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With our introduction of the world’s fi rst 
synthetic motor oil to meet American 
Petroleum Institute service require-
ments in 1972, we created the synthetic 
motor oil market. We coined the phrase 
“extended drain interval” and set the 
stage, I was convinced, for a whole new 
generation of quality and a complete 
departure from the wasteful and
unnecessary practice of the 3,000-mile 
oil change. 

I had total confi dence in our technology. 
We had tested our product extensively, 
and running millions of miles in real-
world applications further supported our 
25,000-mile oil change recommenda-
tion. We, alone, led the charge.

Today, of course, others are following 
our lead with introductions of extended 
drain oils of their own. The market, 
however, has lagged behind. Although 
consumers are moving to synthetics, 
most remain resistant to the longer drain 
intervals. Less than 10 percent of motor-
ists who are using synthetic motor oil are 
using extended drain oils. That leaves 
over 90 percent who are changing their 
synthetic oils at intervals recommended 
by their installers or vehicle manufac-
turers. That is a huge segment of the 
synthetic motor oil market we are not 
reaching with our extended drain oils. 
It is, without doubt, an opportunity we 
have been missing. Until now.

Our new AMSOIL OE Synthetic Motor 
Oil opens doors we have never opened 
before. Unlike our other motor oils,
AMSOIL OE carries a recommendation 
to be changed at intervals stated by
vehicle manufacturers. Whether it’s 
3,000 miles, 5,000 miles, 7,000 miles 
or longer, OE Motor Oil addresses the 
reservations many continue to feel about 
extended drain intervals. And equally 
important, it eliminates the concern over 
cost. OE is priced competitively with 
virtually all other synthetic motor oils. 

While it’s true that our extended drain 
oils provide the greatest overall value, 
our OE Synthetic Oil is an AMSOIL 
alternative that obliterates all barriers. It 
squarely positions Dealers for huge im-
pact on the quick lube/installer market. 

For Preferred Customers, OE means 
options. Not all Preferred Customers are 
drawn to AMSOIL because of our au-
tomotive motor oils. Many, for example, 
use only our motorcycle or snowmobile 
oils. As a Preferred Customer, you may 
not be on board with our extended drain 
oils or the higher upfront cost. But you 
have experienced AMSOIL quality, and 
AMSOIL OE Synthetic Motor Oil delivers 
the quality you demand at a drain inter-
val and cost you are comfortable with. 

In any case, the reaction we have had to 
the OE Oil has been 100 percent posi-
tive. And it’s not just OE. There is enthu-
siasm surrounding all of the products 
we have introduced in recent months. 
This includes our new European Car 
Formula Oil you will see in this AMSOIL 
Magazine issue. 

Direct Jobber George Douglas attended 
a recent regional sales meeting and 
shared his enthusiasm with us:

“Just got back from the Orlando meet-
ing, and I am fi red up from what we 
learned of the new oils that have been 
developed for our future success. This 
is not an easy task to get me fi red up 
after nearly 30 years of involvement 
with the AMSOIL company, but I am, 
and for more reasons than just the new 
products that will give us more reach 
into the synthetic motor oil mar-
ket. I am fi red up about the 
direction and leadership this 
company is demonstrating 
on a daily basis. I am fi red 
up about the advertising 
campaign they have 
in the works in several 
markets, as this demon-
strates confi dence in us 
Dealers to capture the 
return on their advertising 
investment dollars. I am 
fi red up about the training 
venues that the regional 
sales managers are work-
ing on for us. I am fi red up 

about the new communication methods 
they have put in place with the Dealer 
only magazine and one especially for 
Preferred Customers. I am also fi red up 
and thankful that we have positioned 
ourselves to take advantage of all these 
new initiatives that AMSOIL is doing
for us.”

I thank George for his message and 
appreciate his high level of enthusi-
asm. I have to believe that many others 
reading this column share that same 
enthusiasm, and I am confi dent that our 
new OE Synthetic Motor Oil will appeal 
to consumers by the thousands. 

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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SEVERE GEARSEVERE GEAR®® LINE RECEIVES LINE RECEIVES
UPGRADED TECHNOLOGYUPGRADED TECHNOLOGY

In 2007, AMSOIL subjected Severe 
Gear 75W-90 Synthetic Gear Lube and 
a number of competing gear lubes to a 
comprehensive series of industry-stan-
dard tests. While some lubes performed 
well in some areas and poorly in others, 
Severe Gear placed near the top in all 
performance categories. It revealed 
itself to be the most well-balanced 
formula for its time, capable of providing 
exceptional performance and protection 
in a range of applications. 

Since then, AMSOIL gear lube technol-
ogy has advanced, making an already-
superior product stronger. As the results 
show, the new additive technology 
allows Severe Gear to outperform 
the previous formulation and all of its 
competitors as tested in 2007. AMSOIL 
has raised the bar for gear lube perfor-
mance even higher.

Increased Extreme-Pressure 
Protection
High-horsepower/high-torque applica-
tions demand lubricants with increased 
extreme-pressure (EP) properties. The 
Falex Extreme-Pressure Test (ASTM 

D-3233) is used to determine a lube’s 
ability to provide EP protection. As Chart 
1 shows, although the previous formula-
tion ranked in the top tier, the new tech-
nology provides an 80 percent increase 
in EP protection and easily outperforms 
all competing formulations from A Study 
of Automotive Gear Oils.  

Increased Wear Protection
Severe applications such as towing, 
hauling and racing subject gear lubes 
to severe conditions, causing fl uid fi lm 
rupture in lesser lubricants. Metal-to-
metal contact can result, inviting rapid 
wear and, ultimately, gear failure.

The 4-Ball Load Wear Index Test (ASTM 
D-2783) determines a gear lube’s 
anti-wear properties under heavy load. 
Higher values, reported as the Load 
Wear Index (LWI), indicate increased 
wear resistance. 

As demonstrated in Chart 2, the new
formulation provides a 14 percent 
higher value than the previous formula-
tion and ranks higher than all scores 
achieved in 2007 testing.  

The technology behind the entire line of 
Severe Gear Synthetic EP Gear Lubes 
also provides increased foam control, 
thermal and oxidative stability, limited-
slip differential chatter suppression and 
torque retention. 

NOVEMBER 2010  |  5
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AMSOIL is continually researching methods to enhance its already-superior product line. New
additive technology has recently been incorporated into the Severe Gear® Synthetic EP Gear 
Lube line, providing even greater protection and performance. While users may notice the fl uid 
color has changed slightly, the previous and new formulations are compatible and may be mixed. 
Pricing remains unchanged, providing even greater value.

Falex Extreme-Pressure Test
(ASTM D-3233)

* Tested Sept. 2010. All others tested Sept. 2007.

0

30
40

L
O

A
D

-W
E

A
R

 I
N

D
E

X
 (

L
W

I)

50
60

80

63
.1

4

75
.6

4

70

10
20

0

1000

2000

A
M

S
O

IL
 S

ev
er

e
G

ea
r 

75
W

-9
0*

A
M

S
O

IL
 S

ev
er

e
G

ea
r 

75
W

-9
0

M
ob

il 
1 

S
yn

th
et

ic
 7

5W
-9

0

P
en

nz
oi

l S
yn

th
et

ic
 7

5W
-9

0

V
al

vo
lin

e 
S

yn
P

ow
er

 7
5W

-9
0

lb
f 

F
A

IL
U

R
E

 L
O

A
D

 S
T

A
G

E

3000

4000

Lu
ca

s 
75

/9
0 

S
yn

th
et

ic

C
as

tr
ol

 H
yp

oy
 C

 8
0W

-9
0

5000 45
00

+

25
00

25
00

20
00

17
50

15
00

12
50

N
E

W
A

M
S

O
IL

 S
ev

er
e

G
ea

r 
75

W
-9

0*

P
R

E
V

IO
U

S
A

M
S

O
IL

 S
ev

er
e

G
ea

r 
75

W
-9

0

65
.7

2

63
.4

0

M
ob

il 
1 

S
yn

th
et

ic
 7

5W
-9

0

R
ed

 L
in

e
S

yn
th

et
ic

 7
5W

-9
0

C
as

tr
ol

 S
Y

N
T

E
C

75
W

-9
0

66
.1

7

4-Ball EP Load Wear Index
(ASTM D-2783)

* Tested Sept. 2010. All others tested Sept. 2007.

Chart 1

Chart 2
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INAUGURAL ISSUE
Congratulations! The new inaugural 
issue of AMSOIL Magazine looks excel-
lent! I am very much looking forward 
to the information and education the 
monthly Tech Talk column will provide.

Keep up the great work,

Dave Gaylord

AMSOIL OIL CHANGE
CENTERS
I just received my latest copy (Oct. 
2010) of my AMSOIL Magazine and was 
reading the “From The President’s Desk” 
column, like I always do. While reading 
it this time, an idea came to me.

A.J. was talking about “do-it-for-
me” minded consumers as far as oil 
changes go and our problems making 
them understand extended oil change 
intervals with a quality synthetic product 
such as AMSOIL.

Why does AMSOIL not start a franchise 
operation on “do-it-for-me” oil change 
stations? I think it would be a great idea 
to have an “AMSOIL only” oil change 
facility. What better way to start educat-
ing people on the benefi ts of extended 
change intervals while taking care of the 
“get your hands dirty” part of it for them?

This could be a great new franchising 
opportunity.

Thank you for your time,

Danny Runyon

AMSOIL: Good thought, Danny.  This 
has been a topic of conversation at the 
corporate level for some time. Although 
the company is not currently moving 
in that direction, never say never. Time 
will tell. We can tell you that we have 
presented our Dealers with an excellent 
new tool for further penetrating the do-it-
for-me market. See page 12.

LOOKING FOR DEALERS
IN ACTION
I have used AMSOIL since 1980, and 
have read the monthly magazine for 
years. One of my favorite articles over 
the years and still today is the Dealer 
Spotlight segment. To my disappoint-

ment in just looking at the October 2010 
issue, I cannot fi nd it. What happened?  
Maybe I just missed it, but I’m hoping
it has not been permanently removed.

Best Regards,

W. R. Scott

P.S. I always greatly enjoy Al’s letter 
also.

AMSOIL: You are no doubt referring to 
the Dealers in Action page. While Deal-
ers in Action is no longer featured in 
AMSOIL Magazine, testimonials will still 
be published. Dealers are encouraged 
to continue their submissions. We, too, 
enjoy the stories.

PRODUCTS THAT “SET US 
APART”
Usually, I don’t write “Letters to the 
Editor,” but I just couldn’t pass up the 
opportunity to relate what AMSOIL, and 
the AMSOIL products, mean to me and 
my family. My introduction to AMSOIL 
came in 1979 at the Southwestern New 
Mexico State Fair in Las Cruces, New 
Mexico. I had tried everything on the 
retail shelf to help my car.  This lady got 
me to try Power Foam in my car and 
it worked! She and her husband were 
AMSOIL Dealers Byron and Betty Lady.  
After seeing how it worked, I wanted to 
try more AMSOIL products.  

I remember the cans with AMZOIL on 
them, and then when the name had to 
be changed, and I certainly remember 
the Pipeline magazine, but most of all 
I remember the products that “set us 
apart.”

Lloyd L. and Mary Mowery

EAO13 OIL FILTERS
Will the problems associated with 
EAO13 applications be resolved? The 
Mann ML1008 fi lter does not do our rep-
utation much good. Swapping fi lters out 
at a mere 7,500 miles is not the AMSOIL 
way, and it is the customers that remind 
me of it. I assure them that AMSOIL is 
reacting to the situation and will soon 
have this minor problem resolved.  Am 
I lying to them? Are we stuck with this 
lesser-grade fi lter? 

I know that Mann is a reasonably good 
fi lter, but it is not a 25,000 mile AMSOIL 
EAO Filter. Old habits are hard to break.  
My hopes are high that you will come
up with a fi x.

Thanks,

Ed Strunk

P.S. My toughest customer to convert 
to synthetic happens to use an EAO13. 
Wouldn’t you know I had to break the 
news to him about tracking his mileage 
and changing his fi lter a couple of times 
during the oil’s life. Looks bad for me. I 
have to see this guy at work everyday.

AMSOIL: Thank you for your question, 
Ed. We understand the demand for the 
EAO09, EAO10 and EAO13 Oil Filters is 
high, and although several variables are 
beyond our control, the company has 
been working diligently to re-introduce 
them. We are very close and expect to 
have an announcement in the Dealer 
Zone and AMSOIL Magazine soon.

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 European motor oil market has 
always been different from the North 
American market. European engine oil 
drain intervals have consistently been 
longer than those in the U.S., and oil 
formulations and additive packages 
have also differed from those of North 
American engine oils. These differences 
are due primarily to European emissions 
legislation, fuel economy concerns and 
stringent severe-service oil durability 
requirements.

In the United States, oil classifi ca-
tions and requirements are developed 
through a process involving a number 
of trade associations and organizations, 
and the classifi cations are fi nalized and 
managed by the American Petroleum 
Institute (API) and the International 
Lubricant Standardization and Approval 
Committee (ILSAC). In Europe, industry-
wide specifi cations are developed by 
the Association des Constructeurs 
Européens d ‘Automobiles (ACEA).

The API-governed engine oil specifi -
cation has traditionally been the most 
common in the U.S., and oils meeting 
current API specs are still widely used 
today. More recently, ILSAC, which has 
a more global focus, is having a greater 
infl uence on North American specifi ca-
tions due to the rising number of
Japanese vehicles sold in the U.S. As
a result, the new ILSAC specifi cation, 
GF-5, differs more from its API counter-
part, SN, than in the past. 

ACEA does not have the recognition 
and infl uence in Europe that API does 
in North America because individual ve-
hicle manufacturers in Europe strongly 
support their own engine oil specifi ca-
tions. As a result, there are a number of 
different widely used European engine 
oil specifi cations, and oil manufacturers 

are tasked with building appropriate 
engine lubes for each. 

As these new European vehicles make 
their way to the U.S., consumers are 
discovering they can’t necessarily use 
just any oil. One recognized example 
of a very particular specifi cation is 
Volkswagen VW 504.00/507.00 (504.00 
covers gasoline engines, 507.00 covers 
diesel engines). This specialized engine 
oil specifi cation was designed by VW 
to help protect emissions-reduction 
equipment and support proper opera-
tion and longevity of the vehicle. Until 
recently, AMSOIL did not offer a product 
meeting this specifi cation, and there 
are only a handful of oils available in the 
U.S. that do. New AMSOIL European 
Car Formula 5W-30 Synthetic Motor 
Oil (product code AEL, see p. 13) does 
meet the spec, as well as the ACEA A3/
B4 specifi cation, which was created 
with slightly different priorities than the 
VW 504.00/507.00 spec.

ACEA oils engineered for the A3/B4
category meet the requirements of 
direct-injected gasoline and diesel 
engines in addition to the requirements 
of A3/B3. In order to provide optimal 
performance in direct-injection diesel 

engines, an oil must be highly stable 
and durable; direct-injection systems 
are notoriously hard on engine oil. ACEA 
A3/B3 European oil specifi cations re-
quire stable, stay-in-grade engine oils to 
ensure these high-performance engines 
are protected from inadequate oil sup-
ply and excessive wear. For an oil to be 
considered stay-in-grade, it must resist 
thickening or thinning out of an estab-
lished viscosity range. The table below 
outlines the general differences between 
four ACEA sequences for gasoline and 
light-duty diesel oils in regard to fuel 
economy benefi ts and drain interval 
recommendations.

Moving forward, Volkswagen plans to 
maintain three global engine oil speci-
fi cations for its light-duty gasoline and 
diesel vehicles: VW 504.00/507.00, VW 
502.00/505.01 and VW 501.01/505.00. 
New AMSOIL European Car Formula 
5W-30 Synthetic Motor Oil is recom-
mended for Volkswagen vehicles requir-
ing VW 504.00/507.00, while AMSOIL 
European Car Formula 5W-40 Synthetic 
Motor Oil is designed for Volkswagens 
requiring VW 502.00/505.00/505.01. 
Both formulations are recommended for 
the ACEA A3/B4 specifi cation, among 
others. 

Dan Peterson | TECHNICAL DIRECTOR

NOVEMBER 2010  |  7

European engine oil specifi cations 
are numerous and specialized.
New AMSOIL European Car Formula 5W-30 Synthetic
Motor Oil meets the latest Volkswagen specifi cation,
VW 504.00/507.00

 A1/B1 A5/B5

 A2/B2 A3/B3/B4

OIL DRAIN INTERVAL
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The ACEA European Oil Sequences defi ne performance requirements for gasoline and light-duty 
diesel engine motor oil. Each sequence (class and category) refl ects different engine oil perfor-
mance levels. As shown in the chart above, different categories are required to meet key criteria 
including fuel economy and oil drain interval.
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History of Synthetics
In 1972, AMSOIL pioneered the syn-
thetic lubricant industry by introducing 
the world’s fi rst synthetic motor oil to 
pass API service requirements. Be-
cause synthetic lubricants were new 
and revolutionary, the market for them 
started small. Through the AMSOIL 
Dealer network, the public was slowly 
educated on the benefi ts of AMSOIL 
synthetic lubricants, attracting loyal 
high-performance and extended-drain 
customers along the way. AMSOIL and 
its Dealers owned the synthetic lubri-
cant market, but as AMSOIL gained 
momentum, other lubricant companies 
took notice and developed their own 
synthetic variations. When Mobil 1 was 
introduced in 1974, its drain interval 
recommendation mirrored the AMSOIL 
recommended drain interval of 25,000 
miles or one year, whichever comes 
fi rst. Although Mobil 1 soon scaled back 
its drain recommendation, AMSOIL of-
fi cially had competition in the synthetic 
motor oil market.

Synthetics Today
As an increasing number of companies 
have introduced synthetic lubricants 

through the years, the
market has continued to 
grow. Today, synthetics
comprise 7-9 percent of
the total lubricant market,
a sharp increase from the
5 percent share they held 
in 2005. Although some are 
recommended for extended drains, 
the majority are formulated and recom-
mended for standard 3,000-mile or 
original equipment manufacturer (OEM)-
recommended drain intervals, allowing 
them to be sold at a lower cost. These 
lower-cost synthetics have attracted an 
ever-growing number of customers who 
like the lower initial price and want the 
improved protection and performance 
qualities associated with a synthetic, 
but aren’t ready to extend their drain 
intervals. 

AMSOIL has watched the competition 
infi ltrate the market it pioneered.
With 92 percent of synthetic motor
oil customers purchasing synthetic 
products recommended for standard 
drain intervals, AMSOIL and its Dealers 
are missing out on the vast majority of 
the synthetic market.

Modern Drain Intervals
The oil drain interval recommendations 
for many of today’s vehicles extend 
well beyond the traditional 3,000-mile 
interval. Ford recommends 10,000-mile 
drain intervals with its 2011 vehicles, 
while vehicles equipped with electronic 
oil monitoring systems often extend 
drain intervals up to and even beyond 
the 10,000-mile mark. 

Installer Market Key to Growth
Although OEM-recommended drain 
intervals continue to rise, the installer 
market has mostly been resistant to this 
change. In fact, 90 percent of do-it-
for-me (DIFM) oil change businesses 
continue to recommend 3,000-mile drain 
intervals to their customers. The DIFM 
market is expected to account for 80 
percent of all oil changes by 2018, and 
penetrating this market is essential to 
ensure future growth. Although AMSOIL 
Dealers have developed very success-

INTRODUCINGINTRODUCING
AMSOIL OE SYNTHETICAMSOIL OE SYNTHETIC
MOTOR OILSMOTOR OILS
New Line Offers Tremendous Opportunity
for Dealers

Recommended for extended drain intervals, AMSOIL synthetic motor oils comprised the entire synthetic passenger car motor oil (PCMO) market 
in 1972. In the years since, competing synthetics recommended for OEM drain intervals have taken the majority of the market share.

Synthetic PCMO Market 
1972

Synthetic PCMO Market 
1980

Synthetic PCMO Market 
Today
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ful installer accounts centered around 
XL Synthetic Motor Oils (which were 
developed to overcome installer objec-
tions related to price, warranty and API 
certifi cation), there is still resistance from 
many installers who fear that extended-
drain recommendations limit their profi t 
potential.

OE Meets Demand
In order to meet the demand for a lower-
cost synthetic motor oil, and to provide 
customers a stepping stone to the top-
tier line of AMSOIL synthetic motor oils, 
AMSOIL is introducing the AMSOIL OE 
Synthetic Motor Oil line. Priced competi-
tively with other standard-drain synthetic 
motor oils, OE Synthetic Motor Oils offer 
the protection and performance benefi ts 
of a high-quality synthetic for OEM-
recommended drain intervals, providing 
Dealers with a huge opportunity
to reach new customers.

OE Ideal for Installer Market
AMSOIL OE Synthetic Motor Oils are 
ideal for capturing increased sales in 

the installer market. Because they are 
API-certifi ed (meet API SN/ILSAC GF-5 
requirements), recommended for OEM 
drain intervals and competitively priced, 
they effectively overcome all potential 
objections from installers. Installers now 
have a choice between offering their 
customers standard drain intervals with 
OE Synthetic Motor Oils, extended drain 
intervals with XL Synthetic Motor Oils, 
or both. 

Because customers change oil more of-
ten with OE, both Dealers and installers 
stand to increase profi ts (see graphs). 

Unprecedented Opportunity
AMSOIL OE Synthetic Motor Oils are 
designed as an entry-level product 
for customers who want to move up to 
synthetic quality, but won’t pay a signifi -
cantly higher price than a conventional 
product and/or aren’t initially interested 
in extending their drain intervals. OE 
Synthetic Motor Oils are an excellent 
door-opener for Dealers, who can later 
teach satisfi ed customers the benefi ts 
of stepping up to a top-tier AMSOIL 
synthetic motor oil and saving money 
through extended drain intervals, as 
well as introduce them to the rest of the 
AMSOIL product line.

AMSOIL OE Synthetic Motor Oils will 
help AMSOIL and its Dealers penetrate 
a portion of the motor oil market that 
has been a more diffi cult sell, including 
the installer market, commercial fl eets, 
cost-conscious customers and custom-
ers hesitant about taking advantage of 
extended drain intervals.

See the Voice-over PowerPoint Pre-
sentation in the Dealer Zone for more 
details about OE Synthetic Motor Oils, 
why they’re needed and how Dealers 
will benefi t. 

 OE 5W-20 Synthetic Motor Oil  API SN, SM…; ILSAC GF-5, GF-4…

 Unit of Pkg. Comm. U.S. Cost Per U.S. Sugg. Can. Can. Sugg. Acct. Cash Acct. Comm.
Stock # Meas. Size Credits Wholesale Unit Retail Wholesale Retail Comm. Credits

OEMQT EA (1) Quart 2.13 4.20 4.20 5.50 5.10 6.60 0.40 0.88
OEMQT CA (12) Quarts 25.51 47.88 3.99 64.65 58.20 78.00 4.85 10.53
OEM30 EA 30-Gal. Drum 200.81 439.80 3.67 549.75 530.00 663.00 44.53 96.76
OEM55 EA 55-Gal. Drum 328.28 756.80 3.44 930.90 913.00 1122.00 76.63 166.50

 OE 5W-30 Synthetic Motor Oil  API SN, SM…; ILSAC GF-5, GF-4…; GM dexos1TM

 Unit of Pkg. Comm. U.S. Cost Per U.S. Sugg. Can. Can. Sugg. Acct. Cash Acct. Comm.
Stock # Meas. Size Credits Wholesale Unit Retail Wholesale Retail Comm. Credits

OEFQT EA (1) Quart 2.13 4.20 4.20 5.50 5.10 6.60 0.40 0.88
OEFQT CA (12) Quarts 25.51 47.88 3.99 64.65 58.20 78.00 4.85 10.53
OEF30 EA 30-Gal. Drum 200.81 439.80 3.67 549.75 530.00 663.00 44.53 96.76
OEF55 EA 55-Gal. Drum 328.28 756.80 3.44 930.90 913.00 1122.00 76.63 166.50

 OE 10W-30 Synthetic Motor Oil  API SN, SM…; ILSAC GF-5, GF-4…

 Unit of Pkg. Comm. U.S. Cost Per U.S. Sugg. Can. Can. Sugg. Acct. Cash Acct. Comm.
Stock # Meas. Size Credits Wholesale Unit Retail Wholesale Retail Comm. Credits

OETQT EA (1) Quart 2.13 4.20 4.20 5.50 5.10 6.60 0.40 0.88
OETQT CA (12) Quarts 25.51 47.88 3.99 64.65 58.20 78.00 4.85 10.53
OET30 EA 30-Gal. Drum 200.81 439.80 3.67 549.75 530.00 663.00 44.53 96.76
OET55 EA 55-Gal. Drum 328.28 756.80 3.44 930.90 913.00 1122.00 76.63 166.50

PRICE, OIL AND DRAIN INTERVAL
* Based on 15,000-mile/year national average.

While most installers recommend 3,000-mile intervals, 
most motorists practice 4,500-mile intervals.

Source: 2009 NOLN Operators Survey & poll of AMSOIL accounts

OIL AND DRAIN INTERVAL
* Based on 15,000-mile/year national average
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A CLOSER LOOK AT AMSOILA CLOSER LOOK AT AMSOIL
OE SYNTHETIC MOTOR OILSOE SYNTHETIC MOTOR OILS

AMSOIL Magazine: AMSOIL has had a 
reputation as an extended-drain motor 
oil company. Why is it now offering a line 
of motor oils recommended for OEM 
drain intervals?

Dean Alexander: AMSOIL is not 
exclusively an extended-drain motor oil 
company; it’s a synthetic motor oil com-
pany (The First in SyntheticsTM), and our 
extended-drain oils provide the absolute 
best value for consumers. AMSOIL OE 
Synthetic Motor Oils are intended as 
a door-opener for AMSOIL Dealers. 
There are many synthetic options on 
store shelves today, and 92 percent of 
synthetic motor oil customers are choos-
ing synthetic oils recommended for 
3,000-mile or OEM-recommended drain 
intervals. Whether it’s for the lower initial 
cost, warranty concerns, API certifi ca-
tion or because they’re simply not yet 
comfortable with extending their drain 
intervals, that’s 92 percent of the market 
that we weren’t addressing.

Alan Amatuzio: OE gets us into that 
portion of the market that has been a 
more diffi cult sell, and once custom-
ers experience the benefi ts, it will be 
easier for Dealers to say, ‘If you like the 
performance of OE, perhaps you’d be 
interested in an even better AMSOIL 
product.’ Then, explain the extended-
drain benefi ts and cost-savings of 
switching to one of the top-tier AMSOIL 
synthetic motor oils.

In addition, we’re seeing manufactur-
ers recommending longer and longer 
drain intervals. Most owners’ manu-
als now recommend drain intervals of 
at least 5,000 miles. In fact, Ford will 
recommend 10,000-mile drain intervals 
with its model-year 2011 vehicles. As 
OEM-recommended drains continue 
to increase, more people will turn to 
synthetics to protect their vehicle invest-
ments over these intervals. AMSOIL OE 
ensures customers’ vehicles receive 
excellent protection for the entire length 
of the manufacturer-recommended drain 
interval, whether it’s 3,000 miles
or 10,000 miles.

AMSOIL Magazine: How does OE fi t 
into the installer market?

Alexander: AMSOIL OE is ideal for the 
do-it-for-me installer market, which in-
cludes quick lubes, car dealerships and 
other oil change centers. The installer 
market is growing fast, with an ever-in-
creasing number of customers choosing 
to pay someone else to change their oil 
rather than changing it themselves. In 
fact, the do-it-for-me market is expected 
to account for 80 percent of oil changes 
by 2018. 

AMSOIL motor oil has traditionally been 
a tough sell in this market due to its ex-
tended drain recommendations. Install-
ers balk at offering 25,000-mile/one-year 
drain intervals that would limit the num-
ber of times they see their customers. In 
order to help Dealers penetrate this
market, AMSOIL introduced the Extend-
ed Life (XL) Synthetic Motor Oil Program 
in 1997. XL Synthetic Motor Oils come 
with API certifi cation and have recently 
been upgraded from a 7,500-mile/six-
month drain interval recommendation to 
a 10,000-mile/six-month drain interval 
recommendation. By charging custom-
ers a premium for this high-quality, 
extended-drain product, installers have 
boosted their profi ts, despite seeing 
their customers less often.

Amatuzio: While many installers have 
implemented very successful XL
programs, many are still resistant to
the idea of extended drains. A recent 
National Oil & Lube News article noted 
that 90 percent of fast lube operators 
continue to recommend 3,000-mile drain 
intervals to their customers. With this in 
mind, it’s not diffi cult to see why AMSOIL 
has sometimes been a diffi cult sell in
the installer market. 

The new OE line provides installers with 
another option and Dealers with another 
tool to increase their sales. The OE line
eliminates every potential installer 
objection, including objections related 
to price, extended drain intervals, API 
certifi cation, warranty concerns and 

frequency of customer visits. And by 
charging a premium, they make more 
money than they do on conventional oil 
changes.

AMSOIL Magazine: How do OE
Synthetic Motor Oils measure in terms 
of quality?

Amatuzio: AMSOIL OE Synthetic Motor 
Oils are formulated to the same high 
standards as XL Synthetic Motor Oils, 
but without the extra additive boost re-
quired for extended-drain performance. 
Like the entire line of AMSOIL synthetic 
motor oils, OE provides outstanding 
wear protection and fuel economy;
resists shear, thermal breakdown, 
sludge and deposits and provides 
easier cold-temperature starts and 
quicker circulation.

THE LOWER COST OF OE
SYNTHETIC MOTOR OILS IS

LESS INTIMIDATING TO NEW
CUSTOMERS, AND WILL HELP

AMSOIL GAIN MORE NEW
CUSTOMERS AS THEY TAKE

THAT FIRST STEP FROM
PETROLEUM OILS TO

SYNTHETICS. 

AMSOIL Magazine: How is OE priced 
compared to competing synthetic 
products?

Alexander: At $5.50 a quart retail
[$4.20 wholesale], or $5.39 a quart retail 
[$3.99 wholesale] when purchased by 
the case, AMSOIL OE is more competi-
tively priced with other synthetics on 
the market. This will appeal to custom-
ers who recognize the AMSOIL name, 
know its reputation for quality and have 
wanted to use the products, but have 
balked at the higher prices or extended 
drain intervals of the XL or top-tier line. 

We all know many customers are driven 
by price. In today’s economy, price 
is especially important. That’s not to 
say price is the only determining fac-
tor. Products that combine value and 
quality, of course, are ideal. AMSOIL is 

AMSOIL Magazine spoke with Executive Vice Presidents Alan Amatuzio and Dean Alexander 
about the new line of OE Synthetic Motor Oils and the opportunities it presents for Dealers.
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introducing OE to protect the company 
and its Dealers from low-cost synthetics 
that are attempting to eat into our
market share. People are moving up
to synthetics, but many aren’t ready
for extended drains. If they’re going
to use a synthetic, it needs to be an 
AMSOIL synthetic.

Although AMSOIL sales have been 
strong and growing, and we expect 
sales to continue growing in the future, 
AMSOIL needs to diversify, offer greater 
opportunities for Dealers and take mo-
mentum away from our competitors. The 
lower cost of OE Synthetic Motor Oils is 
less intimidating to new customers, and 
will help AMSOIL gain more new cus-
tomers as they take that fi rst step from 
petroleum oils to synthetics. 

Amatuzio: Again, AMSOIL OE is a
stepping stone to our top-tier extended-
drain products. Although the initial price 
is lower than the price of our top-tier 
synthetic motor oils and the XL Oils, 
our top-tier oils provide the best overall 
value to consumers.

For example, a vehicle specifying
5,000-mile oil changes requires fi ve
oil changes over 25,000 miles. Let’s
say this vehicle takes fi ve quarts of 5W-
30 oil, the customer buys at suggested 
retail price and performs the oil changes 
himself. The cost of 5W-30 OE Synthetic 
Motor Oil (OEF) works out to $27.50 per 
oil change and $137.50 for the fi ve oil 
changes required over 25,000 miles.
If this customer upgrades to the top-tier 
AMSOIL 5W-30 Synthetic Motor Oil 
(ASL) with a 25,000-mile drain interval, 
his total cost of oil for 25,000 miles is 
$45.75. That’s over $90 in savings and 
doesn’t even take into account the cost 
of fi lters or time spent in the garage 
performing the oil changes.

Once OE customers are
established, it is examples like
these that will help Dealers later
upgrade them to a top-tier
AMSOIL synthetic motor oil.
And that should be the ultimate
goal. Experiencing all the
benefi ts associated with the
top-tier line is what develops
loyal customers.

AMSOIL Magazine: How
much profi t are Dealers
poised to earn on OE
Synthetic Motor Oils?

Alexander: When compared
with other AMSOIL products,

the profi t margins are slimmer per unit, 
but the profi t potential is much greater 
overall because OE customers change
their oil more often. 

Dealers earn $21.30 retail profi t per 
case of XL, and they earn $16.77 retail 
profi t per case of OE. Consider two
customers who each drive 20,000 miles 
a year and have vehicles with fi ve-quart
capacities that specify 5,000-mile drain 
intervals. Customer A uses AMSOIL
XL, with a drain recommendation
of up to 10,000 miles, and changes
his oil twice a year. The servicing
Dealer sells the customer one case
of XL a year for a profi t of $21.30.
Customer B uses AMSOIL OE,
recommended for OEM drain
intervals, and changes his oil four
times a year. The servicing Dealer
sells the customer two cases of
OE a year for a profi t of $33.54.

But that’s not the whole story.  OE is
going to increase Dealers’ earnings 
exponentially through all of the new
customers it will generate. Not only
that, but OE is a great choice for
many of our current customers who 
already buy AMSOIL Motorcycle Oils, 
Formula 4-Stroke Oils, 2-Cycle Oils or 

fi lters, but aren’t interested in extend-
ing the drain intervals in their cars and 
trucks. In fact, a full 50 percent of
AMSOIL Preferred Customers who 
made a purchase in the past 12 months 
did not purchase any passenger car 
motor oil. AMSOIL OE is a great step-
ping stone for these people to start 
experiencing the benefi ts of AMSOIL 
motor oil in all their vehicles. 

 

Alan Amatuzio
Executive V.P. /
Chief Operating Offi cer

Dean Alexander
Executive V.P. /

Chief Financial Offi cer
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NEW INSTALLER PROGRAM PROMISESNEW INSTALLER PROGRAM PROMISES
INCREASED OPPORTUNITIESINCREASED OPPORTUNITIES
Of all the exciting new business op-
portunities AMSOIL OE Synthetic Motor 
Oil provides, few offer more potential 
for Dealer growth than the new Installer 
Program. Featuring both OE and XL 
Synthetic Motor Oil, the Installer Pro-
gram makes it easier to approach the 
more than 100,000 quick lubes, inde-
pendent garages, tire centers and other 
facilities offering oil changes. Today, 60 
to 70 percent of motorists pay someone 
to change their oil, with the number
predicted to reach 80 percent by 2018. 

The 7,500-Mile Oil Change Program al-
lowed many Dealers to successfully im-
plement oil change programs featuring 
XL Synthetic Motor Oil in the do-it-for-me 
(DIFM) market. Despite higher profi t 
margins, many installers have balked at 
the program due to higher price points 
and reduced customer visits resulting 
from extended drain intervals.

Past Objections Answered
Because OE Synthetic Motor Oil is
recommended for original equipment 
manufacturer (OEM)-recommended 
drain intervals, installers need not 
worry about extended drains reducing 
customer visits. Motorists will visit shops 
at their current frequencies, allowing 
installers opportunities for the add-on 
sales they often rely on to increase 
profi ts.

The price also benefi ts installers in multi-
ple ways. While AMSOIL suggests pric-
ing an XL oil change between $64.50 
and $69.50, AMSOIL suggests pricing 
an OE oil change between $44.50 and 
$49.50, only about $10 to $15 more than 
the average price for a conventional oil 
change, but lower than full-synthetic 
oil changes using competing oils. The 
reduced price point enables motorists 
who are aware of the benefi ts of synthet-
ics, and AMSOIL synthetics in particular, 
but fearful of the higher cost, to easily 
transition from conventional oil. Motor-
ists enjoy lower costs, while installers 
realize increased profi ts compared to 
conventional oil changes.

Installer Program Offers
Multiple Options
OE also provides an option for those 
who have expressed interest in try-

ing AMSOIL products, but have been 
unwilling to extend drain intervals. Once 
aware of the benefi ts of synthetics, 
they may move up to the convenience 
of extended drain intervals offered by 
XL. Installers realize increased profi t 
margins per oil change selling XL, while 
customers receive added value. 

Both AMSOIL OE Synthetic Motor Oil 
and XL Synthetic Motor Oil are API-
certifi ed to alleviate warranty concerns. 
Installers can carry both OE and XL or 
each individually, allowing Dealers to
tailor the Installer Program to best fi t 
each situation.  

Revised Promotional Items
The complete details of the Installer 
Program, including how Dealers make 
more money, selling strategies, samples 
of all literature items and more are avail-
able in the new Installer Kit (G250). The 
G250 provides Dealers the necessary 
materials to make fi ve sales presenta-
tions and register two accounts. The 
Quick Lube Fast Attack Pack (G250Q) 
has been discontinued. 

The Promo Kit, sent to installers free-of-
charge after an initial qualifying order 
(either fi ve cases of quarts, four cases 
of gallons, one drum or one tote of either 
XL or OE), has also been revised. The 2’ 
x 6’ banner features a new look and can 
be used by installers who carry OE, XL 
or both. The kit also includes a point-of-
purchase (P-O-P) display, redesigned 
P-O-P brochures for customers in the 
waiting area and oil change reminder 
window decals.

Your Next Step
With the DIFM market growing and use 
of synthetics rising, the time to act is 

now. Dealers interested in selling the 
Installer Program should purchase an 
Installer Kit (G250). The Kit includes
the following: 

Installer Kit Cost: $8.00
Value: $15.19
• 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 (G3386)
• (2) Retail-on-the-Shelf Kits (G1001)

2’ x 6’ banner (G3421) $22.00 U.S., $26.25 Can.

OE (G3407) and XL (G3406) Countertop 
Handouts
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NEW EUROPEAN CAR FORMULANEW EUROPEAN CAR FORMULA
PROVIDES ADDED SALES POTENTIALPROVIDES ADDED SALES POTENTIAL
New AMSOIL European Car Formula 
5W-30 Synthetic Motor Oil (AEL)
provides exceptional performance 
and protection for high-performance 
European vehicles manufactured by 
Volkswagen, Audi, Mercedes-Benz, 
BMW, Porsche and more. Owners of 
vehicles requiring an oil meeting the VW 
504.00/507.00 specifi cation are actively 
seeking appropriate products. As one of 
only a few oils available in North Amer-
ica that meets the VW 504.00/507.00 
specifi cation, Dealers are presented 
with an excellent opportunity to cap-
ture increased sales. The low-viscosity 
formulation maximizes fuel effi ciency 
without compromising engine protec-
tion, while meeting strict European per-
formance requirements for gasoline and 
direct-injection diesel engines designed 
for low-viscosity oils. Formulated with 
low sulfated ash, phosphorus and sulfur 
(SAPS), AMSOIL European Car Formula 
5W-30 complies with modern emissions 
systems to provide optimum life and 
performance.

Stay-in-Grade Performance
Sophisticated European engines subject 
oil to severe operational conditions. Oils 
must demonstrate excellent high-tem-
perature/high-shear (HT/HS) perfor-
mance to maintain viscosity and provide 
adequate engine protection. AMSOIL 
European Car Formula 5W-30 Synthetic 
Motor Oil is engineered to stay in grade 
despite rigorous operation throughout 
the extended drain intervals European 
automakers recommend. Formulated 
with a select additive package and 
shear-stable synthetic base oils, it meets 
strict ACEA and VW HT/HS require-
ments to provide outstanding wear 
protection and is recommended for the 
longest drain interval recommended by 
the manufacturer. 

Low SAPS Formulation
Excessive sulfated ash, phosphorus 
and sulfur (SAPS) in motor oil can harm 
modern exhaust treatment devices. 
Diesel particulate fi lters (DPFs), for 
example, require low-SAPS motor oil to 
help prevent fi lter plugging. AMSOIL 
European Car Formula’s low-SAPS for-
mulation promotes optimum emissions 
system performance and life, reducing 
maintenance costs.

Maximum Fuel Economy
AMSOIL European Car Formula is 
engineered with a 5W-30 viscosity 
and friction modifi ers to reduce friction 
for increased energy through-put. It 
minimizes internal engine drag, provid-
ing an alternative for motorists currently 
using heavier grade oils, but who desire 
maximum fuel effi ciency. 

Enhanced Turbocharger
Protection
Turbocharged Direct Injection (TDI) 
engines commonly used in European 
vehicles require thermally stable oils that 
resist deposit formation and provide ad-
equate turbocharger cooling. Thermally 
stable oils help keep oil passages clean 
and promote fl uid circulation so turbo 
bearings stay cool and lubricated. 

AMSOIL European Car Formula 
provides protection and performance 
for TDI systems in all temperature 
extremes. Its low pour point protects 
turbochargers against oil starvation and 
ensures rapid oil pressure in sub-zero 
conditions, while its thermal stability 
withstands high-temperature/high-RPM 
breakdown to resist deposit formations 
that starve TDI systems of lubrication.  

Applications
AMSOIL European Car Formula 5W-30
Synthetic Motor Oil is available in 

quarts, fi ve-liter jugs and drums. It is 
recommended for European gasoline
or diesel vehicles requiring any of the 
following worldwide specifi cations:

VW 504.00/507.00, ACEA A3/B3, A3/B4, 
Mercedes-Benz 229.51, BMW  LL-04, 
Porsche C30

AMSOIL European Car Formula 5W-30 
Synthetic Motor Oil is one of only a few oils 
available in North America that meets the 
VW 504.00/507.00 specifi cation. 

Stock Unit of Comm. U.S. U.S. Sugg. Can. Can. Sugg.
Number Measure  Credits Wholesale Retail Wholesale Retail

AELQT EA 5.05 7.60 9.85 9.10 11.80
AELQT CA 60.59 86.55 116.85 103.80 140.40
AEL5L EA 26.30 39.50 51.05 47.25 61.10
AEL5L CA 52.61 75.15 101.50 90.00 121.60
AEL30 EA 471.60 786.00 982.50 942.00 1178.00
AEL55 EA 793.16 1391.50 1711.55 1668.00 2051.00

STOCK# QTY U.S. CAN.

G2808   25 3.10 3.75

AMSOIL European Car
Formula 5W-30 Synthetic
Motor Oil Data Bulletin
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In 1972 the “Super Bowl of Motocross” 
was held inside the Los Angeles Coli-
seum. The event featured a majority of 
the top motocross riders of the day and 
was an instant success. It was such 
a big hit that a new indoor series had 
formed by 1974, and was appropriately 
coined “Supercross.”

Today, Monster Energy AMA Super-
cross, an FIM World Championship, 
hosts 16 rounds of bar-to-bar racing 
with more than 750,000 fans tripping the 
turnstiles on an annual basis. Starting 
in 2011, AMSOIL will begin to defi ne its 
own history within the sport by becom-
ing the Exclusive Offi cial Oil of the tour. 
The tour offers AMSOIL excellent televi-
sion coverage, with more than 90 hours 
of air time on CBS and SPEED. AMSOIL 
will receive commercial inventory in 
each show, along with strong track sig-
nage, on-screen graphics and on-site 
activation opportunities.

“Supercross offers up the best riders in 
the world,” said AMSOIL Race Program 
Manager Jeremy Meyer. “During an 
18-week period, the sport’s elite battle 
on 250 and 450cc bikes in front of an 
average crowd of more than 46,000. All 
of us at AMSOIL are excited to have the 
opportunity to reach out to those fans on 
a weekly basis.”

The series owner, Feld Motorsports, also 
oversees Arenacross, a similar form of 
racing held in smaller venues such as 
convention centers and hockey arenas.  
AMSOIL will also become the Exclusive 
Offi cial Oil of Arenacross for the next 
three years, reaching an additional 
200,000 fans and securing more than
26 hours of television coverage, com-
mercials and on-track signage.

AMSOIL has been heavily involved with 
both the supercross and motocross 
disciplines for more than a decade. In 
1999, AMSOIL forged a partnership 
with Factory Connection Racing and 
one of the sport’s legendary riders, Mike 
LaRocco. “The Rock” is still working 
as team manager with the AMSOIL-
sponsored program, now known as the 
GEICO Powersports/Honda team, which 
currently features top riders such as 
Kevin Windham and Eli Tomac. AMSOIL 
is also the Offi cial Oil and presenting 
sponsor of the AMA Amateur Nationals 
at Loretta Lynn’s, the top amateur
motocross race in the world.

“On top of our current involvement, 
these sponsorships really help so-
lidify our presence in the motorcycle 
market,” said Meyer. “Supercross and 
Arenacross bring exceptional television 
coverage, competition and dedicated 
fan bases week-in and week-out. Their 
fans demand a higher-quality product, 
and AMSOIL now has two excellent
opportunities to showcase almost
40 years of quality.”

The 2011 Monster Energy AMA
Supercross Tour kicks off in Anaheim, 
Calif. on January 8 and will air three 
hours of live coverage on SPEED.  The 
Arenacross season also starts January 
8 in Tulsa, Okla. 

2011 Monster Energy AMA 
Supercross Tour Schedule

January 8  . . . . . . . . . . . . . . . . .Anaheim, CA
January 15  . . . . . . . . . . . . . . . . .Phoenix, AZ
January 22  . . . . . . . . . . . . .Los Angeles, CA
January 29  . . . . . . . . . . . . . . . . Oakland, CA
February 5 . . . . . . . . . . . . . . . . .Anaheim, CA
February 12 . . . . . . . . . . . . . . . . .Houston, TX

February 19 . . . . . . . . . . . . . . .San Diego, CA
February 26 . . . . . . . . . . . . . . . . . Atlanta, GA
March 5 . . . . . . . . . . . . . . . . . . . .Daytona, FL
March 12 . . . . . . . . . . . . . . . .Indianapolis, IN
March 19 . . . . . . . . . . . . . . . Jacksonville, FL
March 26 . . . . . . . . . . . . . . . . . . .Toronto, ON
April 2  . . . . . . . . . . . . . . . . . . . . . . .Dallas, TX
April 9  . . . . . . . . . . . . . . . . . . . .St. Louis, MO
April 16 . . . . . . . . . . . . . . . . . . . . Seattle, WA
April 30 . . . . . . . . . . . . . . . Salt Lake City, UT
May 7 . . . . . . . . . . . . . . . . . . . .Las Vegas, NV

AMSOIL BECOMES EXCLUSIVE OFFICIAL AMSOIL BECOMES EXCLUSIVE OFFICIAL 
OIL OF MONSTER ENERGY SUPERCROSSOIL OF MONSTER ENERGY SUPERCROSS
New three-year deal deepens motorcycle involvement

When you walk into the AMSOIL 
corporate building in Superior, Wis., 
one of the fi rst things you see is an 
autographed print of supercross star 
Kevin Windham.  

A recent trade magazine survey
found that Windham is considered the 
most popular rider in the pits today.
As he enters his 17th season of profes-
sional racing, he shows no signs of 
slowing down, even fi nishing second
in the Monster Energy AMA Super-
cross Championship 450 class in 2010.

Windham recently signed a two-year 
contract extension with the Factory 
Connection team. The move keeps 
K-Dub on the #14 Geico Powersports/
AMSOIL/Honda for the remainder of 
his stellar career.

For AMSOIL, that means the
continuation of a long partnership 

with one of the sport’s 
favorite riders and 
one that all of us
at AMSOIL are 
proud to be

associated with.

BB XX
WITH JEREMY MEYER

O N  T H E

Kevin Windham
Factory Connection 

Racing
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Tony Bischoff and his BES Racing Engines team 
were this year’s winners of the AMSOIL Engine 
Masters Challenge.
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The AMSOIL Engine Masters Challenge, 
presented by Popular Hot Rodding 
magazine, assembles the country’s pre-
mier engine performance builders in a 
week-long dyno competition to produce 
the most horsepower and torque. The 
winner is bestowed with the title of En-
gine Master. The event takes place the 
fi rst week of October at the University 
of Northwestern Ohio (UNOH) in Lima, 
and involves students and staff from its 
performance school. AMSOIL was rep-
resented by Technical Product Manager 
Len Groom and Director of Advertising 
Ed Newman. 

In the same way race fans love racing, 
builders love strapping their engines to 
dynos to see what they can do. Teams 
put their engines through the paces 
on the fi rst four days of eliminations, 
beginning with the lowest qualifi er and 
concluding with last year’s top fi n-
isher, four-time champion Jon Kaase. 
Throughout the week, dyno scores were 
projected on a screen in the dining
area, where many competitors remained 
riveted throughout the day, recording 
the scores of other teams. On Friday,
the six fi nalists were blind to every-
one else’s scores until the end of the 
competition.

Fords, Mopars, Chevys, big blocks and 
small blocks, fuel-injected and carbu-
reted motors all competed on identical 
dynos under identical atmospheric con-
ditions. While many competitors were 
simply there for the adventure, others 
had their eyes fi rmly on the prize.

The scale of the event is enormous 
as technical staff were fl own in from 
various parts of the country to work 
alongside the university’s technical 
experts. Students also assisted in the 
process, helping uncrate, assemble and 
hook engines to dynos, providing them 
an incredible opportunity to gain new 
insights into how to enhance internal 
combustion engine performance.

Dyno operator Sidney Bonnecarrere 
ensured every engine was loaded and 
pushed through identical paces from 
2,500 to 6,500 rpm. Each builder team 
and EMC staff watched from the control 
room, where the measurement equip-
ment released the data. The competi-
tion director was the respected Wesley 
Roberson of West Monroe, La., who has 
served with the NHRA since 1968. His 

composure and objectivity play an 
integral part in the event’s success.

“This is an excellent event for AMSOIL,” 
said Groom. “People who have engines 
built for them listen to whatever the 
engine builder recommends to put in 
it. It’s good to get AMSOIL products in 
the hands of the people who are going 
to use it. Our oil is holding up well here, 
and it’s a real positive thing for us.

“The school gives everything they can. 
Their dynos are top notch; the equip-
ment’s top notch. The students all have 
the same thing to say about it - that it’s 
great. So I think it’s a great fi t; it’s high-
performance and high-end, just like 
AMSOIL.”

On the fi nal day of competition, the top 
six teams had to put up one more set 
of numbers in three dyno pulls. Scores 
were not projected this time, and every-
one had to give their best shot. When 
all was said and done, top honors went 
to Tony Bischoff and his BES Racing 
Engines team, taking their third title with 
a 417 c.i. Chrysler engine fi tted with 
double spark plugs in each cylinder. 

AMSOIL ENGINE MASTERS CHALLENGE AMSOIL ENGINE MASTERS CHALLENGE 
GIVES BUILDERS A CHANCE TO SHINEGIVES BUILDERS A CHANCE TO SHINE

The 2010 AMSOIL Engine Masters Challenge 
pitted 38 builders against one another for 
the title of Engine Master.
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MONTHLY LEADERSMONTHLY LEADERS

Dave M. Mann
Michigan

7-STAR
REGENCY PLATINUM

DIRECT JOBBER

FIRST:
Total Organization

FIRST:
Personal Group Sales

EIGHTH:
New Qualifi ed Dealers

and Accounts

Leonard & Marcie 
Pearson
Washington

REGENCY PLATINUM
DIRECT JOBBERS

SECOND:
Total Organization

David & Carol Bell
Texas

REGENCY PLATINUM
DIRECT JOBBERS

THIRD:
Total Organization

FOURTH:
Personal Group Sales

FOURTH:
Commercial and
Retail Marketing

Thomas & Sheila 
Shalin
Kansas

REGENCY PLATINUM
DIRECT JOBBERS

FOURTH:
Total Organization

SECOND:
Personal Group Sales

FIRST:
New Qualifi ed Dealers

and Accounts

George & Shirley 
Douglas

Florida

REGENCY PLATINUM
DIRECT JOBBERS

FIFTH:
Total Organization

Gene & Danae Fine
Oregon

REGENCY PLATINUM
DIRECT JOBBERS

NINTH:
Total Organization

FIFTH:
Personal Group Sales

TENTH:
New Qualifi ed Dealers

and Accounts

Gerry & Patricia Reid
North Carolina

REGENCY PLATINUM
DIRECT JOBBERS

TENTH:
Total Organization

SEVENTH:
Personal Group Sales

David & Maureen 
Vlodarchyk

Ontario

REGENCY GOLD
DIRECT JOBBERS

SIXTH:
Personal Group Sales

Mylo & Patty
Twingstrom

Minnesota

REGENCY PLATINUM
DIRECT JOBBERS

EIGHTH:
Personal Group Sales

SIXTH:
New Qualifi ed Dealers

and Accounts

Ches & Natasha Cain
South Dakota

REGENCY PLATINUM
DIRECT JOBBERS

NINTH:
Personal Group Sales

NINTH:
New Qualifi ed Dealers

and Accounts

M A G A Z I N E

Luis & Sharon Pena
Ohio

EXECUTIVE
DIRECT JOBBERS

SEVENTH:
Commercial and
Retail Marketing

Herschel L. Gates
Florida

EXECUTIVE
DIRECT JOBBER

EIGHTH:
Commercial and
Retail Marketing

James J. Allen
Ohio

REGENCY SILVER
DIRECT JOBBER

TENTH:
Commercial and
Retail Marketing

Michael & Linda Ford
Minnesota

REGENCY
DIRECT JOBBERS

SECOND:
New Qualifi ed Dealers

and Accounts

Vijay Parany
Ontario

REGENCY DIRECT JOBBER

THIRD:
New Qualifi ed Dealers

and Accounts
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HALL OF FAMEHALL OF FAME

Greg & Debra
McKenzie

Alberta

REGENCY GOLD
DIRECT JOBBERS

SECOND:
Commercial and
Retail Marketing

Thomas R. Weiss
North Dakota

MASTER DIRECT JOBBER

THIRD:
Commercial and
Retail Marketing

John W. Moldowan
Alberta

REGENCY DIRECT JOBBER

FIFTH:
Commercial and
Retail Marketing

Donald & Patricia 
Lipscomb
Tennessee

MASTER
DIRECT JOBBERS

FOURTH:
New Qualifi ed Dealers

and Accounts

Kent & Trudy
Whiteman

Utah

REGENCY PLATINUM
DIRECT JOBBERS

FIFTH:
New Qualifi ed Dealers

and Accounts

John Sbonik
Wisconsin

PREMIER
DIRECT JOBBER

SEVENTH:
New Qualifi ed Dealers

and Accounts

Mark & Sherree Schell
Idaho

REGENCY PLATINUM
DIRECT JOBBERS

SIXTH:
Total Organization

TENTH:
Personal Group Sales

Greg M.
Desrosiers

Alberta

REGENCY PLATINUM
DIRECT JOBBER

SEVENTH:
Total Organization

SIXTH:
Commercial and
Retail Marketing

Michael H. Ellis
Michigan

REGENCY PLATINUM
DIRECT JOBBER

EIGHTH:
Total Organization

THIRD:
Personal Group Sales

FIRST:
Commercial and
Retail Marketing

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.
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HIGHER LEVELS OF RECOGNITIONHIGHER LEVELS OF RECOGNITION

M A G A Z I N E

Regency Platinum
Direct Jobbers

Leonard & Marcie Pearson
Washington

Robert E. Riley
Florida

Regency Silver
Direct Jobbers

Regency Direct Jobbers

Joseph & Donna Day
Washington

Tom & Ruth Santell
California

Master Direct Jobbers

Stephen & Lyla Smith
Kansas

Executive Direct Jobbers

Kevin & Diane
Alexander

Oklahoma

Shelby Riner
Kentucky

Garth & Marilyn
Carmin
Oregon

Premier Direct Jobbers

New Direct Jobbers

Larry & Mary 
Goss
Illinois

Sponsors:
Elmer & Doris Theiss

Direct Jobbers:
Robert & Nancy Zukas

Daniel & Sandra 
Lightsey
Maryland
Sponsors:

Neil & Margaret Lockhart
Direct Jobbers:

Neil & Margaret Lockhart

Nancy
Negoshian

Maine
Sponsor:

George R. Carlson
Direct Jobber:

George R. Carlson

Bruce Wappman
Pennsylvania

Sponsor:
Michael E. Sparks

Direct Jobber:
Michael E. Sparks
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 First Time 500 Level Honor Achievers | 500 monthly commission credits 5 Dealers sponsored

James D. Allen, TX • Sponsor: Michael E. Sparks

Rowland, Sr. & Mary Barnes, IA • Sponsors: Ervin & Susan JuVette

Dorman & Mary Bryce, AZ • Sponsor: Mildred Ormiston

Terry Ciantar, ON • Sponsor: Joseph Maklak

Dale S. Cox, ON • Sponsor: Dean Scrofano

Ed Feldpausch, MI • Sponsors: Frank & Barb Eves

Robert Hayes, TN • Sponsors: Donald & Patricia Lipscomb

Helmut Kasiske, TX • Sponsors: Scott & Anita Plummer

Louis C. Nehk, MN • Sponsor: William M. Rose

Mike & Pamela Peace, TX • Sponsor: Thomas E. Link

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

Timothy R. Barr, PA • Sponsor: Jason E. Schach

Frank & Debra Butler, WA • Sponsor: Michael Cummings

Stanley & Glenda Corkins, MO • Sponsors: Tom & Ruth Santell

Floyd Easter, VA • Sponsor: Daniel R. Mackenzie

Shawn Eich, MN • Sponsors: Kenneth & Debbie Eich

Tawnay & Darren Fletcher, MN • Sponsors: Milo & Patty Twingstrom

Thomas Gazzo, NJ • Sponsor: Carl Jonas, Jr.

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

Donovan L. Painter, MD • Sponsor: Francis H. Hope, Jr.

Charles II & San Juanita Riley, FL • Sponsor: Robert E. Riley

Robert Schmitt, AK • Sponsors: Frank & Beth Holt

Schaun Schnathorst, SD • Sponsors: Gene & Karen Halsey

Arthur & Cynthia Smith, NH • Sponsor: Russell A. Rougier

Jack & Jean Welch, CO • Sponsors: Doyle & Diana Vaughan

Mark Welch, TN • Sponsors: Gary & Judith Smith

New Direct Dealers

John C.
Heiermann

Ohio
Sponsors:

Paul & Nancy
Greenberg

Direct Jobbers:
Paul & Nancy

Greenberg

John Pagliuca
New York
Sponsor:

Pete Bocca

Direct Jobbers:
David & Carol Bell

Justin Pezko
Virginia

Sponsors:
Raymond & Karen Pezko

Direct Jobbers:
Raymond & Karen Pezko

Neil Jr & Lorena 
Stagner

Florida
Sponsor:

Edwin L. Greenwood

Direct Jobber:
Edwin L. Greenwood

Thomas A.
Vandermeer

Ontario
Sponsor:

Bill J. Bigwood

Direct Jobbers:
Walter & Sineva Perera
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November Close-Out
The last day to process November orders in the U.S.,
Canada and Puerto Rico is the close of business on Tuesday, 
November 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 November orders in Alaska is the close of busi-
ness on Wednesday, November 24. All orders received after 
these times will be processed for the following month. Volume 
transfers for November business will be accepted until 3 p.m. 
CST on Monday, December 6. All transfers received after this 
time will be returned.

Holiday Closings
The Edmonton Distribution Center will be closed Thursday, 
November 11 for Remembrance Day. The AMSOIL corporate 
headquarters and U.S. distribution centers will be closed Thurs-
day, November 25 for Thanksgiving Day.

Referral Number Space Added to Literature
In order to increase convenience for customers and ensure the 
appropriate Dealer receives credit for each sale, the copy on 
the back page of select literature items intended for customers 
(data bulletins, fair handouts, application brochures) will gradu-
ally be updated to the following:

To ensure credit for sales, be sure to either affi x a catalog label 
from the AMSOIL Print Center or write your Z.O. number on the 
“Referral #” line of all literature items distributed to customers 
and prospects.

Clothing and Promotional
Items Catalog
The newly-updated AMSOIL Casual
Apparel and Promotional Items
Catalog (G1650), as inserted in
this issue of AMSOIL Magazine,
is available for purchase.

OE Synthetic Motor
Oil Data Bulletin
The AMSOIL OE Synthetic
Motor Oil data bulletin (G3404)
covers the features, benefi ts
and technical properties of OE
Synthetic Motor Oils.

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

Contact your AMSOIL Dealer for more information on AMSOIL products
or to place an order. You may also order direct by calling AMSOIL INC.
at 1-800-956-5695 and providing the referral number listed here. 
 
 Referral #_________________________________

STOCK U.S. CAN.

G1650   0.95 1.15

STOCK# QTY U.S. CAN.

G3404   25 3.10 3.75

Trico Wiper Blades
TRICO Exact Fit | Pre-assembled to precisely match the ve-
hicle’s arm type. Easily install in only seconds. All-metal blade 
construction provides superior strength and durability. Provide 
better-than-OEM performance and longevity and cover nearly 
99 percent of all auto/light truck applications.

TRICO NeoForm | TRICO’s highest-performing blades. Deliver 
constant, even pressure across the entire length of the wiper 
for a smoother, more consistent wipe. Attractive European 
aerofoil design keeps the blade on the windshield, even in high 
wind or vehicle speeds. Fit most popular vehicles and come 
with a blade cleaner cloth packet.

TRICO Winter | Feature a protective rubber boot to prevent 
snow and ice from clogging the blade, providing a clean wipe 
and enhanced driving visibility. Riveted design for extra dura-
bility. Extra-thick, rugged OEM metal superstructure provides 
superior strength, and the pre-attached universal adapter fi ts 
95 percent of vehicles.

TRICO Heavy Duty Wiper Blades | Available for virtually all 
heavy-duty applications, including heavy-duty trucks, buses 
and recreational vehicles. Feature durable metal construction 
and heavy-duty natural rubber wiping elements for quality per-
formance and durability under demanding conditions. Quick 
and simple installation. Include adapters that allow blades to 
easily fi t on competitors’ wiper arms.

61 SERIES

63 SERIES

64 SERIES

67 SERIES

68 SERIES

65 SERIES

66 SERIES

Water Filter Replacement Cartridge
to See Price Adjustment
Because of price increases from suppliers, the AquaBrite 
AB90 water fi lter replacement cartridge will undergo a price 
increase effective Nov. 1, 2010.

Dealer Price:  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . $42.95
Suggested Retail Price: . . . . . . . . . . . . . . . . . . . . . . . . $62.00
Commission Credits: . . . . . . . . . . . . . . . . . . . . . . . . . . . 42.95
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CLOTHING CLOSE-OUT SALECLOTHING CLOSE-OUT SALE
Very limited quantities of the following AMSOIL clothing items are available at close-out prices.

Ladies’ Cabana Shirt
Comfortable and breezy pink
cabana shirt with subtle two-
tone ladies embroidered logo. 
60% rayon, 40% polyester 
microfi ber.  Size XL.

STOCK # SIZE U.S. CAN.
G2344 XL 16.54 20.25

Ladies’ Blue and
White T-Shirt
Stretch t-shirt features shiny
“nailhead” logo. Runs slightly 
small in size. Sizes S-XL.

STOCK # SIZE U.S. CAN.
G2107 S 10.09 12.50
G2108 M 10.09 12.50
G2109 L 10.09 12.50
G2110 XL 10.09 12.50

Men’s White Sport Shirt
Jacquard sport shirt has perfect combination of good looks 
and “Dry Zone” performance. Lightweight and breathable, it 
expertly wicks moisture for cooling confi dence. Embroidered
logo. Sizes S, 3X.

STOCK # SIZE U.S. CAN.
G2677 S 19.88 24.25
G2682 3X 21.26 25.75

Ladies’ Black Scoop Neck Shirt
Clean styling that’s great for layering. This 
shirt is versatile and comfortable with easy 
stretch. Regular fi t. Sizes M, 2X.

STOCK # SIZE U.S. CAN.
G2299 M 18.90 23.00
G2302 2X 18.90 23.00

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

Focus on where you want to go.
Think about how you’re going to achieve your goals
rather than what’s keeping you from them.

Rob Stenberg | DIRECTOR, DEALER SALES

During motorcycle riders’ training, the 
instructors always told the class to look 
where we wanted the bikes to go. We 
were taught to look all the way through 
a turn, that the motorcycle will go where 
you are looking, or where your focus 
is. The natural tendency is to focus on 
where you don’t want to go, such as in 
the woods or into the curb. But, if that 
is where you focus while riding, that 
is where you will end up. Focusing on 
where you want to go improves your 
chances of avoiding trouble, and keep-
ing your eyes on the road ahead will 
help you stay the course. The same
can be true about many things in life, 
including sales. 

If you’re feeling unmotivated when it 
comes to sales, take stock of where 
your focus lies. Are you focusing on 
what you haven’t accomplished rather 
than on what you’d like to accomplish? 
Compare this to where your focus was 
when you were really motivated toward 
your goals. 

You might feel that the number of 
challenges has increased since you 
fi rst started toward those goals, or that 
things were more exciting when you 
launched your AMSOIL business. If you 
focus on those emotions, they will affect 
your motivation.

The good news is, improving your focus 
is not all that diffi cult. One of the quick-
est ways to build your focus muscles 
is to practice the 95/5 rule – spend 95 
percent of your time focusing on what 
you want and no more than 5 percent of 
your time on what you don’t want. 

For example, we all have fears. There’s 
an entire list of Dealer-specifi c fears 
(Fear Factors) in the Dealer Zone. Even 
those Dealers who appear to not fear 

anything have fears; it’s human nature. 
But, in sales as in life, spending a lot of 
time focusing on your fears is not going 
to help you get over them. It isn’t that 
you should be fearless, but rather that 
you should work on becoming strong 
and skilled enough to face and conquer 
your fears. Accomplish this by focusing 
95 percent of your time on things that 
will help you overcome your fears and 
reach your goals. Never allow yourself 
to spend more than 5 percent of your 
time focusing on the things that give 
you trouble. Rather than stewing over an 
upcoming presentation, take a public 
speaking class to help you overcome 
those nerves. Instead of worrying about 
the depth of your product knowledge, 
study to ensure you’re up to speed. Now 
instead of focusing on what you’re lack-
ing or what might need improvement, 
you’re focusing on making yourself bet-
ter and eliminating those old fears.

The 95/5 rule applies to your sales goals 
as well. Focus on where you want to 
go with your AMSOIL business rather 
than on the things that are holding you 
back. Spend 95 percent of your time on 
activities that will produce sales or new 
personal group members. Part of
that time could be spent studying
product details, networking,
following-up with current and
potential customers or on
training for you and your
personal group members.
Mix it up and be sure
you focus on a variety of
business-building activities
rather than just one or two
areas. Spending 85 percent
of your time on networking
will make you a great conver-
sationalist, but it won’t do much
for putting money in your pocket.

Start by reassessing your goals and 
making a plan for how to reach them. 
Once you’ve established a plan, you 
must act.

Here’s one additional tip for you. Focus 
5 percent of your time on what you must 
do and 95 percent of your time on enjoy-
ing the journey. We often hear, or utter, 
“I’ve got to,” “I must,” or “I have to.” If 
that sounds like you, consider chang-
ing your focus to how you can accom-
plish the things that need to be done 
and enjoy them along the way. You no 
longer “have to” make a presentation, 
you “get to.” (And hopefully a sale.) A 
change in attitude will make these tasks 
much easier to complete. For more tips 
on improving your focus, I recommend 
reading The Power of Focus by Jack 
Canfi eld, Mark Victor Hansen and Les 
Hewitt. 

Good Selling! 
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AMSOIL constantly monitors conditions in the lubrication industry in 
order to maintain its position at the forefront of the synthetics market.
The new Installer Program incorporates all the lessons learned from 
working with oil change specialists over the past 14 years along with 
new and revamped products and unlimited opportunities for Dealers.

Order YOUR new Installer Kit* (G250) Today!

Now is the time for every passenger car owner to

* Kit price – $8.00.
See page 12 for more
Installer Kit details.

5 – G3401

5 – G3404

5 – G1404

2 – G1001

G3400

5 – G3407

G3400 5 – G3402

G3413

5 – G3406G3376

MgznDlr_98896.indd   23MgznDlr_98896.indd   23 11/1/10   10:10 AM11/1/10   10:10 AM



PRSRT STD
US POSTAGE

PAID
AMSOIL

CHANGE SERVICE REQUESTED
Published 12 times annually

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

R

AMSOIL INC., 925 Tower Ave., Superior, WI 54880 • 715-392-7101 • Printed in U.S.A.
© 2010, AMSOIL INC. All rights reserved. The AMSOIL logo is a registered trademark of AMSOIL INC. www.amsoil.com NOVEMBER 2010

ISO 9001 CERTIFIED

WE HONOR

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

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. No minimum-quantity orders required.

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
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