion.

Team AMSOIL earned two checkered fl ags
at the AMSOIL/Geico Thunder on the Gulf 
OPA World Championships.
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Two weeks after winning the OPA Cat Lite World Champion-
ship, Team AMSOIL traveled to Key West for the 30th Annual 
SBI Key West World Championships. On the fi rst day of racing, 
Team Stihl got a great start over the rest of the fi eld and took 
the lead with Team AMSOIL right behind. Pulling within one 
second of the lead several times and running nearly-identical 
lap speeds to Team Stihl, Team AMSOIL could not fi nd 
the opportunity to make the pass, and Team Stihl took the 
win by four seconds.

The second day of racing started the same as the fi rst, 
with Team Stihl grabbing the early lead ahead of Team 
AMSOIL. Waiting until they exited turn three on the start 
of the third lap, Team AMSOIL drove to the inside through 
Team Stihl’s rooster tail to set up a run up the inside lane. 
Team AMSOIL reached turn one in fi rst place and pulled 
away enough to win the race by six seconds.

Entering the third and fi nal race tied in points with Team 
Stihl, Team AMSOIL made boat adjustments all the way 
up to race time. When the green fl ag dropped, Team 

AMSOIL established itself on the inside lane and battled deck-
to-deck with Team Stihl until they were able to pull away with 
the lead. Maintaining their speed on the straight-a-ways and 
turns, Team AMSOIL stayed in front for the entire 83-mile race 
and clinched their third straight Key West World Championship 
by fi ve seconds.

TEAM AMSOIL CONTINUESTEAM AMSOIL CONTINUES
COLLECTING CHAMPIONSHIPSCOLLECTING CHAMPIONSHIPS

Photo courtesy of Jamie Russell

TEAM AMSOIL BATTLES FOR KEY WEST WORLD CHAMPIONSHIP

Team AMSOIL engaged in close battles with Team Stihl in all three heats of the 
Key West World Championships.

Photo courtesy of Jamie Russell
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MONTHLY LEADERSMONTHLY LEADERS

Dave M. Mann
Michigan

7-STAR
REGENCY PLATINUM

DIRECT JOBBER

FIRST:
Total Organization

FIRST:
Personal Group Sales

Leonard & Marcie 
Pearson
Washington

REGENCY PLATINUM
DIRECT JOBBERS

SECOND:
Total Organization

EIGHTH:
Personal Group Sales

David & Carol Bell
Texas

REGENCY PLATINUM
DIRECT JOBBERS

THIRD:
Total Organization

FIFTH:
Personal Group Sales

SIXTH:
Commercial and
Retail Marketing

George & Shirley 
Douglas

Florida

REGENCY PLATINUM
DIRECT JOBBERS

FOURTH:
Total Organization

SIXTH:
Personal Group Sales

Thomas & Sheila 
Shalin
Kansas

REGENCY PLATINUM
DIRECT JOBBERS

FIFTH:
Total Organization

THIRD:
Personal Group Sales

FIRST:
New Qualifi ed Dealers

and Accounts

Greg M.
Desrosiers

Alberta

REGENCY PLATINUM
DIRECT JOBBER

SIXTH:
Total Organization

SECOND:
Commercial and
Retail Marketing

David & Maureen 
Vlodarchyk

Ontario

REGENCY GOLD
DIRECT JOBBERS

TENTH:
Total Organization

FOURTH:
Personal Group Sales

Ches & Natasha 
Cain

South Dakota

REGENCY PLATINUM
DIRECT JOBBERS

SEVENTH:
Personal Group Sales

EIGHTH:
New Qualifi ed Dealers

and Accounts

Gene & Danae Fine
Oregon

REGENCY PLATINUM
DIRECT JOBBERS

NINTH:
Personal Group Sales

SIXTH:
New Qualifi ed Dealers

and Accounts

Gerry & Patricia 
Reid

North Carolina

REGENCY PLATINUM
DIRECT JOBBERS

TENTH:
Personal Group Sales

NINTH:
New Qualifi ed Dealers

and Accounts 

Michael H. Ellis
Michigan

REGENCY PLATINUM
DIRECT JOBBER

FIRST:
Commercial and
Retail Marketing

David & Tracey
Cottrell
Ontario

DIRECT JOBBERS

THIRD:
Commercial and
Retail Marketing

M A G A Z I N E

Herschel L. Gates
Florida

EXECUTIVE
DIRECT JOBBER

EIGHTH:
Commercial and
Retail Marketing

Thomas R. Weiss
North Dakota

MASTER DIRECT JOBBER

NINTH:
Commercial and
Retail Marketing

Roger B. Silcox
Alberta

MASTER DIRECT JOBBER

TENTH:
Commercial and
Retail Marketing

Vijay Parany
Ontario

REGENCY DIRECT JOBBER

SECOND:
New Qualifi ed Dealers

and Accounts

Doug & Penny
Murphy
Virginia

DIRECT JOBBERS

THIRD:
New Qualifi ed Dealers

and Accounts

Mylo & Patty
Twingstrom

Minnesota

REGENCY PLATINUM
DIRECT JOBBERS

FOURTH:
New Qualifi ed Dealers

and Accounts
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Greg & Debra
McKenzie

Alberta

REGENCY GOLD
DIRECT JOBBERS

FOURTH:
Commercial and
Retail Marketing

John W. Moldowan
Alberta

REGENCY DIRECT JOBBER

FIFTH:
Commercial and
Retail Marketing

Ray & Kathy Yaeger
Wisconsin

REGENCY PLATINUM
DIRECT JOBBERS

SEVENTH:
Commercial and
Retail Marketing

Kent & Trudy
Whiteman

Utah

REGENCY PLATINUM
DIRECT JOBBERS

FIFTH:
New Qualifi ed Dealers

and Accounts

John & Jeanne Burke
California

REGENCY GOLD
DIRECT JOBBERS

SEVENTH:
New Qualifi ed Dealers

and Accounts

Robert E. Riley
Florida

REGENCY SILVER
DIRECT JOBBERS

TENTH:
New Qualifi ed Dealers

and Accounts

Mark & Sherree Schell
Idaho

REGENCY PLATINUM
DIRECT JOBBERS

SEVENTH:
Total Organization

Carl & Kimberlee
McNamee

Ontario

REGENCY PLATINUM
DIRECT JOBBERS

EIGHTH:
Total Organization

Lynn & Beth Pabst
Wisconsin

REGENCY GOLD
DIRECT JOBBERS

NINTH:
Total Organization

SECOND:
Personal Group Sales

M A G A Z I N E

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.

MgznDlr99253.indd   17MgznDlr99253.indd   17 11/30/10   2:04 PM11/30/10   2:04 PM



18  |  DECEMBER 2010

HIGHER LEVELS OF RECOGNITIONHIGHER LEVELS OF RECOGNITION

M A G A Z I N E

Nancy & Curley O’Dell
Virginia

Thomas & Edna
Van Every
Washington

Premier Direct Jobbers

New Direct Jobbers

Leslie & Barb
Berkenpas

Michigan
Sponsors:

Jerry & Sharon Poortenga

Direct Jobbers:
John & Mary Breen

Russell & Kathy Cox
Texas

Sponsor:
Derrick Daniels

Direct Jobber:
Derrick Daniels

Frederic & Venus 
Labarre

Alberta
Sponsors:

Brian & Barbara Beary

Direct Jobbers:
Brian & Barbara Beary

William Parsons Jr.
Georgia
Sponsor:

Heath Palmer

Direct Jobber:
Heath Palmer

New Direct Dealers

Dennis & Shirley 
Crowe
Alabama
Sponsors:

Paul & Loretta Eisenhauer

Direct Jobbers:
Louis & Grace Bentzinger

Stephen & Giselle 
Deneka
Ontario
Sponsor:

R. Paul Henshall

Direct Jobbers:
Carl & Kimberlee McNamee

Conrad & JoAnn 
Holten

Minnesota
Sponsors:

Gilmore & Emma Borslien

Direct Jobbers:
Roger & Heather Pogorelc

James E. Pieper
Washington

Sponsors:
Gene & Denae Fine

Direct Jobbers:
Gene & Denae Fine
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New Direct Dealers cont.

Wayne Proctor
Massachusetts

Sponsor:
Anthony J. Belcher

Direct Jobber:
George R. Carlson

Jennifer L. Swanson
Alberta
Sponsor:

Gregory Vaughn

Direct Jobber:
Gregory Vaughn

 First Time 500 Level Honor Achievers | 500 monthly commission credits 5 Dealers sponsored

Jon & Mirjana Bourke, AZ • Sponsor: Ernest Day

James & Maria Garland, TX • Sponsors: Carlton & Barbara Lueg

Jonathan & Kathy Hendley, TN • Sponsors: Craig & Rebecca Tice

Lincoln Kroeker, MD • Sponsor: Keith M. Kopansky

Matthew Lasher III, WA • Sponsor: Scott E. Robinson

Orhan & Alissar Music, AB • Sponsors: Brian & Barbara Beary

Michael P. Scott, MN • Sponsors: Bud & Lorna Bourquin

Daniel Williams, OH • Sponsors: Roger & Heather Pogorelc

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

Eddie Acosta, FL • Sponsor: Robert Aguilar

Byron & Bonita Blackburn, IL • Sponsors: Jean & Roger Clapp

Jay M. Dietzler, WI • Sponsor: Scott T. Swendson

Michael W. Edwards, NC • Sponsors: Wayne & Mary Sloop

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

Anthony & Regan Garner, ID • Sponsor: Paul Seminara

Jeremy Griffi n, MN • Sponsor: Paul Seminara

Brett & Janice Hallinan, ID • Sponsors: Keith & Eileen Wilson

Erin Hart, BC • Sponsor: Vijay Parany

Richard & Anne Koehler, VA • Sponsor: Phil Phillips

Daniel Lloyd, WI • Sponsors: Kenneth & Lorna Kerkman

Todd McGillivray, MN • Sponsors: Donald & Jane Purkat

Jason D. Miller, MI • Sponsor: Harold A. Taylor

David Pattee, CA • Sponsors: Joseph & Donna Day

Joe & Sheryl Petrey, WI • Sponsors: Bill & Donna Durand

Jon & Heidi Stignani, MN • Sponsors: Edward & Joanne LaPlante

Scott & Bridget Strudwick, MN • Sponsors: Thomas & Charlotte Langley

Jeffery & Cindy Tenberge, MT • Sponsor: John W. Cox

 First Time 1500 Level Honor Achievers | 1500 monthly commission credits 15 Dealers sponsored

James R. Signorella, CA • Sponsors: Steve & Linda Cross
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December Close-Out
The last day to process December orders in the U.S.,
Canada and Puerto Rico is the close of business on Thursday,
December 30. 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. CST on that day. The 
last day to process December orders in Alaska is the close of 
business on Thursday, December 23. All orders received after 
these times will be processed for the following month. Volume 
transfers for December business will be accepted until 3 p.m. 
CST on Thursday, January 6. All transfers received after this 
time will be returned.

Holiday Closings
The AMSOIL corporate headquarters, U.S. distribution cen-
ters and Canadian distribution centers will be closed Friday, 
December 24 for Christmas Day and Friday, December 31 for 
New Year’s Day. The Toronto Distribution Center will be closed 
Monday, December 27 for Boxing Day.

Holiday Activities
The AMSOIL corporate headquarters will close at 12 p.m. CST 
on Friday, December 17 for holiday activities. Limited telephone 
ordering personnel will be available for orders, so AMSOIL asks 
that Dealers not attempt to contact corporate staff via the toll 
free ordering number during this time so as not to overload the 
limited staff. In addition, placing Dealer orders in advance of 
this date would be appreciated to aid in keeping the lines clear 
for customers.

Installer Kit (G250 U.S., G8250 Can.)
Provides the necessary materials to make fi ve sales presenta-
tions and register two installer accounts.  Includes the following 
materials:

• How to use the Installer Kit (G3376)
• AMSOIL Installer Program – Dealers Only (G3413)
• Strategies for Entering the Installer Market (G3400)
• (5) AMSOIL Programs for Today’s Installers Brochures 

(G3401)
• (5) XL Synthetic Motor Oil Data Bulletins (G1404)
• (5) OE Synthetic Motor Oil Data Bulletins (G3404)
• (5) OE Countertop Handouts (G3407)
• (5) XL Countertop

Handouts (G3406)
• (5) Installer Price

Lists (G3402)
• (2) Retail-on-the-

Shelf Kits (G1001)

AGGRAND Natural Fertilizer Now Available
in Wisconsin
AGGRAND Natural
Fertilizer (NOF) has been
registered with the Wisconsin
Department of Agriculture for
distribution in Wisconsin; both
AGGRAND Natural Fertilizer
and Natural Liquid Lime can
now be sold and distributed
in Wisconsin. For questions,
contact the AGGRAND
Department at (715) 399-6567
or info@aggrand.com.
For sales-related questions,
contact your regional sales
manager.

Cold-Temperature Storage Recommendations
Because cold-temperature storage can be detrimental to the 
performance of some AMSOIL products, AMSOIL offers the 
following storage recommendations:

Lubricants: Store at temperatures at least 10°F above the 
lubricant’s pour point.

Greases: Store in a dry environment at temperatures at least 
10°F above the grease’s lowest operating temperature. 

Gasoline Additives, Engine and Transmission Flush:
No adverse issues with cold-temperature storage.

Diesel Concentrate, Cetane Boost, Diesel Recovery:
No adverse issues with cold-temperature storage.

Diesel Cold Flow Improver, Diesel Concentrate Plus Cold 
Flow Improver: Store at temperatures above 0°F.

Brake Fluids: Do not store at temperatures 
below -40°F for longer than two weeks.

Heavy Duty Metal Protector, Metal
Protector, Power Foam, Multi-Purpose
Spray Grease, Fogging Oil, Silicone
Spray: No adverse issues with cold-
temperature storage as long as
products are allowed to warm to room
temperature before use.

Miracle Wash®: Will freeze below 32°F.
Can be thawed for use.

Mothers® products: Store at temp-
eratures above freezing.

Antifreeze and Engine Coolant: Will
not freeze. No adverse issues with cold-
temperature storage.

Coolant Boost: Store above 32°F.

Slip Lock®: No adverse issues with
cold-temperature storage. If product
separates, heat to room temperature
and shake well before use.

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

AMSOIL Programs 
for Today’s Installers 
brochure (G3401).

)

STOCK# PRICE

G250 8.00 (U.S.)
G8250 9.65 (Can.)
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PETERSON PROMOTED TO VICE PRESIDENT, PETERSON PROMOTED TO VICE PRESIDENT, 
TECHNICAL DEVELOPMENTTECHNICAL DEVELOPMENT
Dan Peterson has been promoted to Vice President,
Technical Development. Peterson came to AMSOIL in 2007

as Technical Director. His primary 
responsibilities include develop-

ing new technologies, new 
product development, market 

research and stewardship of 
existing products. Peterson 
works to develop technical 
information that is used in 
a number of different ways 
to help AMSOIL Dealers 

and customers succeed. 
The Technical Department 
also closely monitors industry 
specifi cation changes and 
incorporates these into new
or existing products. 

Since joining AMSOIL, Peterson 
worked on hiring and develop-

ing technical department 
members and is

continuing to 
build compe-
tencies in 

key areas, including passenger car, heavy-duty, powersports 
and fi ltration. He also helped AMSOIL teams develop and 
launch many successful products, including Dominator®

Synthetic Racing Oils, Synthetic Premium API CJ-4 Diesel
Oils and OE Synthetic Motor Oils.

In his new role, Peterson will take on more responsibility for
AMSOIL technology development and technical market 
research, targeting key issues/customer needs and develop-
ing the highest-performing technology to solve these issues. 
He will work closely with other key leaders and the executive 
management team to help develop the technical solutions 
needed to help Dealers grow at an accelerated rate. He will be 
reporting directly to Executive VP and COO Alan Amatuzio, and 
will also work with Executive VP and CFO Dean Alexander on 
AMSOIL strategy development.  

Peterson holds a Bachelor of Science degree in Paper Science 
and Engineering from the University of Wisconsin – Stevens 
Point and a Masters in Business from the University of Wiscon-
sin – Oshkosh. Prior to his career at AMSOIL, Peterson worked 
in the paper industry for 20 years in positions including process 
engineering, project management, operations and technical 
management and research and development. Peterson is an 
avid hockey fan and has coached youth hockey for several 
years. He currently resides in Hermantown, Minn. with his wife 
and three children. 

Stock Code Changes for Retail
Catalog, New Free Label Program
Effective December 1, in order to increase effi ciency and 
reduce back orders, AMSOIL Retail Catalogs (G100 U.S., G300 
Canada, G100S Spanish) will use the unit of measure system to 
indicate quantities, and the previous G100A-F, G300A-F
and G100SA stock codes 
will be obsolete.

Dealers who order 900 or 
more catalogs using product 
code G100-PK receive free 
catalog labels from the 
AMSOIL Print Center. The 
free label promotion is only 
valid when catalogs are 
ordered in groups of 300 
using product code G100-
PK. For example, a Dealer 
who orders four G100-PK 
(1,200 catalogs) will receive 
1,200 free labels; however, 
a Dealer who orders three 
G100-PK and one G100-CA 
(1,000 catalogs) will only 
receive 900 free labels.

How It Works
A Dealer who places a qualifying order receives a promo-
tional code in his or her Message Center inbox. To redeem the 
promotional code, go to the Print Center (link on the Dealer 
Zone Menu), choose the Catalog Upgrade Labels, submit the 
information to be printed on the labels and enter the promo-
tional code at checkout. Because the code must be manually 
activated in the Print Center, Dealers must wait one business 
day before attempting to redeem the code. Promotional codes 
expire 60 days from date of purchase.

 Unit of  U.S. Price/
Stock # Meas. Quantity Price Catalog

G100 EA 1 .50 .50
G100 CA 100 43.00 .43
G100 PK 300 120.00 .40

 Unit of  Can. Price/
Stock # Meas. Quantity Price Catalog

G300 EA 1 .60 .60
G300 CA 100 51.20 .51
G300 PK 300 143.05 .48

 Unit of  U.S. Can.
Stock # Meas. Quantity Price Price

G100S EA 1 .80 1.05
G100S CA 10 5.00 6.80

$1.00 U.S.

• Synthetic Motor Oils
• Synthetic Drivetrain Lubes
• Oil & Air Filters 
• Fuel Additives
• Appearance Products 
• Spark Plugs & Wires
• Wiper Blades

tic Motor Oils• Synthet•
• Synthe•
• Oil & A•
• Fuel A•

• Synthet•

NEW!

earance Products 
rk Plugs & Wires
per Blades

• Appe•
• Spar•
• Wip•

Buy
Wholesale!

SEE p.25

Free Decal withEach Order

TO ORDER – Call 1-800-956-5695 7 a.m. to 5 p.m. Central Time, M - F
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I N S I G H T  O N  S A L E S

Emotions are at the core of
every purchasing decision.
While buyers support purchases with logic, they are
really driven by emotional urges.

Rob Stenberg | DIRECTOR, DEALER SALES

Recently, a coworker of mine seemed 
very surprised to learn that people base 
their purchasing decisions on emotion. 
I found this interesting as I assumed it 
was common knowledge. I should have 
known better than to assume anything 
(you know what happens when we 
“assume”). Let’s take a look at what 
motivates someone when making a 
purchasing decision.

As an AMSOIL Dealer, you might think 
people buy AMSOIL products because 
of the service you provide or the rea-
sons you give them to choose AMSOIL. 
Not to disappoint you, but people don’t 
really buy AMSOIL products for their 
features and benefi ts or other reasons 
you provide. These are important, no 
doubt, but emotions are really at the 
core of every purchasing decision. Your 
prospect feels his or her reasons for 
purchasing are logical, sensible and 
intelligent, even if we might not. The 
product features and benefi ts and the 
service you provide support the logic 
with which customers support their 
purchasing decisions.

There are six different buying motives 
that AMSOIL Dealers need to be aware 
of; keep in mind that one motive is not 
more important than another.

• Desire for gain (usually fi nancial)
• Fear of loss (again, usually fi nancial)
• Security and protection
• Comfort and convenience
• Pride of ownership
• Satisfaction of other emotion

Notice that all of these buying motives 
are emotional, not logical. Now you can 
see how people use logic to support a 
purchase even if they are really satisfy-
ing an emotional urge.

Your customers may buy in fear of 
fi nancial loss or anticipation of fi nancial 
gain. They might want the security of 
knowing their vehicles are protected by 
a top-quality synthetic. They might also 
desire the convenience and comfort 
that AMSOIL products, along with your 
service, may provide.

The challenge is for you to fi nd the 
buying motive, or motives, of your 
prospect. It may be that your prospect 
is afraid of losing an engine and desires 
the convenience of having the product 
shipped directly to his or her home. Your 
prospect is not likely to volunteer his or 
her buying motives without being asked 
the right questions.

The main reason people don’t read-
ily admit their buying motives is that it 
would make them feel too vulnerable. 
They think doing so would give you the 
upper hand in the sales process. If you 
sat down and asked your prospect his 
or her reasons for making a recent pur-

chase, he or she wouldn’t, or couldn’t, 
tell you. Why? One reason is that buying 
motives often overlap. Suppose you just 
purchased a new suit or dress. What 
was your dominant motive in making 
that purchase? Maybe you bought the 
suit because the color makes your eyes 
look more blue, or it makes you look 
taller and thinner, or in some way makes 
you feel good about yourself – it gives 
you emotional satisfaction. You might 
have bought the dress simply because 
it has a style or label that you’re proud 
to wear or show your friends. Or, maybe 
you bought the dress for multiple rea-
sons: it’s comfortable, you’re proud to 
own it and it makes you feel good about 
yourself.

Who wants to admit he bought a suit 
because it makes his eyes look blue? 
People might see that as conceited. 
Who wants to admit she bought a dress 
as a status symbol – that she’s proud 
to own it purely because of the label? 
We generally don’t like to admit these 
things. The six buying motives are real, 
but if we openly admit our real reasons 
for making a purchase, other people 
might think less of us, or so we think. We 
tend to hide our real reasons because 
we don’t want to feel exposed.

Well, your prospects are no different. 
They are not going to tell you or anyone 
else that the real reason they want to 
buy AMSOIL products is because of 
their prestigious name. Who wants to 
admit that kind of vanity? Don’t expect 
your prospects to be totally forthright 
and honest about the real reasons that 
motivate them to buy. You must ask the 
right questions, watch for the right signs 
and you will fi nd customers’ buying 
motive(s). Then you will make the sale.

Good Selling! 
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The 2011 AMSOIL calendar is now available for purchase. This year’s full-color
calendar layout features AMSOIL “Firsts,” AMSOIL products and AMSOIL “Offi cial Oil” 
events. The calendar also includes information on AMSOIL INC. and the differences 
between synthetic and petroleum motor oils.

Calendars personalized with your contact information are available from the AMSOIL 
Online Print Center. Non-personalized calendars are available from AMSOIL.

Non-personalized calendars may be personalized with your business card. Simply 
insert your business card in the slotted area and your contact information is visible
for a full 12 months.

AMSOIL Print Center Pricing – Personalized
25 calendars . . . . . . . . . . . . . . . . 41.25 (1.65 each)
50 calendars . . . . . . . . . . . . . . . . 70.00 (1.40 each)
100 calendars . . . . . . . . . . . .  130.00 (1.30 each)
250 calendars . . . . . . . . . . . .  312.50 (1.25 each)

AMSOIL Pricing – Non-Personalized

STOCK# QTY U.S. CAN.
G1105-EA 1 1.50 1.80
G1105-CA 10 12.50 14.95

Place your order today!

1-800-777-7094
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WE HONOR

(Discover in U.S. only)
Minimum 10%
Post-Consumer Fiber

AMSOIL OE Synthetic Motor 
Oils offer AMSOIL-quality
performance for OEM-
recommended drain intervals,
providing better wear control, 
improved high- and low-
temperature protection and 
increased fuel economy
compared to conventional oils. 
AMSOIL OE Synthetic Motor 
Oils are ideal for the installer 
market, commercial fl eets, 
cost-conscious customers
and customers hesitant about
taking advantage of extended 
drain intervals.

CAPTURE NEW CUSTOMERS AND INCREASEDCAPTURE NEW CUSTOMERS AND INCREASED
SALES WITH OE SYNTHETIC MOTOR OILSSALES WITH OE SYNTHETIC MOTOR OILS

www.amsoil.com Place your order today!

1-800-777-7094
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