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IRONCLAD 
PROTECTION
NEW SEVERE GEAR® 75W-85 
100% Synthetic Gear Lube (SVL)
Engineered for maximum performance in 
severe-duty applications, such as towing, 
racing, off-roading and high ambient 
temperatures. Proprietary additives form 

for the ultimate line of defense.

• Advanced protection against wear.
• Controls thermal runaway.
• Protects against rust and corrosion.
• Long oil, seal and equipment life.

Use in differentials, manual transmissions and other 
gear applications requiring any of the following 
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expect in the year 
ahead.
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slogan is a catchy phrase used for 
a limited time to promote a product 

®

tagline, on the other hand, is a more 
permanent expression to represent the 
brand as a whole.

the major oil companies launched 
synthetic lubricants of their own. 

budgets and global presence 
allowed them to generate more brand 

thus those brands enjoyed a larger 

recognition, but we sure had the 
best products and were pushing the 

and we were better.

Despite those early efforts, we 

our competitors would use cleverly 
worded statements to imply they beat 

tagline designed to put our history of 
innovation and leadership front and 

®

was a powerful, in-your-face way of 

quality.

During the brand research we 
performed last year, multiple 

that, while it indicates longevity 
and a storied past, it leaves some 

reader feel connected to the brand. 

to ensure we were moving in the right 
direction.

Protection 
you demand. Performance you 
deserve.TM

tells customers what they get when 

moving forward. 

and continue using the phrase where 
appropriate, but it is no longer our 

 

Alan Amatuzio



AMSOIL Signature Series 
Ultra-Low-Viscosity 100% 
Synthetic ATF 
Advanced Protection for High-Performance 
10-Speed Transmissions

AMSOIL Signature Series Ultra-Low-Viscosity 100% Synthetic 
Automatic Transmission Fluid

• Withstands extreme heat and pressure to resist shear. 
• Advanced
• Boosted dose of antioxidants help defend against heat.
• Protects against sludge and varnish deposits that can clog narrow 

• Formulated to withstand the rigors of heavy towing, elevated 
temperatures and challenging terrain.

• Remains
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CUSTOMER ASSIGNMENT

assigning of new accounts that do not 
have a Dealer name or referral number 
included with the application.

to this process when assigning a Dealer 
to these accounts. Using a geographic 
location would be better than the 

my situation where a new account was 

and was assigned a new account 

at least three accounts (customers) 
because they did not include my name or 

sell to them now that they have a sponsor 

Please give this some consideration.

Loel Handley

AMSOIL: We understand your concern, 
Loel, and congratulations on all the new 
accounts. We assume you’re referencing 
the procedure for assigning catalog/
retail customers and Preferred Customers 
because Dealers, commercial accounts 
and retail accounts are assigned using 
geographic location. The current process 
for assigning catalog/retail customers 
and Preferred Customers is intended to 
ensure a good experience for customers 
and to reward active Dealers. These can 
be competing ob ectives, so nding the 
proper balance can be dif cult.  

To ensure a good customer experience, 
customers are assigned to Customer-
Certi ed Dealers who have demonstrated 
a basic level of knowledge and activity. 
That way if the customer does need 
assistance, their Dealer will likely be able 
and available to help. 

To reward active Dealers, catalog/retail 
customers and Preferred Customers 
aren’t assigned based on geography. 
This helps ensure that Dealers in low-
population areas receive similar rewards 
and bene ts for their efforts as Dealers 
who live in highly populated areas 
that naturally have more new AMSOIL 

customers. This is also acceptable for the 
vast majority of new customers because 
they buy online directly from AMSOIL and 
don’t want to meet their Dealer in person. 
And if they do need assistance, they’d 
prefer to communicate with their Dealer 
by phone or email, which is easy and not 
affected by geography. 

Regarding missed opportunities, we 
encourage you to use Dealer-number 
transferring links or help customers 
through the application process to ensure 
you are connected to any new account. 
We also encourage you not to dwell 
on lost customers, but to focus on the 
customers you have been assigned. For 
example, you may have lost three potential 
customers, but you have been assigned 
many more customers in the same 
timeframe. Some of those customers may 
have heard about AMSOIL from other 
Dealers at an event, in a Facebook user 
group, in a YouTube video or by other 
means. All Dealers lose some customers, 
but as a Customer-Certi ed Dealer, you 
are assigned many more. That’s a big 
positive to keep in mind.

AMSOIL CERAMIC SPRAY

to the normal crud and accumulation, 
there were spots of what appeared to 

Bill Nygard

AMSOIL: That's fantastic! Thanks for 
sharing, Bill. We hope the results were 
just as impressive with your truck.

HYDRAULIC FLUIDS

have many auto parts stores as customers, 
but our hydraulic oils will never get men-

oils too, but must go online to see them.

the same as seeing it in color.

here to sell in retail outlets.

Tim Tuohey

AMSOIL: Great question, Tim. 
Commercial accounts are our target 
market and the main users of hydraulic 
oil. Since Preferred Customers are 
not our target market and typically do 
not buy much hydraulic oil, we do not 
advertise our hydraulic oils to those 
customers. As for the Retail Program 
Catalog (G3520/G3521), good call. We 
will add hydraulic oil at the next printing. 
In the meantime, the AMSOIL Product 
Catalog (G290) does already include the 
various lines of AMSOIL hydraulic uid.

VALVE LIFTERS

AMSOIL 
Magazine), and have one thing to 

lifters ride on the camshaft, and are 
very sensitive to proper lubrication for 
friction reduction on conventional lifters 
(non-roller) and also are very sensitive 
to debris in the oil, as they have very 
close-tolerance parts.

Perley Johnson

AMSOIL: Thank you for your long-time 
loyalty as an AMSOIL Dealer, Perley. 
Great feedback. We should have 
made note of them. We did publish a 
follow-up article focused exclusively on 
valve lifters in the December 

. We appreciate your keen eye.

letters@AMSOIL.com

AMSOIL INC. 
Communications Department 

Attn: Letters 
925 Tower Avenue 
Superior, WI 54880

please include your name, address and phone 
number. Unsigned letters will not be published.
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T E C H  T A L K

technologies to stay in compliance 

automotive technology evolves, motor-
oil standards must adapt to protect the 
new systems.

Clean Air Act

and mandated installation of catalytic 

use a catalyst, usually a precious metal 

gases through chemical reactions, 
converting carbon monoxide to carbon 
dioxide. However, catalytic converters 
are susceptible to premature 
poisoning from contaminants and 
certain materials that were commonly 

led to a new standard that lowered the 

Diesel Particulate Filters

through a set of regulation updates 
that also drove new technology 

tailpipe emissions by introducing 

oil category followed to improve 
performance and address challenges 

GPFs Coming Soon

deposits before they exit the tailpipe.

ILSAC GF-7

concern for catalytic converters 

used as part of an oil's detergent 

it can create carbonaceous deposits 
that travel through the exhaust. 

emissions systems, a new motor-oil 
standard is scheduled for release 

piston cleanliness, timing-chain wear 

an incremental step in the evolution of 
motor oil, consisting primarily of tighter 

limits on existing industry standards 

limits and tests.

Already Ready

is prepared with products that 
already meet or exceed the updated 
standard, and others are undergoing 

the forefront of lubrication technology. 

opportunity to start conversations 
with your customers, especially your 
installer accounts. Providing this 
information early helps you establish 
yourself as a valued advisor and allows 

the next issue.

Ne  M t r Oil Spe i ati ns n 
the Horizon

Alex Thompson  |  

Test Parameter ILSAC GF-6 ILSAC GF-7 Reason for change

Sequence IIIH Oxidation and  
deposits

WPD > 4.2 WPD > 4.6
Improve engine  

cleanliness

Sequence VIE Fuel economy By grade GF-6 + 0.5%
Compliance with CAFE  

regulations

Sequence IX LSPI
Fresh motor  

oil only
Fresh and aged  

motor oil
Continuous LSPI 

protection

Sequence X Chain wear 0.085 max 0.080 max
Improve timing-chain  

protection

MRV Low-temperature  
pumpability

60,000 cP max 40,000 cP max
Improve low-temperature  

performance

Sulfated-ash  
content

GPF compatibility — 0.9wt% max
Response to EPA  

regulations

Engine-Oil Gelation 
Test (EOGT)

Oil gelation with  
water contamination

D6795 EOFT
D6795 EOFT &  

EOGT (report only)
Improve water-contamination 

protection

Seals Elastomer  
compatibility

5 materials 
+4 materials 
(report only)

Relevant for  
modern engines



Dealer Business Update

AMSOIL Magazine: 
extended drain intervals and other factors 
have slowed lubricant sales industry-wide, 

Pam Brantley: 

that customers and accounts desire, unique 
programs that add value for participants, 
a best-in-class e-commerce site, fast 

combine to provide an excellent experience 

accounts and building relationships on a 

and going above and beyond to ensure 
customers get what they need.

Dan Peterson: 
mirrors when it comes to outperforming. 

continue to connect people to our brand 
and leave a lasting impression. Dealers 
are doing an outstanding job bringing on 
new accounts and introducing them to new 

His marching orders are to do whatever 
is feasible to add value for Dealers and 

Dealers and customers add value for 

experiencing.

AM: 
done to add value for Dealers in the past 
year?

Brantley: 
programs and tools that are dialed in with 
the precise attributes and messages that 
help Dealers connect with customers and 

new value proposition and introduced lots 

catalog is fantastic, we launched the 

new videos designed for use in installer 
waiting rooms. 

Peterson: 

products last year, plus we upgraded our 

launch is a new opportunity for Dealers to 
gain sales where they had no opportunity 

delights customers helps create loyalty 
so those customers will purchase again 
and again, boosting earnings for servicing 
Dealers. Each promotion we run drives 
new-customer acquisition and higher 
order values, again boosting earnings for 
servicing Dealers. 

AM:
Promotions are occurring more frequently 
now and there is some variety, but some of 

Brantley: Promotions are such a powerful 

we send, every aspect of them. Each 

8  |  
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promotion drives a different response 

drive strong acquisition, while others 

somewhat unpredictable is part of the 

for new promotions and promotional 

Peterson:
done a tremendous job coming up 
with promotions that our customers 
appreciate, and promotions are really 

the last year, promotions drew over 

value for everyone and creating a win-
win-win situation.

AM:

what to expect?

Brantley:
Providing those details in advance would 

commercial and retail accounts in the 
year ahead. 

AM:

we experiencing?

Peterson:

have more commercial accounts now 
than ever before. Dealers are crucial for 
our success with commercial accounts. 

personal relationships Dealers have with 

companies. 

Brantley:
relationships are a big reason why 
Dealers are successful bringing on new 

com, Dealers bring in more than double 

manager or someone else in a position 

positive trajectory in commercial business 

communications activity focused on 
commercial business.

AM:

Brantley:

fresh, but we saw positive results almost 
immediately, which is super exciting. 

the changes, and we had three installer 

the commercial side.

Peterson:

are covering the cost of select items in 

drive business forward.

AM:
the changes to the installer volume 
discount schedule are positive. Help us 
understand.

Peterson: 
that was necessary for us to move 
installer business in a positive direction. 

increasing the amount required for a 

average, a full-service garage performs 

volume discount, a garage would need 

commitment, but it does demonstrate 

operation, so we will reward them with 

Commercial sales  
are up 10%.

Promotions drew 46,000+  
new customers in the last year.

46,000+ 

10%



from accounts and is still very achievable 

threshold when we had an incomplete 

very achievable for an account that values 

Brantley: 
help Dealers frame the conversation with 
installers in a more positive and effective 

account to a level where they will receive 

AM: 

Brantley: 

not letting up. Dealers should expect 
more activities focused on acquiring new 
commercial accounts and enhancing the 
experience for those already on board. 
Dealers should also expect a continued 
focus on installers, with more training 

Peterson:

to strengthen and protect the Dealer 

sure Dealers have the tools they need to 
acquire new customers and expand sales 

through the entire process and direct them 

shared a story with me about a Dealer 

reluctant to buy into the sales process. He 

see how the sales process and the tools 

of faith and used the roadmap to follow the 

tools we provided and they opened new 
doors for him. He called Jamie to let him 

example of putting the tools we provide into 
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The average installer needs 
to perform only six AMSOIL 
oil changes per week to 
qualify for a volume discount.

6



AM:

to you?

Rob Shama:

some of the big things. 

AM: 

Shama: 

represent the highest concentration of 
do-it-yourself automotive enthusiasts 

focused on pushing technology forward 
and delivering a really high-quality product 
and we were excited to partner with them. 

future with those two strong brands.

AM:

out about those three?

Shama: 

for high-performance lubricants, fuel 

new products designed to protect the 

toward not just having the best products, 
but having the best product portfolio in 

those upgrades to give our customers a 

we have easy navigation on the web, 

vehicle and now they can even see when 
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I got my order in the other day for my oil change stuff. I’ve been doing my own oil for 
about 20 years. Always knew about AMSOIL but never tried it due to price. My car 

the box and you guys included literally EVERYTHING someone would need for an 
oil change. Right down to the d@$# sticker for next change, and even A PAIR OF 

the napkins with the food when you order out. Such a small thing went a long way. If 
your oil is as good as it appears to be from what I saw researching it, I don’t think I’ll 
be using anything else anymore. Very good stuff guys! 

- Tom C., AMSOIL Preferred Customer

I WAS FLOORED



to expect the product delivered to their 

to be premium quality, including the 
container our products are shipped 

increase as we begin advertising the 

change season.

AM: 

demand. Performance you deserve.™” 
a strong tagline?

Shama:

We are driven to earn the loyalty 
of every customer by engineering 
innovative lubricant solutions and 
investing in expertise to deliver the 
performance they’ve been promised 
and the satisfaction they deserve. 

about protection and performance. 

number-one job, but they almost view 
should

demand 

above-and-beyond protection and 

a lot of effort into developing our new 

testing, it sends a powerful message 
and it tells customers exactly what they 

sounds great with our other messages.

AM:

Shama:

®

product portfolio with unique lubricants 

engine is unique and deserves something 
specially designed for the conditions in 
which it operates. 

drive” campaign, we are leveraging some 
of our racing partnerships in ads featuring, 

their door. 

AM: How has the response to the 

Shama: 

means the entire experience has to be the 

well on our way to meeting that goal.

12  |  
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AM:

Shama: 
customers can only access the oil-

on expanding the number of places 

 including 

recommendations to people who visit the 

out of the bag too early here, but we are 
developing an e-commerce mobile app 
that should launch before summer.

AM:

Shama:
on our wish list for some time and we 
are all excited about the possibilities a 

shopping experience even better for 
customers and it will allow us to use 

promotion becomes available.

AM:
promotions and the great results they are 

Shama:
accounts whenever a promotion 

advantage of, but we also create 
assets for Dealers to use, so when you 

advantage of the graphics we provide 

your customers and accounts that will 

personal relationships with many or most 
of their customers and accounts, so they 

with them. Dealers can also share the 

social pages to generate new customers 
as well.



our mission and values, and 
it tells customers exactly what 
they can expect when they 

soon, and join us in spreading 
our updated message.

We Value

A Spirit of Determination
Resolve to do what you set out to do. Hard work will pay off.

A Commitment to the Customer
Put the customer rst. Customer satisfaction matters more than a sale.

Performance that Lives up to its Promise
Deliver what is promised. Integrity builds trust and loyalty.

A Culture of Collaboration & Professionalism
Work together and hold ourselves to high standards.

A Foundation of Expertise & Innovation
Keep learning. The cycle of expertise and innovation never stops.

Our Mission

earn the loyalty of every customer by engineering 
innovative lubricant solutions and investing in expertise to deliver the 

14  |  
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WARM UP YOUR  WARM UP YOUR  
VEHICLE FASTER VEHICLE FASTER 
IN COLD WEATHERIN COLD WEATHER

®

reduces engine warm-up times in cold weather, 

aids in reducing engine operating temperatures 
also decreases engine warm-up times.

and effectively move heat away from engine 
components, permitting the engine to run at a 

system reduces stress on all aspects of the 

cooling system that transfers heat ineffectively will 
eventually lead to engine overheating, motor-oil 

engine parts and out through the radiator and fan.

surfactant, limiting their temperature ranges and 
effectiveness.

three surfactants, each designed to operate in a 
different temperature range to increase liquid-to-
metal contact from the time the vehicle starts to 
the time it reaches operating temperature.

designed to provide optimal performance over 
a wide temperature range, while competing 
products with only one surfactant are limited to 
performance in a single temperature range.

warm-up times in the winter and reduced engine 

excellent choice for year-round use.  

Graphic A

TIER 1
Low Temperatures

TIER 2
Medium Temperatures

TIER 3
High Temperatures

DOMINATOR® COOLANT BOOST RANGE

COMPETITORS’ RANGE

•  Helps vehicles 
warm-up an 
average of 54% 
faster in winter.

•  Reduces engine 
temps up to 

5  . C  in 
summer.

  Coolant W/ 
 Coolant Only Coolant Boost Improvement

30° to 120ºF

30° to 180ºF

Graphic B

Who doesn’t want their vehicle to warm-up faster 
on cold winter days? 



AMSOIL SALES PROCESS - STEP ONE  -  PROSPECT

ollow the ales Process
installer and retail business. Follow these six steps to be more successful at 

Prospect

COMMERCIAL

contractors

contractors

contractors

INSTALLER

• Powersports service 
garages

RETAIL

• Powersports dealerships
• Hardware stores

Use these tools in the Dealer Zone as you go through the AMSOIL sales process:

Start looking for opportunities and create a list of 
potential accounts you want to target.
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C E N T E R L I N E S  A N D  U P D A T E SC E N T E R L I N E S  A N D  U P D A T E SC E N T E R L I N E S  A N D  U P D A T E S

January Closeout

received after these times will be processed for the following 

Visit The AMSOIL Inside Track

single destination for how-to videos, customer testimonials, 

and website. Email or text content directly to customers and 

receive credit for all registrations and sales.

Carhartt® Tool Bag
®

inner metal frame for structure and tough, abrasion-resistant base.

STOCK # G3829 
 

Account Discount and Co-op Reminders

Installer Discount Program

during the calendar year. Discounts are activated as soon as 
cumulative purchases reach the minimum threshold, and that 

U.S. ANNUAL PURCHASES  DISCOUNT

CANADA ANNUAL PURCHASES DISCOUNT

Retail Co-op Program

beginning of January the following year and expires on Dec. 

Non-Installers
TOTAL ANNUAL PURCHASES % EARNED IN CO-OP CREDIT

Installers
TOTAL ANNUAL PURCHASES % EARNED IN CO-OP CREDIT

Commercial Discount Program

level are granted that discount immediately, but accounts that 

rate for the remainder of the year.

U.S. ANNUAL PURCHASES  DISCOUNT

CANADA ANNUAL PURCHASES DISCOUNT



PO ER L PROTECTION
ITH A LED ARRANT  TO ATCH

*Get the details and sign up at 
A OIL.com rofwarrant .

Don’t let the snowmobile manufacturer dictate which oil you use. 
Choose the superior protection provided by AMSOIL INTERCEPTOR® 
for your new, current-model-year or newer sled and we’ll back you with 

our Runs on Freedom Limited Snowmobile Warranty that covers 
engine repairs for up to two years/5,000 miles/8,000 km. *
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are numerous exciting program, 

focused on customer research and 
enhancing our value propositions for 
our online customers and commercial 

in place, it is now time to expand and 
grow.

installer and commercial accounts, 
we have introduced a variety of 

developed more sales tools to help 

• 

• Email templates for reaching 
out to current and prospective 
customers.

• 
questionnaires.

• 

role in communicating product and 

have launched new commercial and 

with our installer and commercial 

are tailored to meet the needs of 
the right customers with the right 

educating Dealers about a different 
sales topic each month, helping you 
target specific customer and account 

these topics in AMSOIL Magazine 

resources.

at a time and allow Dealers to use 
the information and put it in action. 

teams are here to support Dealers 
with learning and using these new 
resources.

educate Dealers on all the changes 
that have occurred in the commercial 

to inspire you to act and pursue 
acquisition of new accounts and win 

strong growth trajectories, and we do 
not expect that growth to slow down 

dig in and be part of these successful 
channels.

with answers to your questions. 
Please reach out—we want to be part 
of your success.

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

Pam Brantley  |  

Make installer and commercial 
business part of your 2025 
winning strategy.



INSTALLER PROGRAM 
CATALOG (G3883)

and services for the installer 

prospects and highlight 

INSTALLER LINE CARD 

installer products, 

codes, viscosities, 
general applications and 
competitors.

INSTALLER VIDEOS 

the range and performance 

customers and staff of 

promotional videos are 
available for Dealers to 

and for installers to download 

CO-BRANDED PRINT 
CENTER FOR INSTALLERS

materials available in the 

installers to purchase for their 
businesses. Each of these 

with their own business logo 
and contact information, and 
select items are available to 
accounts free of charge.

 75% of motorists visit an 

expected to increase as vehicles continue to 

installer account to which he or she can send 

FOCUS ON THESE TYPES OF INSTALLER BUSINESSES:

• Powersports installers.

DEMONSTRATE HOW AMSOIL CAN HELP:

Resources

TARGET 
INSTALLERS



 CHANGE SERVICE REQUESTED

F i l t r a t i o n  S o l u t i o n s

ISO 9001/ISO 14001 REGISTERED

• •  .com

 

Boxo UTV Tool Roll

used tools.

tool selection.
• Durable and secure tool roll made from 

one removable velcro pouch.

anywhere on a vehicle.

durable metal clasp.

vehicle.

STOCK # G3878 
 

Commercial accounts and installers are awarded their annual volume 
discounts this month, and retail stores and installers are awarded their 
co-op credit. Be sure to remind your accounts about the great perks 
they earned for last year’s business.
my.AMSOIL.com

mailto:greg@vaughninc.com
https://www.vaughninc.com
https://www.amsoil.com/?zo=779



