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EMPOWER YOUR
BUSINESS WITH
EMPOWERKIT
Most customers preparing to make a purchase
research their options online first.
AMSOIL has partnered with Empowerkit to offer AMSOIL
Dealers a variety of outstanding website packages.
Empowerkit websites offer easy-to-use applications with
advanced features and professional design, providing
maximum online exposure and helping you compete in today’s
competitive online marketplace.
• Advanced, up-to-date website options that incorporate the
latest web technology
• Easy-to-manage sites for more effective website marketing
• Ability to edit and update your own content
• Content and image assets automatically updated and
provided by AMSOIL
• Support by phone, email and chat
• Library of educational webinars
• Expert help/assistance with set-up, editing and searchengine optimization
• Search-engine and mobile optimization
• Capabilities for social-media integration, lead generation,
embedding videos and blogs
• Reporting for Google Analytics™
Website Packages
A variety of website packages are available, ranging from a
basic online presence to a fully enabled, customizable website
that works to get you found.
Starter: Provides a basic online business presence. $2.50/mo.
Custom: Provides editing capabilities, free set-up and phone
support. $20/mo.
Managed: Provides editing capabilities, free set-up, phone
support and assistance making edits. $50/mo.
Pro: Designed to get Dealers ranked on Google and includes
many extra options for serious Dealers advertising their
businesses online. $170/mo.
SEO: Provides lead generation and includes more backlinks,
helping Dealers rank higher in Google searches. $320/mo.
Visit the Dealer Zone (Services>Dealer Websites>Digital
Marketing Program) for more information or go to
www.empowerkit.com/packages/amsoil to select a website option.
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THE COVER

Vehicle manufacturers are
turning to turbos for help
meeting consumers’ demand
for power and government’s
demand for fuel economy.
Turbocharger protection will
be an important lubricant
function for years to come.
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Alan Amatuzio
Co-President & COO

We have built our reputation on
quality. From day one, AMSOIL has
manufactured world-class synthetic
lubricants using top-shelf base oils
and additives. It has always been
and will always be about quality
for us. We have a rigorous qualitycontrol system designed to ensure
consistency in our products. When
we claim that Signature Series
Synthetic Motor Oil provides 75
percent more protection against
horsepower loss and wear than
required by a leading industry
standard*, we have to ensure that’s
true for every quart of Signature
Series 5W-30 we sell, anywhere
in the world. We couldn’t do that
if we didn’t adhere to strict quality
standards.
Our high standards also apply
to the raw materials we use to
manufacture our products. We have
longstanding relationships with
suppliers around the globe, and
each of them knows we are only
interested in their top-performing
base oils and additives.

Our devotion to quality and expertise
in formulating synthetic lubricants
result in premium products that you
can be proud to sell. They perform
as advertised. You can be confident
when our products are compared
to competing products – we are, as
you’ll see in this issue of AMSOIL
Magazine.
We’re also introducing the new
AMSOIL V-Twin Oil Change Kit. This
convenient new option provides
you with yet another opportunity
to make sales to bikers and retail
accounts. It comes with everything
needed to change the engine oil
in more than 400 different models
of Harley-Davidson** motorcycles.
Oil-change kits are popular with
powersports enthusiasts, and there
are few competitors for our new
V-Twin Oil Change Kit.
This issue also provides details
on the driving forces behind the
forthcoming diesel specification
changes and what you can expect
moving forward. You can expect a
certain amount of confusion as two

Dean Alexander
Co-President & CFO

new specifications will be released
rather than one, and only one of them
is backward-compatible. This offers
another opportunity for you to solidify
your position as an expert as you
educate the unaware and provide
sound guidance for your customers
and accounts moving into 2017.
You can also expect that we will
have advanced formulations
available that meet or exceed
the new requirements. We have
been working on new formulations
for months, and the early results
indicate our new diesel products
will deliver outstanding protection –
as you would expect.

Alan Amatuzio
Co-President & COO

Dean Alexander
Co-President & CFO

*Based on independent testing of AMSOIL Signature Series 5W-30, in ASTM D7320 as required by API SN specification.
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BOOST

PROFESSIONALISM

WITH AMSOIL

VEHICLE

GRAPHICS

• Affordable vinyl
graphics and installation
• Professional appearance

To help Dealers put their best foot forward, AMSOIL
has partnered with Lowen Color Graphics and 3M
to provide professional vinyl vehicle graphics and
installation to the AMSOIL Dealer network.

• Instant recognition as an
AMSOIL Dealer

AMSOIL graphics kits work to boost your credibility and
will apply to most makes and models of pickups, but
may fit other vehicles. Kits include all logos, stripes and
other graphics as pre-spaced vinyl decals.

• Co-op opportunities

VEHICLE GRAPHICS CO-OP PROGRAM

AMSOIL is supporting Dealers’ advertising efforts by
offering co-op support to T1-Certified Dealers who
apply AMSOIL vehicle graphics to their vehicles.
Qualified Dealers will be reimbursed for 50 percent of
the cost of materials and installation, up to $1,000.
For more information and full co-op details,
navigate to the Vehicle Graphics page in the
Dealer Zone (Business Tools>Advertising)
or see the AMSOIL
Vehicle Graphics
Program brochure
(G3064).

• Attract more business

PRICES
Why must AMSOIL corporate up-charge
Dealers for trade show displays and
banners? I would think that you would want
us to look as professional as possible.
There is absolutely no reason to be
charging those prices for something that I
can personally get made for half the price.
It is not only the display booths or tents
that I am referring to. The banners are $30
more expensive ordering through you rather
than having my local guy make them up.
Now I don’t know about you, but when I
order in bulk, I get a much better offer. I
can understand breaking even on these
items, but making a profit off us Dealers for
advertising is poor business practice.
Most of the clothing is overpriced. For
what it costs me to order ONE shirt and
have it shipped to me, I can have three
made locally. This is why I do not purchase
clothing or merchandise from corporate.
I personally have retail accounts that
are furious with the corporate practices.
It is the small mom and pop operations
that provide a continued loyalty base to
promote the AMSOIL product. When they
get treated like trash, they leave and go to
our competitors. They don’t do this for the
product benefits. They do it because they
feel disrespected.
Everyone wants to reward their most
productive customers and that is
understandable. But loyalty is where
sustainability is found. How are we to know
who our next big customer is going to be?
It very well could be that small shop. Yet,
AMSOIL feels the need to only reward the
big fish instead of supporting the little guy.
I will remain a Dealer only for the product
you offer, not for the support you give us
little guys. Times are tough for everyone.
Don’t you feel it’s time to start pricing merchandise accordingly? I do a lot of shows
and don’t make enough profit to warrant
buying your overpriced advertising displays.

Unsigned
AMSOIL: While we normally wouldn’t
answer a letter from a Dealer who doesn’t
attach his or her name to it, we’ll address
your issues for the benefit of all Dealers.
This company has always been about
supporting the little guy. The prices of our
promotional materials reflect artwork, labor,
development and inventory costs, as well
as a minimum quality standard. To ensure
durability, long life and a professional
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appearance, our trade show assets
(tents, table covers, exhibit wall) feature
heavy-duty framework, professional-grade
materials and high-quality imprinted
AMSOIL logos. The prices for assets of
this quality with all the AMSOIL branding
would be very high for an individual Dealer
purchase. To increase Dealer access to
these professional materials, we offer them
at cost. The prices are based on a bulk
purchase that reflects our product cost
and shipping. Our high-quality banners
are also affordably priced, with the most
expensive one priced at $33 U.S./$43.90
Can. If, as you state, they are $30 more
expensive than ordering through your local
guy, we would question the quality of what
your local guy offers. Across the board, we
strive to offer Dealers high-quality clothing
and promotional items at a fair price. While
we understand Dealers may have access
to less-expensive alternatives, we urge
you to take a close look at quality before
making a purchase.
We offer attractive benefits for both small
and large retail accounts. A minimal
$300 ($400 Can.) order qualifies any
retail account for free shipping, a free
retail merchandising kit (new accounts
only) and a free listing on the AMSOIL
Locator, while its servicing Dealer receives
60 percent co-op assistance on select
merchandising display units. For more
information, see the Retail Merchandising
Kit Sell Sheet (G3375) and Merchandising
Display Co-op Program Guidelines
(G3271) in the Dealer Zone (Business
Tools>Literature>Dealer Literature).

AMSOIL: Our ordering system is currently
unable to accommodate standing orders,
but your suggestion has been noted for
possible future implementation. The Retail
Catalog (G100, G300) is normally published every April and October. Dealers
would be wise to account for this schedule
when ordering catalogs. In a rare exception,
we are including the catalog in the September issue of AMSOIL Magazine rather
than in the October issue this year due to
the U.S. price adjustment effective Aug. 1.
Updated catalogs will be available as soon
as possible. The catalog will not be revised
again in October. An announcement will
be posted in the Dealer Zone when the
updated catalogs become available.

AMSOIL DUNE BUGGY
We got some free advertising in the March/
April issue of Sand Sports Magazine.
AMSOIL isn’t mentioned in the text about my
dune buggy, but my AMSOIL flag is in all
the photos. I’m proud to be using AMSOIL
Premium Protection 20W-50 Synthetic Motor
Oil (ARO) in the Corvair* power-plant and
AMSOIL Severe Gear® 75W-90 Synthetic
Gear Lube (SVG) in the Corvair transaxle.
Respectfully,

Steve and Jane Hart

RETAIL CATALOGS
I always like to have a few current copies
of the Factory Direct Retail Catalog to
hand out to potential customers. I run
into a problem when I order catalogs,
expecting to receive what I think will be
the newly produced current catalog, and
instead receive catalogs dated seven
months ago, and then, the following
month, receive AMSOIL Magazine with the
newest Retail Catalog enclosed.
Could AMSOIL establish a system for a
“standing order” for X number of catalogs
for a Dealer, to be billed to the Dealer’s onfile credit card and mailed out to the Dealer
as soon as they become available? This
would ensure Dealers have the most current Retail Catalogs on-hand to distribute.

Kevin Larkin

AMSOIL: Thank you for sharing this. Your
buggy is one awesome-looking machine,
and we’re glad to hear you’re protecting it
with AMSOIL products.
Email letters to:
letters@amsoil.com
Or, mail them to:
AMSOIL INC.
Communications Department
Attn: Letters
925 Tower Avenue
Superior, WI 54880
Letters are subject to editing for length
and clarity; please include your name,
address and phone number.

*All trademarked names and images are the property of their respective owners and may be registered marks
in some countries. No affiliation or endorsement claim, express or implied, is made by their use. All products
advertised here are developed by AMSOIL for use in the applications shown.

T E C H

TA L K

Arming Dealers with world-class
products starts in the AMSOIL
mechanical lab
Every day we gain insight that drives product development.

Dan Peterson | VICE PRESIDENT, TECHNICAL DEVELOPMENT
The AMSOIL mechanical lab opened
about three years ago, and since then
it’s become the nerve center of the
company. I admit to sneaking away
from my desk whenever possible to
see what’s going on in the lab. Its three
state-of-the-art dyno cells give us the
flexibility to test lubricants in all types
of equipment operating in all types of
conditions. Ultimately, the mechanical
lab helps us develop lubricants
that solve problems other lubricant
manufacturers may not even be aware
of, which positions you as an expert
and helps you sell more oil.
Along with a library of engine parts,
we’ve accumulated a growing body of
knowledge over the past three years
that’s guiding product development.
One example involves handheld twostroke equipment. We’ve been telling
you for a while that two-stroke engines
are becoming more sophisticated and
more challenging to oil. What we’ve
seen in the mechanical lab offers
striking confirmation. Would you believe
a modern two-stroke string trimmer,
using an engine you can cradle in the
palm of your hand, produces higher
spark-plug temperatures than a highperformance two-stroke snowmobile?
These elevated temperatures – up to
550ºF – can wreak havoc on engine
parts, as the images show.
To meet today’s strict emissions
requirements, some modern two-stroke
equipment is designed to run on a
mixture that uses more air and less gas/
oil. This way, the engine creates fewer
harmful emissions; however, burning
more air results in a hotter, more intense
environment. And we’ve seen firsthand
what happens when the oil or engine
components can’t handle this stress.

Inadequate oil lubricity/bad design resulted
in the hammered spots on this wrist pin.

Notice how the wrist pin pictured from a
two-stroke string trimmer lubricated by a
competitor’s oil appears hammered and
contains flat spots. In these engines, the
upper rod bearing is inherently difficult
to lubricate, and the extreme heat only
makes the situation worse. If motor
oil quality isn’t spot-on, the wrist pin
bearing can easily fail, ruining the wrist
pin and, ultimately, the engine.

This wrist
pin bearing
couldn’t
stand up to
the severe
conditions
of our test.

This wrist pin bearing from a twostroke trimmer engine lubricated by a
competitor’s oil offers another example.
The bearing cage broke, causing one
of the needle bearings to fall out and
the engine to fail. In this instance, we
concluded the oil wasn’t at fault – the
bearing simply wasn’t strong enough to
withstand the severe conditions of our
test, which is designed to simulate realworld conditions. This raises questions
about engine quality in some of the
equipment we’re testing. Let’s face
it – we live in a disposable culture, but
is component quality in some engines
and equipment too poor to stand up to
the intense operating conditions we’re

*All trademarked names and images are the property of their respective owners and may be registered marks
in some countries. No affiliation or endorsement claim, express or implied, is made by their use. All products
advertised here are developed by AMSOIL for use in the applications shown.

seeing today? In another instance, we
had to design and fabricate our own
crankshaft seals on four-stroke small
engines since the stock seals leaked
so badly we couldn’t perform our tests.
How properly formulated synthetic
lubricants help solve problems with
engines and equipment is a topic we’re
pursuing every day.
The automotive market offers more
interesting insight. We’re studying what
causes accelerated oil degradation
at the end of a lubricant’s life. We’ve
seen in the field that motor oils maintain
viscosity and resist oil consumption
consistently for thousands of miles
(or hours). Suddenly, however, the
viscosity will increase sharply along
with a corresponding increase in oil
consumption. An increase of one
viscosity grade typically means it’s time
to change the oil. This is sometimes
due to a number of different formulation
variables, including base oils losing
their natural ability to fight oxidation.
Sometimes the total base number
can drop precipitously, often due to
contaminants blowing by the piston
rings and entering the oil sump.
By ramping up severity and precisely
controlling temperature, engine load
and other operating conditions in the
mechanical lab, we’ve been able to
greatly accelerate this process, which
allows us to study the phenomenon
more closely and develop solutions
faster. In this way, we can anticipate
challenges sooner and bring lubricants
to the market that solve them before the
competition.
This positions you as an expert with
your customers and helps you make a
few more dollars in the process.
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LEADING THE FIELD IN
DEPOSIT PROTECTION

AMSOIL Signature
Series Synthetic
Motor Oil protects
against harmful
deposits on
turbochargers
4X better than
Mobil 1® Extended
Performance and
3.6X better than
Royal Purple® in
industry-standard
testing*.

35

Turbochargers push more air into the
engine’s combustion chamber,
providing better fuel economy and
performance but also creating
intense engine temperatures.
They often operate above 150,000
rpm on exhaust gases exceeding
1,000°F. These extreme
conditions cause some motor oils
to break down and solidify into
harmful deposits.

Mobil 1® Extended Performance 5W-30

7.0

Royal Purple® API 5W-30

5

25.4
AMSOIL Signature Series 5W-30

Total Deposit Weight (mg)

10

THE TURBOCHARGER TRADE-OFF

28.2

25

15

The push toward smaller, fuel-efficient,
yet powerful engines has driven the
development of several key technologies.
Gasoline direct injection (GDI) and turbochargers are now common features of
passenger cars and light trucks. By 2020,
industry experts predict that nearly every
new vehicle will feature GDI technology,
and the vast majority will be turbocharged.
While these advanced technologies
enhance performance, they also present
serious challenges to motor oil.

TEOST 33C Test Results

30

20

Testing proves AMSOIL Signature Series 5W-30 Synthetic
Motor Oil provides more complete protection against damaging
deposits than its competitors.

Vehicle manufacturers have long
recommended different service
intervals based on “normal”
or “severe” driving conditions.
Turbocharged vehicles are
automatically included in the
severe service category due to
the extreme heat they generate.
Motor oil with unique properties is
required to combat the effects of
intense temperatures.

0

PROOF OF PROTECTION
The independent, third-party lab
results show AMSOIL Signature
Series 5W-30 held deposits to well
under the 30 mg limit recommended
by vehicle manufacturers.

*Based on independent, third-party testing of
AMSOIL® Signature Series 5W-30, Mobil 1® Extended
Performance 5W-30 and Royal Purple® API 5W-30 in
the ASTM D6335 bench test required by the API SN
Resource Conserving specification. For full test details
visit www.amsoil.com/depositprotection.

AMSOIL Signature Series 5W30 Synthetic Motor Oil was tested
against two competing brands
to determine its level of protection
against deposit formation in high-heat
applications.
The TEOST 33C test (ASTM D6335)
is an industry-standard bench test
that simulates turbocharger operating
conditions. According to the American

**Based on independent testing of AMSOIL
Signature Series 5W-30, in ASTM D7320 as
required by API SN specification.
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SIGNATURE SERIES 5W-30
SYNTHETIC MOTOR OIL
Protects against harmful deposits on
turbochargers 4X better than Mobil
1 Extended Performance and 3.6X
better than Royal Purple, and provides
75 percent more protection against
horsepower loss and wear than required
by a leading industry standard**.

Society for Testing and Materials (ASTM),
it is “designed to predict the high
temperature deposit forming tendencies
of an engine oil.” To meet the API SN
Resource Conserving and ILSAC GF-5
motor oil specifications that are often
recommended by vehicle manufacturers,
a 5W-30 motor oil must limit total deposit
formation to 30 mg or less.
AMSOIL Signature Series 5W-30
Synthetic Motor Oil held the total weight
of deposits to 7 mg, well under the 30 mg
limit required by the API and ILSAC, while
Royal Purple® API 5W-30 and Mobil 1®
Extended Performance 5W-30 came in
just under the limit at 25.4 mg and 28.2
mg respectively. Signature Series 5W30 Synthetic Motor Oil protects against
harmful deposits on turbochargers
4X better than Mobil 1® Extended
Performance and 3.6X better than Royal
Purple® in industry-standard testing*.

NEW GREASE
GUN KIT
The new AMSOIL Deluxe Grease Gun Kit
(GLCGN) provides improved performance and
added functionality, making the job of greasing
equipment even easier.
• Develops up to 3,500 psi, ensuring grease is
adequately applied to the application
• Improved pumping performance
• Two convenient grease-distribution options
(flexible hose and rigid pipe). The pistol-grip
design and rigid hose allow one-handed
grease application, while the flexible hose
eases access to hard-to-reach locations.
• Two head ports for increased flexibility and comfort
• Plastic tip cover protects against debris
• Easy-to-use plunger simplifies loading
The previous AMSOIL Grease Gun Kit
(GLCKT) is discontinued.
AMSOIL Deluxe Grease Gun Kit
			
Stock #
Units
Pkg./Size

Wt.
Lbs.

Comm.
Credits

U.S.
Wholesale

U.S.
MSRP

Can.
Wholesale

Can.
MSRP

GLCGN

2.0

19.85

27.95

38.90

37.05

51.55

EA

(1) Grease Gun Kit

AMSOIL Synthetic Multi-Purpose Grease (GLC3P) and Water-Resistant
Grease (GWR3P) are available in convenient 3-oz. cartridge sizes for use with
the AMSOIL Grease Gun.
Synthetic Multi-Purpose Grease
NLGI #2, GC/LB
• Ideal for heavy- and light-duty applications, including automotive wheel bearings
• Reduces friction and wear for outstanding equipment performance and long life
• Keeps components running clean and trouble-free
• Helps reduce maintenance and downtime, even in severe operating conditions

Synthetic Water-Resistant Grease
NLGI #2, GC/LB
• Ideal for vehicles and trailers frequently exposed to water, mud, snow and ice
• Effectively stays in place and protects components during prolonged exposure to
standing or pressurized water
• Seals metal surfaces and chemically fights corrosion
• Protects components from metal-to-metal contact, even under heavy loads

AUGUST 2016 |
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CHANGES IN THE DIESEL MARKET
Diesel engine technology must deliver reduced emissions and improved fuel economy without sacrificing power.

Federal regulations are dictating that
medium- and heavy-duty diesel vehicles
must reduce fuel consumption and
greenhouse gas emissions 15 percent
by model year 2018, driving major
changes in the diesel world. The API
CJ-4 specification that has represented
the standard for diesel oil performance
for the past decade will soon give way
to new specifications that will evolve
with diesel technology to help ensure
manufacturers meet federal mandates.

API CK– 4
BACKWARD-COMPATIBLE

API FA– 4
NOT BACKWARD-COMPATIBLE

Two Specifications Replace CJ-4
Initially labeled Proposed Category 11
(PC-11) in its working stages, the new
API specification has been split in two
(API CK-4, FA-4) to accommodate the
different requirements of older and newer
engines. Both specs focus on drastically
reducing emissions and improving fuel
economy, while providing increased
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engine-protection benefits through
improvements in oxidation stability,
shear stability and resistance to aeration.
Engine oils meeting the new specs will
begin launching Dec. 1, 2016.

What are the Differences Between
API CK-4 and API FA-4?
API CK-4
Designed for current
model-year and older
diesel engines, API
CK-4 oils will offer
greater protection
and performance
benefits over API CJ-4 oils. CK-4 oils will
be backward-compatible with CJ-4 oils
and will be recommended in all applications specifying CJ-4 (and prior) specifications. In addition to the traditional
15W-40 viscosity grade, CK-4 will offer
lower-viscosity options to enhance fuel
economy benefits, including 10W-30,
5W-40 and 5W-30.
• Designed for current model-year and
older diesel engines
• Backward-compatible with API CJ-4
(and prior) oils
• Offers traditional viscosity grades of
15W-40, 10W-30, 5W-40 and 5W-30

API FA-4
Introduced for 2017
and newer diesel
engines designed to
meet new emissions
standards, API FA-4
is a new category of
lower-viscosity oils. It was created to further improve fuel economy and reduce
emissions, while delivering the same
enhanced protection and performance
benefits of CK-4.
API FA-4 oils will be formulated to further
improve fuel economy in two ways: lower
viscosity and reduced high-temperature/
high-shear viscosity (HTHS). While the
diesel lubricant market has traditionally
been dominated by 15W-40 oils, FA-4
will primarily feature 10W-30 oils. In addition, because lower HTHS numbers are
linked with improved fuel economy, the
minimum HTHS for FA-4 is lower (2.9)
than the minimum HTHS for CK-4 (3.5).
• Designed for certain 2017 and newer
diesel engines
• Not backward-compatible
• Designed to improve fuel economy
and reduce emissions
• Primarily features 10W-30 viscosity grade

*All trademarked names and images are the property of their respective owners and may be registered marks
in some countries. No affiliation or endorsement claim, express or implied, is made by their use. All products
advertised here are developed by AMSOIL for use in the applications shown.

AMSOIL Prepared for Change
AMSOIL Dealers can be wellassured that we will be ready
for the implementation of the
new diesel specifications
with top-performing synthetic
formulations. Details will be
unveiled in upcoming issues of
AMSOIL Magazine.

INCREASED PROTECTION THROUGH API CK-4/FA-4
Bore Polish
10

Shear Stability

New Test Requirements
In order to meet federal
regulations, original equipment
manufacturers (OEMs) are
relying on engine designs
that produce ever-increasing
operating temperatures.
The new API CK-4 and FA-4
specifications introduce new
shear-stability requirements to
minimize viscosity loss, as well
as two new and updated tests
to ensure additional protection
benefits in the areas of oxidative
stability and aeration resistance:
New Mack T13 Test
Measures oil oxidation under the
higher temperatures common with
modern engines

6

4

2
0

Corrosion

Soot Thickening

After-treatment
Compatibility

New CAT Aeration Test
Replaces the Engine Oil Aeration
Test (EOAT), which used hardware
that isn’t available anymore
The rest of the tests carry over
from API CJ-4.

Abrasive Wear

8

Piston Deposits
Oxidative Thickening

API CI-4

API CI-4+

API CJ-4

New CK-4/FA-4
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DEALER ACTION PLAN
• The V-Twin Oil Change Kit is perfect
for retail sales. Point out to your retail
accounts that they earn higher profits
selling one kit compared to all the
pieces individually.
• Sell bikers on the convenience and
savings of buying one kit versus
buying everything separately.
They can buy everything from you
instead of making multiple trips to a
dealership or powersports shop.
• Tie the benefits of AMSOIL Synthetic
V-Twin Motorcycle Oil to what bikers
value most: protection against
wear and extreme heat.
• Sell the excellent performance of
AMSOIL Ea Motorcycle Filters compared to conventional filters, including
higher efficiency and greater capacity.

APPLICATIONS

Fits the following Harley-Davidson Models*:
DYNA
Dyna Fat Bob, including CVO models:
2008-2014, 2016; Dyna Low Rider,
including Convertible and S models:
1999-2016; Street Bob: 2006-2016;
Super Glide, including CVO, Custom,
Police, Sport and Anniversary models:
1999-2014; Switchback: 2012-2016;
Wide Glide, including CVO models:
1999-2016
TOURING
Electra Glide, including Classic,
Standard and Police models: 1999–
2013; Electra Glide Ultra Classic,
including CVO, Anniversary and Low
models: 1999-2016; Road Glide,
including Custom, CVO, Anniversary,
Special and Ultra models: 1999-2016;
Road King, including Classic, CVO,
Custom, Anniversary and Police models:
1999-2016; Street Glide, including CVO
and Special models: 2006-2016; Ultra
Limited, including Anniversary, CVO and
Low models: 2010-2016
SOFTAIL
Blackline: 2011–2013; Softail Breakout,
including CVO models: 2013–2016;
Convertible, including CVO models:
2010-2012; Cross Bones: 2008-2011;
Custom: 2007-2010; Deluxe, including
CVO models: 2005-2016; Deuce,
including CVO models: 2000-2007; Fat
Boy, including CVO, Lo, Anniversary
and S models: 2000-2016; Heritage,
including Classic models: 2000-2016;
Heritage Springer, including Classic
models: 2000-2007; Night Train: 20002009; Rocker, including Rocker C
models: 2008-2011; Slim, including S
models: 2013-2016; Springer, including
CVO models: 2000-2009; Standard:
2000-2009, 2014-2015

NEW AMSOIL V-TWIN OIL
CHANGE KIT OFFERS
MAXIMUM CONVENIENCE
Launching Aug. 8 at Sturgis, the AMSOIL V-Twin Oil Change Kit (HDCK)
combines everything needed to perform an AMSOIL oil change on most
1999-2016 Harley-Davidson* motorcycles in one convenient package.
• (4) quarts of AMSOIL 20W-50 Synthetic V-Twin Motorcycle Oil (MCV)
• (1) chrome AMSOIL Ea® Motorcycle Oil Filter (EaOM134C)
• (1) O-ring for the drain plug
The kit allows Dealers to offer everything bikers need to perform an oil change
in one package for maximum convenience. Although the kit price is the same as
buying four quarts of 20W-50 Synthetic V-Twin Motorcycle Oil and an Ea Motorcycle
Oil Filter, it includes the O-ring free-of-charge, saving bikers time and money. In
addition, retail accounts earn higher profits selling an AMSOIL V-Twin Oil Change Kit
at MSRP than they do selling items individually, which helps you increase retail sales
by offering retailers an incentive to carry these kits.
Kits are currently available with 20W-50 Synthetic V-Twin Motorcycle Oil and a
chrome Ea Motorcycle Oil Filter as the only oil and filter options. The chrome version
of the filter is more popular than the black version, so the kit should satisfy most
customers. Because kits are prepackaged, substitutions are not allowed.
V-Twin Oil Change Kit
			
Stock #
Units
Pkg./Size

Wt.
Lbs.

Comm.
Credits

HDCK

10.0

35.67

EA

1 kit

U.S.
Wholesale

51.70

U.S.
MSRP

69.80

Can.
Wholesale

Can.
MSRP

68.80

92.80

TRIKE
Freewheeler: 2015–2016; Street Glide:
2010–2011; Tri Glide Ultra: 2009–2016
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* Harley-Davidson owns the trademark rights to Harley-Davidson and the motorcycle models listed.
No affiliation or endorsement claim, express or implied, is made by their use.
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STRENGTHEN YOUR BUSINESS
WITH HIGH-QUALITY DEALERS
In the early days of AMSOIL, the only two ways Dealers could grow their businesses were through personal retail
sales and registering new Dealers. Since the inception of the Dealer business opportunity, AMSOIL has continued
to work hard to give Dealers a variety of tools and programs to help them grow their AMSOIL businesses.

The Dealer opportunity has evolved
with the market through the years.
When it comes to vehicle maintenance,
the market is transitioning from do-ityourself (DIY) to do-it-for-me (DIFM),
leading AMSOIL Dealers to take on a
role that more closely resembles that of
a traditional oil distributor. This means, in
addition to providing personal attention
to Dealers, customers and commercial
accounts, it’s imperative Dealers
provide more service to their retail
accounts, making sure they’re stocked
with appropriate AMSOIL products,
displaying adequate signage and
participating in the programs for which
they qualify.

Registering New Dealers
Key to Growth
Few things will have as great an impact
on your business as finding and training
quality new Dealers to duplicate your
efforts.

Think Different
The growing and changing demands
of the market require today’s Dealers to
approach the business a little differently.
In the past, consumers who wanted
synthetic oil had few choices and many

of them were willing to overcome minor
inconveniences to obtain top-quality
AMSOIL products. Today, consumers
seeking synthetic oil have several choices
and can readily access any number
of them at nearby stores and shops.
AMSOIL Dealers who work a day job
during normal business hours can’t
always call on local repair shops or parts
stores when a decision-maker is present.
Finding new Dealers who are available to
do so is key.
“If you work during the day and can’t
get out to find new accounts or visit your
existing accounts at an opportune time,
find someone who can,” said AMSOIL V.P.
Dealer Sales and Service Bryce Malone.
“People who work swing shifts or regularly
have weekdays off are perfect examples.
Finding new Dealers like that who can
match your enthusiasm for building a
business will have a significant impact on
your Dealership – and your commissions.”
Online shoppers are also a key group
to consider that did not exist 40 years
ago. “If you aren’t Internet-savvy, find
someone who is and work together to
improve the businesses of your whole
sales team,” said Malone. Building a
diversified sales team is part of building

a diversified business. Dealers who work
multiple programs and build a balanced
business find greater success and
stability than those who do not. Similarly,
Dealers who register new Dealers whose
strengths complement the registering
Dealer’s weaknesses help ensure their
businesses are successful in multiple
business climates.

Clone Yourself
Finding Dealers whose strengths lie
where yours do not is important, but
there’s nothing wrong with finding more
Dealers just like you – passionate, driven,
enthusiastic and dedicated. If you’re a
successful Dealer and you find someone
who can duplicate your efforts, it makes
good sense to bring him or her onboard.

Seek Active People
People who are active in their
communities and enjoy meeting others
have more potential to create their own
networks. Not only are they more likely to
find and register other motivated Dealers
to join your team, they may have business
contacts within the community who are
interested in carrying or using AMSOIL
products.

AUGUST 2016 |
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Undiscovered American Muscle
Car Craft Summer Nationals heat up in Milwaukee.

Whether you’re into souped-up hot rods
or good old American muscle, you were
sure to be pleased by the 2016 Car Craft
Summer Nationals in Milwaukee in mid-July.
The annual event is one of the largest auto
shows in the United States, with more than
3,000 cars and 25,000 car enthusiasts
packing the Wisconsin State Fair Park.
The show featured plenty of show-andshine displays, but it also put the cars into

DEALER IMPACT
Our sponsorship of the Car Craft Nationals successfully builds brand awareness
among automotive enthusiasts, presenting
outstanding opportunities for AMSOIL
Dealers. Along with the 25,000 enthusiasts who attended the Car Craft Nationals
in-person, millions more are exposed to
AMSOIL branding through the 18 publications that covered the event in print, on
the web and through social media, including Car Craft, Hot Rod, Engine Masters,
Mopar Muscle, Mustang Monthly and
Super Chevy.
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action with a drifting exhibition and races
around the event’s autocross track.
AMSOIL turned heads after signing a
three-year agreement to be the event’s
Official Oil partner. To go along with
the company’s large set-up, which
featured a 1955 Chevy Bel Air* built by
Fritz Reich of Menomonee Falls, Wis.,
AMSOIL also partnered with Car Craft
Magazine to be the presenting partner of
the Undiscovered Builders Program. The
program put the spotlight on some of the
great hobbyists who might be looking at
building cars on a full-time basis.
“The Summer Nationals present such a
diverse collection of cars and enthusiasts,”
said AMSOIL Race and Events Manager
Jeremy Meyer. “The event is all about highlighting and mixing horsepower and beautiful builds from an era that was rich in both.”
Car Craft is part of the Hot Rod Network
and reaches more than two million readers
each year. For a closer look at how
AMSOIL was involved in this year’s event,
visit www.amsoilracing.com.

O

B

N THE

X

WITH JEREMY MEYER

Seven winners in seven nights.
Some might call it parity; I simply
call it good racing, and that is
exactly what the USAC Indiana
Sprint Weeks featured this year.
USAC fans haven’t witnessed
seven different winners during
Sprint Week since 2001, the only
other time it has happened in 29
years of racing. The week is the
most grueling stretch of racing
for AMSOIL Sprint Car drivers,
and it often allows the eventual
season champion to pick up a lot
of momentum in a short period
of time. This year, with so many
contenders, the points race is
cloudy at best, and that will make
for some great racing over the
next few months.
AMSOIL drivers are right in the
middle of it all, with Brady Bacon
taking the Sprint Week title and
heading into the final months in
the lead over a stacked field that
includes Robert Ballou, Chase
Stockton and Chad Boespflug.

*All trademarked names and images are the property of their respective owners and may be registered marks
in some countries. No affiliation or endorsement claim, express or implied, is made by their use. All products
advertised here are developed by AMSOIL for use in the applications shown.

Home Cookin’
TORC unveils a new track in Minnesota.

The TORC Series presented by AMSOIL
enjoyed a weekend full of firsts as the
circuit headed to Elk River, Minn. in midJuly, and everyone from the fans to the
drivers walked away inspired.

After winning Saturday’s Pro 4 race, CJ
Greaves agreed. “Hats off to all of the
crew at ERX and everyone who worked
their butts off to put this track together.
It’s one-of-a-kind.”

New Track

New Class

After years of planning, ERX Motor
Park opened its gates to the off-road
community for the first time with a track
designed to match a driver’s talent with
his 900-horsepower race truck. The
venue featured fan-friendly seating,
as well as long, sweeping turns, huge
fall-away jumps and even a washed-out
sand section that featured a racy splitlane challenge. Despite having only one
race weekend under its belt, the track
has quickly rivaled TORC mainstays like
Crandon and Bark River.

When not hosting a major off-road race,
ERX is home to UTV and car racing
(called Beatercross) in the summer, as
well as a top test facility for many top
snocross teams. As ERX unleashed its
new course to the world, Pro UTV racing
was also introduced to the TORC lineup.

“ERX is a game-changer for off-road
racing, not just in the Midwest, but from
coast to coast,” said Meyer. “There has
not been a new track built in short-course
that has been so fan- and driver-friendly.”

The new UTV classes include Pro Stock
and Pro Modifieds, and will race in Bark
River July 30-31 and Crandon on Labor
Day Weekend. Jason Luburgh took the
first UTV checkered flag at ERX.

New Winner
Andrew Carlson has more knowledge of
the new ERX track than any other driver.
That’s in large part because it was built
by his father, Chris Carlson, and his

business partner, Todd Plaisted, while
the Carlson Motorsports facility is nestled
inside the ERX venue.
Carlson had been chasing his first Pro
Lite win for two seasons. While he has
steadily improved, racing on his home
track in front of his hometown fans and
family gave Carlson enough adrenaline
to break through to the top of the box
with a commanding win.
“I don’t even know what to say,” said an
emotional Carlson after his win. “Everyone
on our team has worked so hard; I know
how much work went into making this
race happen. Travis (Dinsmore) kept me
honest. In my dreams, this is the kind of
race I wished for. Hats off to my guys;
they were awesome.”
You can catch all the TORC action on
Thursday nights on Fox Sports 2. The
2016 season will culminate with the
annual AMSOIL Cup race in Crandon,
Wis. on Sept. 4.

DEALER IMPACT
Through our sponsorship of the TORC
Series, we have created significant brand
awareness and loyalty in the off-road community. According to a survey of TORC
fans, 53 percent use AMSOIL products in
their vehicles and equipment, including 52
percent in a car, SUV or van; 37 percent in
a truck and 34 percent in an ATV.

*All trademarked names and images are the property of their respective owners and may be registered marks in
some countries. No affiliation or endorsement claim, express or implied, is made by their use. All products advertised
here are AMSOIL-engineered for use in the applications shown.
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MONTHLY LEADERS

The AMSOIL Dealer Hall of Fame, full AMSOIL business category descriptions and top 20 monthly
leaders can be found in the Dealer Recognition area under the Services menu in the Dealer Zone.

Dave M. Mann
Bill & Donna Durand
Wisconsin

Michigan
7-STAR

REGENCY PLATINUM
DIRECT JOBBER

7-STAR

REGENCY PLATINUM
DIRECT JOBBERS

FIRST
Total Organization
SECOND
Personal Group Sales
HALL OF FAME

4-STAR

SIXTH
New Qualified Customers

SEVENTH
Personal Group Sales

Carol H. Bell

3-STAR

Texas
5-STAR

Colorado
SECOND
Commercial Account Sales

Vijay Parany
Ontario

EIGHTH
Total Organization

REGENCY PLATINUM
DIRECT JOBBER

NINTH
Commercial Account Sales

Victor & Linda
Sorlie

5-STAR

REGENCY PLATINUM
DIRECT JOBBERS

NINTH
Total Organization
FIFTH
Personal Group Sales
SECOND
Retail Account Sales

David B.
Richardson
EXECUTIVE DIRECT
JOBBER

THIRD
Commercial Account Sales

Thomas R. Weiss
North Dakota
REGENCY PLATINUM
DIRECT JOBBER

1-STAR

TENTH
Commercial Account Sales
EIGHTH
Retail Account Sales

Peter U. Klossner

James J. Allen
Ohio
REGENCY GOLD
DIRECT JOBBER

FOURTH
Commercial Account Sales

John & Dianne
Moldowan
Alberta
REGENCY GOLD
DIRECT JOBBERS

THIRD
Retail Account Sales

Darren Kohls

British Columbia

Alberta

MASTER DIRECT JOBBERS

EXECUTIVE DIRECT
JOBBER

EXECUTIVE DIRECT
JOBBER

SEVENTH
Retail Account Sales

NINTH
Retail Account Sales

TENTH
Retail Account Sales

Texas

16

REGENCY PLATINUM
DIRECT JOBBER

Ohio

DIRECT JOBBER

THIRD
Total Organization

Wisconsin

South Dakota

Kirk Olson

REGENCY PLATINUM
DIRECT JOBBERS

Ray & Kathy Yaeger

Ches & Natasha Cain

SEVENTH
Total Organization
THIRD
Personal Group Sales

Tennessee

SECOND
Total Organization
FIRST
Personal Group Sales

NINTH
New Customer Sales

REGENCY PLATINUM
DIRECT JOBBERS

George & Shirley
Douglas
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MAY 2016
Thomas & Sheila Shalin
Georgia
4-STAR

REGENCY PLATINUM
DIRECT JOBBERS

FOURTH
Total Organization
Personal Group Sales
New Customer Sales
SECOND
New Qualified Customers

Robert L. Ayr
Massachusetts
REGENCY DIRECT
DIRECT JOBBER

TENTH
Total Organization
NINTH
Personal Group Sales

Greg & Joan
Desrosiers

Sherree Schell

Leonard & Marcie
Pearson

Idaho

Washington

4-STAR

REGENCY PLATINUM
DIRECT JOBBER

5-STAR

REGENCY PLATINUM
DIRECT JOBBERS

SIXTH
Total Organization
EIGHTH
Personal Group Sales

FIFTH
Total Organization

Michael H. Ellis

Robert & Carolyn
Geyer

Michigan
5-STAR

California

REGENCY PLATINUM
DIRECT JOBBER

REGENCY DIRECT
JOBBERS

SIXTH
Personal Group Sales
FIRST
Retail Account Sales

FIRST
Commercial Account Sales

Alberta

Wesley & Marla
Stauffer

3-STAR

Pennsylvania

North Carolina

EXECUTIVE DIRECT
JOBBERS

PREMIER DIRECT JOBBER

REGENCY PLATINUM
DIRECT JOBBERS

FIFTH
Commercial Account Sales
SECOND
New Customer Sales

Douglas Huculak
Saskatchewan
REGENCY GOLD
DIRECT JOBBER

FOURTH
Retail Account Sales

Michael J. Mathe

James Brown

EIGHTH
Commercial Account Sales

SIXTH
Commercial Account Sales

Daniel & Judy Watson

David G. Douglas

Florida

Michigan

2-STAR

EXECUTIVE DIRECT
JOBBER

REGENCY PLATINUM
DIRECT JOBBERS

SIXTH
Retail Account Sales

FIFTH
Retail Account Sales

Kent & Trudy
Whiteman

Tennessee

Utah

John A. Cameron

REGENCY SILVER
DIRECT JOBBER

7-STAR

California

FIRST
New Qualified Customers
THIRD
New Customer Sales

REGENCY PLATINUM
DIRECT JOBBERS

MASTER DIRECT JOBBER

SEVENTH
New Qualified Customers

FOURTH
New Qualified Customers
FIFTH
New Customer Sales
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Bruce & Diane
Adams

Richard Day

Kurt Easum

Indiana
DIRECT JOBBERS

EIGHTH
New Qualified Customers

John S. Miller
Arizona
DIRECT DEALER

SIXTH
New Customer Sales

Kansas

Washington

DIRECT JOBBER

MASTER DIRECT JOBBER

NINTH
New Qualified Customers

TENTH
New Qualified Customers

Donald & Patricia
Soule

David L. Huff

Massachusetts

North Carolina

DIRECT DEALERS

DIRECT JOBBER

TENTH
New Customer Sales

EIGHTH
New Customer Sales

HIGHER LEVELS OF RECOGNITION

Michael & Alecia
Sparks

California

Tennessee

EXECUTIVE

Steve Vaughn
Nebraska

PREMIER DIRECT
JOBBERS

PREMIER

What advice would you give other Dealers?

Sponsor:
Gregory Vaughn

“I believe that business will continue to grow as I devote more time and
work to helping my customers learn the benefits of using high-quality
AMSOIL products.”

Direct Jobber:
Gregory Vaughn

Steve Vaughn

DIRECT JOBBER

18

Indiana

EXECUTIVE DIRECT
JOBBER

REGENCY GOLD DIRECT
JOBBERS

REGENCY GOLD

Bruce & Diane
Adams

Tom Georgalos
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Erin & Stephanie
Dreiling

Wayne Broyles
Washington
DIRECT JOBBER

Kansas
DIRECT JOBBER

DIRECT JOBBERS

Sponsors:
Leonard & Marcie Pearson

Sponsor:
Thomas W. Gorby

Sponsors:
Stephen & Lyla Smith

Direct Jobbers:
Leonard & Marcie Pearson

Direct Jobber:
Thomas W. Gorby

Direct Jobbers:
Stephen & Lyla Smith

Joshua & Anna
Sims

Thomas Turner
Alabama

Alabama

DIRECT JOBBER

DIRECT DEALERS

Sponsor:
Richard Goehring

Sponsor:
Dave M. Mann

Direct Jobber:
Richard Goehring

Michael & Tammi
Lick

Kurt Easum

Kansas

Direct Jobber:
Dave M. Mann

What advice would you give other Dealers?

Sponsor:
Joseph M. Seifert

“I tell new Dealers getting into the business to be persistent and make
sure to get T1 Certified. Make sure to take care of all your accounts
because they are the reason you are successful. Also make sure to stay
connected with your upline Dealers.”

Direct Jobber:
Joseph M. Seifert

Michael Lick

Iowa
DIRECT DEALERS
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August Close-Out
The last day to process August orders in the U.S. and
Canada is the close of business on Wednesday, Aug. 31.
Individual telephone and walk-in orders will be processed if
initiated by the close of business. Internet and fax orders will
be accepted until 3 p.m. Central Time on that day. All orders
received after these times will be processed for the following
month. Volume transfers for August business will be accepted
until 3 p.m. Central Time on Tuesday, Sept. 6. All transfers
received after this time will be returned.

Holiday Closings
The AMSOIL corporate headquarters, U.S. distribution
centers and Canadian distribution centers will be closed
Monday, Sept. 5 for Labor Day.

New Firearm Lubricant and Firearm
Cleaner Launch Sept. 1
Launching Sept. 1, new AMSOIL Firearm Lubricant effectively
lubricates and protects firearms, helping extend life and
prevent blockage, jams and breakage. New AMSOIL Firearm
Cleaner penetrates deep into hard-to-reach components,
effectively cleaning residue from all surfaces and safely
protecting firearms for storage. Ideal prospects include
hunters, target/sport shooters and firearms professionals, as
well as hunting, shooting and outdoors retailers. Check the
September AMSOIL Magazine for full details.

Help Drive Business to Your Retail Accounts
The AMSOIL Locator at www.amsoil.com is designed to
help people find local businesses that install or sell AMSOIL
products. When using the AMSOIL Locator to find a shop
or business, consumers are more likely to choose a location
with an image and complete information, including phone
number, address, store hours and available products. Be
sure to complete and regularly update the information for
your retail accounts using the Retail Account Information
Administration tool under My Business in the Dealer Zone.

2016 Motorcycle Rally T-Shirt
Constructed of 50/50 cotton/polyester blend for comfort
and less fading.

Highlights AMSOIL as the Official Oil of the Sturgis
Motorcycle Rally, Daytona Bike Week, Laconia Motorcycle
Week, Biketoberfest and the Lone Star Rally. Constructed of
50/50 cotton/polyester blend for comfort and less fading.

Stock #

Stock #

V-Twin T-Shirt

G3420S
G3420M
G3420L
G3420XL
G3420XXL
G3420XXX

20

Size

S
M
L
XL
2X
3X

U.S.

14.75
14.75
14.75
14.75
15.75
16.75

Can.

19.60
19.60
19.60
19.60
20.90
22.25
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G3419S
G3419M
G3419L
G3419XL
G3419XXL
G3419XXX

Size

S
M
L
XL
2X
3X

U.S.

14.95
14.95
14.95
14.95
16.95
18.95

Can.

19.85
19.85
19.85
19.85
22.55
25.15

RETAIL ACCOUNT MERCHANDISING KITS
Each kit is geared toward a specific market segment. Kit items are also available individually (see separate pricing).

AUTO SERVICE CENTER MERCHANDISING KIT
Stock #
G3362

U.S.
53.00

Can.
70.60

500 Custom Oil Change
Reminder Decals
Stock #
U.S.
Can.
G3374
40.00
53.15

Retail Counter Mat
Stock #
U.S.
G3351
8.50

Can.
11.35

9x12 Window Decal
Stock #
U.S.
G3356
4.50

Can.
6.05

RETAIL MERCHANDISING KIT
U.S.
54.00

Retail Counter Mat
Stock #
U.S.
G3351
8.50

Can.
71.85

Can.
11.35

9x12 Window Decal
Stock #
U.S.
G3356
4.50

Can.
6.05

Gondola Header
Stock #
U.S.
G3360
8.50

Can.
11.35

Two 24x5 Mid-Cap
Shelf Blades
Stock #
U.S.
G3208
15.50

Can.
20.65

Shelf not included

Stock #
G3363

Three slide-in/pop-in
Shelf Strips
Stock #
U.S.
Can.
G3361
2.60
3.50

POWERSPORTS MERCHANDISING KIT
Stock #
G3364

U.S.
45.00

Can.
60.15

Powersports Counter Mat
Stock #
U.S.
Can.
G3353
8.50
11.35

9x12 Window Decal
Stock #
U.S.
G3356
4.50

Can.
6.05

Powersports
Shelf Talker
Stock # U.S. Can.
G3357 3.00 4.05

Floor Mat
Stock #
G3369

U.S.
29.00

Can.
38.80

Motorcycle
Shelf Talker
Stock # U.S. Can.
G3358 3.00 4.05

Floor Mat
Stock #
G3369

U.S.
29.00

Can.
38.80

MOTORCYCLE MERCHANDISING KIT
Stock #
G3365

U.S.
45.00

Can.
60.15

Motorcycle Counter Mat
Stock #
U.S.
Can.
G3354
8.50
11.35

9x12 Motorcycle
Window Decal
Stock #
U.S.
G3368
4.50

Can.
6.05

*All trademarked names and images are the property of their respective owners and may be registered marks in some countries. No affiliation or endorsement claim,
express or implied, is made by their use. All products advertised here are developed by AMSOIL for use in the applications shown.
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How many people must you
contact before acquiring a new
customer?
Identifying that number can give a huge boost to your
business.

Bryce Malone | VICE PRESIDENT, DEALER SALES AND SERVICE
Nobody makes a new customer out
of every person he or she meets.
Sometimes you have to talk to several
people before you find someone
who wants to become a Preferred
Customer. Sometimes the first person
you talk to jumps in head-first. You
usually have to visit multiple potential
retail accounts before one decides
to register, and oftentimes you have
to visit them more than once. The
same is true for commercial accounts,
Dealers and catalog or Internet
customers; only a certain percentage
of them will become buying
customers.
How many potential Preferred
Customers (P.C.s) do you typically
have to talk to before one of them
becomes a P.C.? That number will vary
from one Dealer to the next. Once you
identify your average, you can really
harness the power of goal-setting and
grow your business. For example, if
you know that you typically have to
engage five people before you find
someone who wants to be a P.C., then
you know that you have to engage 20
people a month to register four new
P.C.s. If your goal is to register 20 new
P.C.s per month, then you know you
have to engage at least 100 people
per month. Identifying that number
will allow you to set realistic goals and
clear direction on how to reach those
goals.
I’m not saying this is simply a numbers
game. You can take steps to develop
professionally and improve your sales.
The simple fact is, however, that you
will have an average, and knowing
that average can help you reach your
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goals and improve your sales. Above
all, remember not to treat prospective
customers like numbers. When you
face a little negativity, don’t just count
that person as “number four” on your
way to that magical fifth prospect
who is likely to become a P.C. Follow
through, treat people right and you
might just see that average increase.
Recruiting new customers can
seem like a daunting task, but it
isn’t as difficult as it seems. Lots of
people are willing to “try out” a P.C.
membership. Many are also eager to
try starting an AMSOIL Dealership.
We’ve encouraged you to be selective
with your recruitment efforts and
seek new Dealers who shore up your
weaknesses and share your drive for
success, but that doesn’t mean you
should turn away people who come to
you and show interest in starting their
own Dealerships. In those cases, get
them registered; then it’s up to you to
identify those with the most potential
and invest your time accordingly.
We’ve seen it play out firsthand – we
assign hundreds of new Dealers per
month to T1-Certified Dealers (and pay
out the commissions earned through
the Dealer Onboarding Program).
They all came to us interested in
starting their own businesses. Some
of them follow through the Onboarding
Program to completion; others drop
out along the way. Those who follow
through are clearly the ones who
deserve more attention and grooming.
Focusing your attention on the Dealers
with the most potential will free up
your time to devote more attention to
recruiting new Dealers, customers and
accounts.

We have more resources than ever
at our disposal to get the word out
– email, social media and online
marketing, along with some of
the tools that have been around a
long time, such as catalogs, trade
shows and events and, of course,
word of mouth. Use them all to your
advantage. Each contact made
through one of these methods takes
you one step closer to your next
customer.
Identifying your number, setting your
goals and approaching as many
people as possible to reach your
goals will have a huge impact on your
business, especially if you focus on
multiple customer types. Register as
many P.C.s as you can, knowing that
only a percentage of them will make
a purchase right away. Approach as
many potential accounts as you can,
and don’t let a “no” slow you down. It’s
going to happen. Stay focused and
know that if you follow through, you will
be rewarded.
Following through is an important
aspect of this. Getting huge numbers
of people and accounts to register is
great, but it’s all for nothing if none of
them make a purchase.
Share your story and passion with
anyone who will listen and the rewards
will pay off long-term, both in dollars
and recognition. Then replicate your
success by sharing your tips and
tricks with the Dealers in your sales
team.
It will be worth it; you’ll see.
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CLASS IS IN SESSION
Welcome to AMSOIL University Online
Immerse yourself in sales, technical and marketing
training, business-building strategies and more.
Learn at your own pace, on your own schedule.
•
•
•
•

Interactive courses
Monthly webinars
Evolving lineup of presentations and training
T1 Certification and T2, T3 and T4 training

Explore AMSOIL University Online by logging in to
the Dealer Zone and clicking on the AU Online link.
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August 2016

Join your AMSOIL peers for three days of
training, entertainment and fellowship.
• Connect with other Direct Jobbers
and AMSOIL corporate staff
• Join the fun as we honor this
year’s highest-achieving DJs
OCT. 6-8, 2016
MARRIOTT WATERSIDE HOTEL
TAMPA BAY, FLA.

• Receive important training and
attend presentations on the future
direction of AMSOIL

• Enjoy the 5-Star Marriott
Waterside Hotel & Marina in
beautiful Downtown Tampa
• Visit Tampa Bay’s many exciting
attractions - Busch Gardens,
the Florida Aquarium, Ybor City,
Tampa Riverwalk and more

To register, visit the 2016 Direct Jobber Convention page in the Dealer Zone, found under Training>Corporate Events>
2016 Direct Jobber Convention. Check in often for the latest news on the DJ Convention’s social events and travel incentives.

