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KEYS TO COMMERCIAL SUCCESS

Commercial accounts provide an exceptional opportunity to diversify your Dealership,
secure high-volume sales and increase commissions. Follow these steps to help ensure your
success in the commercial market.

1) Take Commercial Basic Training

The Commercial Basic Training module in the Dealer Basic Training series prepares
you to sell in the commercial market by explaining how to find and register
commercial accounts, conveying commercial benefits, highlighting commercial
markets on which to focus and more.

Complete Customer Basic Training first, which includes the foundational info needed
to build a Dealership. You may then proceed to the other three training modules,
including Commercial Basic Training.

In addition to providing the information needed to sell in the commercial market,
Commercial Basic Training is required to become Commercial Certified and earn new
commercial accounts directly from AMSOIL.

To get started, log in to the Dealer Zone (my.AMSOIL.com) and navigate to Programs.

2) Learn the AMSOIL Sales Process 3) Follow the AMSOIL Sales-Process Roadmap
The AMSOIL sales process is designed to help The AMSOIL Sales-Process Roadmap is a valuable
Dealers become more successful at approaching resource that walks you through each step of the
and registering AMSOIL sales process,

commercial accounts. providing the tips and tools you y ,
The AMSOIL sales- need to identify and register new AU
process training videos commercial accounts.

are a great supplement

to Commercial Basic

Training and are

designed to help Dealers navigate the complexities of
landing commercial accounts.

Find the Sales-Process Roadmap
and more valuable commercial
literature in the Dealer Zone
(Business Tools>Commercial
Business Tools).

To get started, log in to the Dealer Zone and navigate
to Programs>Sales Process Training.
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THE COVER

We check in with
AMSOIL Chairman &
CEO Alan Amatuzio,
President Bhadresh
Sutaria and members
of the AMSOIL strategic
leadership team (SLT)

for a corporate update.

*All trademarked names and images are the property of their respective owners and mag/ be registered marks in

some countries. No affiliation or endorsement claim, express or implied, is ma

e by their use.
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AMSOIL is not the same company

it was 50 years ago. We have grown
substantially, and we have established
a presence in new markets and
geographic regions. As most of you
know, we have three distinct business
units: AMSOIL North American

Dealer, AMSOIL Industrial and
AMSOIL International. We don't often
communicate updates on our industrial
and international business units to
Dealers, simply because these are not
Dealer-related businesses. | do want
you to be aware of our progress in
these areas, however, because while
each business unit has its own goals,
strategies and tactics, we are all part of
Team AMSOIL.

| also want you to know that a large,
multinational company has a lot of
value for you, even if some of the
benefits are not obvious. A strong,
growing organization attracts more
talented people. People want to work
for a winning team, and these talented
people allow us to run the business
efficiently, come up with creative ideas
and build effective strategies. If we're
not growing, we can't attract them.
Growth also elevates our status in the
eyes of suppliers. We become more
valuable and they are willing to devote
more time and resources to helping us
create a competitive edge with new
technologies. Growth creates stability in
times of economic turmoil, and it allows
us to take advantage of economies of

scale, which helps keep prices down.
It also increases our credibility and
brand recognition, which helps you
sell products, helps attract quality
influencers, like Gale Banks, and helps
bring in new Dealers as well. Ultimately,
I hope you will feel a sense of pride
when you read about the success

we have achieved with our combined
consumer, industrial and international
efforts.

Our success in those areas is often

due to the same things that made

us successful with Dealers in North
America — product quality, unmatched
service, professionalism, expertise,
innovation, doing the right thing

and, perhaps most of all, dogged
determination. There are many
similarities to when AMSOIL created
the synthetic lubricants market in the
early '70s. Back then, the public was
uneducated about synthetic lubricants
and their benefits. It was AMSOIL

and AMSOIL Dealers who helped

make synthetic lubricants popular by
educating people on better choices. We
have found that in industrial markets,
many operations personnel are unaware
of the efficiencies that can be gained
when the correct lubricants are installed
or oil analysis is used. By providing true
partnership to these businesses with
the goal of helping them improve their
operation, and educating them on ways
to increase efficiency, we are making
significant inroads. The service we

provide is a huge difference-maker with
industrial customers.

International markets are an entirely
different situation. Here in Superior,

we have little insight into the minds of
consumers in China, France, Greece
and other foreign countries. We partner
with large distributors in those countries
and train them on the protection and
performance benefits AMSOIL products
provide and rely on them for in-market
intelligence. Our strong product
performance is helping us build market
share internationally.

While much has changed at AMSOIL,
our values have not, and our adherence
to those values has been key for our
success. It turns out that when you
provide the right products and real,
honest partnership, you can rise to

the top while the competition ignores
these basic ideals. In this issue of
AMSOIL Magazine, we're providing you
with a state-of-the-company update
and a glimpse into what'’s in store for
2024. When you're through reading it |
hope you will be as excited as | am for
what the future holds for AMSOIL and
everyone associated with it.

Ao

Alan Amatuzio
Chairman & CEO
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THE IMPORTANCE OF
DEALER CERTIFICATION
UNDER THE NEXT 50
COMPENSATION PLAN

Dealer Certification is crucial for
building your Dealership and
maximizing earnings in The Next

: Profit Min. Total Monthly
50 compensation plan. Tier Team Sales
Tier 1 -

. . gn Tier 2 $1,500
Getting Certified Helps You... S 63,000
e Develop your customer base Tier 4 $5,000

. e Mini $500 I sal
¢ BU|Id your team regLI/r/'r;gg to qua[l?g/r?grn ?iesrazez

. . or 4 profits.
e Reach higher product profit values « Must be Customer Certified to
earn Tier 4 profits.

Customer Certified Sponsor Certified Retail Certified = Commercial Certified
Benefits Eligible to be assigned buying PC.s |  Eligible to be e Eligible to be e Eligible to be assigned
and online/catalog customers assigned new Dealers assigned retail commercial accounts
Earn sales-achievement cash accounts
rewards
Appear on the AMSOIL Dealer
Locator
How to Get Complete Customer Basic Training | ® Complete Sponsor e Complete Retail e Complete Commercial
Certified Register 4 new qualified Basic Training Basic Training Basic Training
customers annually OR e Be Customer Certified | ® Be Customer e Be Customer Certified
Register 2 or more new qualified | ¢ Sponsor 1 Dealer Certified * Register 1 commercial
customers annually and meet ® Register 1 retall account
one of the following alternative account

qualifications:

e Have been a Dealer for less
than 2 years

* Have 24 or more active
buying customers

e Have more than $10,000 in
personal purchases plus
5 or more active buying
customers




GIFT CARDS

| was wondering if AMSOIL has ever
considered offering gift cards. As the
Christmas season approaches, it would
be nice to have that as a gift option to
people who have never used AMSOIL
or to friends and family who do use

it, but could use a little price break
when ordering. Gift cards make great
birthday presents too!

Jim Fillion

AMSOIL: We have considered gift
cards, Jim. We offered gift certificates
Several years ago, but they were
discontinued due to low demand. An
effective gift-card program brings

a number of administrative and
compliance hurdles to overcome, but
we will investigate the idea further to
determine its feasibility.

ENVIRONMENTAL
SUSTAINABILITY

In a face-to-face networking situation

| was confronted by a construction
contractor, who replied to my
perspective about the application of
AMSOIL product options. Her assertion
was adamant that their contracts had to
prove and show that all their products
for their vehicles and equipment

had the “green” and environmental
parameters before they could have a
contract. My response was a quick: “If
the oil and products complied to the
OEM, why would there be a problem?”
Could | have replied with anything else?

Rudy Hiebert

AMSOIL: Many organizations,
particularly those that work with
government entities, require the
companies they work with to meet
certain sustainability standards. We
encounter these situations regularly in
our efforts through AMSOIL Industrial.
Here are some facts you can share
should this question arise again.

1) AMSOIL has supported environmental
responsibility for more than 50 years by
busting the 3,000-mile oil-change myth
and promoting extended drain intervals
that have eliminated many gallons of
waste oil. In fact, AMSOIL coined the
phrase “extended drain interval” and
has been recommending 25,000-mile
(40,200-km)/1-year intervals since 1972.

2) AMSOIL is certified to the ISO
14001:2015 environmental
management system.

3) AMSOIL earned a silver medal
rating from EcoVadis,” the global
standard for business sustainability
ratings. Only the top 25% of more
than 100,000 companies evaluated
globally received a silver medal.

4) AMSOIL has had carbon-neutral
operations since 2020 through the
purchase of carbon offsets and
renewable energy credits.

For more information on our
sustainability and environmental
efforts, visit AMSOILIndustrial.com/
sustainability-initiatives.

COOLANT BOOST

I've been an AMSOIL Dealer for many
years, but | just recently came across

a question | have not been able to get
good information about, even from

your technical support folks. Many
newer hybrid vehicles have a low-
temperature cooling system that, in
many cases, uses the same coolant

as normal high-temperature engine
cooling systems. | have been a strong
advocate of Coolant Boost for high-temp
cooling systems due to the accelerated
warm-up times and, living in Florida,
high-temperature stabilization. But, what
about Coolant Boost for low-temperature
applications? I've been assured it won'’t
hurt the system, but what would be the
advantage? These systems are used to
keep the hybrid batteries cool during
charging, so we are looking at different
temperature ranges. Are there any
advantages to adding Coolant Boost

to these low-temperature applications
other than the corrosion-control
additives within Coolant Boost?

Rick and Evelyn Gutknecht

AMSOIL: Great question, Rick and
Evelyn. As you stated, Coolant Boost
provides enhanced corrosion protection
and accelerated warm-up times. It also
ensures maximum contact on metal
surfaces inside the cooling system.

The benefits in a cooler-running battery
system are much the same as the
benefits in a hotter-running internal-
combustion application, as both are
indirect systems. Using the vehicle’s
battery creates heat, while charging it

also creates heat. The key is to manage
that heat. Although the cooling system for
a battery usually runs cooler than that of
an internal-combustion engine, it doesn’t
mean the temperatures never get hot.
Coolant Boost helps pull the temperature
into the operating range of the system
quicker, helping maintain a cooler
temperature against the heat produced
by charging and discharging the battery.

SNOW-BIKE OIL

Last season, | wrote and asked

about snow-bike oil. In the past, |

have approached new potential and
current powersports shops who have
snowmobile and dirt-bike oils on their
shelf: AMSOIL Dirt Bike Oil, ATV/UTV
Motor Qil and 2-Stroke Qil. Right beside
these are Ligui Moly* Snow Bike Oil in a
OW-40 viscosity.

| know that AMSOIL Formula 4-Stroke®
Powersports Synthetic Motor Oil (AFF)
has the MA wet-clutch specification, yet
it doesn’t have a picture of a snow bike
on the bottle. | have been told by store
owners that if it doesn’t have a picture,
it doesn’t sell. They also said they don’t
have time to educate customers on
specifications.

Would it not be easy to just remove the
ATV on the bottle and replace it with a
snow bike? Problem solved.

Robert Sauer

AMSOIL: Thank you for your diligence
in the snow-bike market, Robert.

We are currently in the process of
evaluating the future of Formula
4-Stroke Powersports Synthetic Motor
Oil, and suggestions like yours will be
weighed along with market intelligence
to determine the best path forward.
Stay tuned.

Email letters to:
letters @ AMSOIL.com

Or, mail them to:
AMSOIL INC.
Communications Department

Attn: Letters
925 Tower Avenue
Superior, Wl 54880

Letters are subject to editing for length and clarity;
please include your name, address and phone
number. Unsigned letters will not be published
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Alex Thompson | PRODUCT MARKETING MANAGER - AUTOMOTIVE

As today’s automotive engines push the
envelope seeking higher fuel economy
and lower emissions, the demands
placed on motor oil are escalating.

This push for improved performance is
nothing new. Racers and enthusiasts
have long looked for ways to squeeze
more horsepower from their vehicles.
Full-engine builds, bolt-on power adders
and even mild tunes put more stress

on engine components, and the oil
must protect parts from wear even as
they are pushed beyond the limits of
OEM design. This is where the most
recognized anti-wear additive, zinc
dialkyldithiophosphate (ZDDP), comes
into the picture.

ZDDP is very good at reducing wear
and improving oxidation stability. It also
exhibits mild extreme-pressure (EP)
protection. ZDDP contains both zinc
and phosphorus components that work
together to provide anti-wear protection
and minimize lubricant breakdown.
Specifically, ZDDP helps protect high-
impact surfaces like camshaft lobes, lifter
surfaces and rockers against wear. As
temperatures rise and surfaces come
closer together, ZDDP decomposes and
the resulting chemistry is what protects
the critical metal surfaces. When parts
move during operation, any sliding or
rolling motion takes place on top of or
within the ZDDP anti-wear film, which
reduces metal-to-metal contact. This is
especially important in modified engines
with flat-tappet camshafts because the
pressure and load on the cam exceeds
what it was originally designed for, which
puts more stress on the engine. The
camshaft and lifters are responsible

for triggering the precisely tuned
movements of the valvetrain. Without

the protective film barrier provided by
ZDDP, the cams and lifters will wear from
the force of operation, resulting in poor

Zinc dialkyldithiphosphate
provides proven wear protection.

But its incompatibility with pollution-reduction devices
severely limits its use in modern motor oils.

performance. All engines benefit from
oils with superior film strength and anti-
wear properties, so why don't all motor
oils have boosted levels of ZDDP? It's
back to the goal of improving emissions
systems performance. Generally, ZDDP
used in high levels results in volatile
phosphorus being transferred from the
combustion chamber to the catalytic
converter. Like with lead in 1970s
gasoline, phosphorus can blind over the
catalytic reaction sites in the converter,
making it less efficient in turning carbon
monoxide (CO) into carbon dioxide
(CO2). The EPA mandates that catalytic
converters operate as designed for more
than 100,000 miles. As a result, ZDDP
levels are now limited for newer motor

oil specifications. The largest portion

of the volatile phosphorus is generated
right after you change your oil. So the
more you change your oil, the more your
catalytic converter is exposed to this
volatile phosphorus. Conversely, longer
drain intervals can limit the negative
impact of volatile phosphorus on catalytic
converters.

Both engine technology and oil
technology have evolved over the years.
Today’s performance engines have very
different oil requirements compared to
older engine designs from the 1960s
and 1970s. Many new engines use
roller cams, which aren't as sensitive

to ZDDP anti-wear protection as older
flat-tappet camshafts and solid lifters.
Older engines equipped with flat-tappet
cams require higher levels of anti-wear/
mild EP (ZDDP) than today’s engines.
This area in an engine is exposed to
extreme contact load. Since this load
increases significantly when non-stock,
high-pressure valve springs are used,
the use of properly formulated motor oils
is extremely important to reduce wear
and extend flat-tappet and camshaft life,

especially during the critical break-in
period. Since the amount of zinc and
phosphorus in oils formulated for today’s
automobiles has been greatly reduced
and newer API oils are not designed
specifically for older-style, modified
engines, engine wear can be a major
issue.

AMSOIL manufactures a complete
line of motor oils tailored to meet the
specific needs of classic cars and
other vehicles requiring higher anti-
wear/mild EP protection. AMSOIL
Z-ROD® Synthetic Motor Oil (ZRT,
ZRD, ZRF) is designed with the level
of anti-wear/mild EP required to safely
protect older and modified engine
designs such as those with flat-
tappet camshafts. It is also designed
specifically to resist rust and corrosion
that attacks engines during periods of
inactivity and storage. This makes it the
right choice for muscle cars, street rods
and other high-performance vehicles
with flat-tappet camshafts. AMSOIL
Break-In Qil (BRK) is designed to
work quickly in new and rebuilt high-
performance and racing engines. This
SAE 30 viscosity grade oil features a
no-friction-modifier formula that helps
induce controlled wear in rings to help
mate and seat piston rings. It also has
very high levels of ZDDP.

Whether you're a classic-car enthusiast,
hot rodder, tuner or drifter, your
equipment may require the protection
provided by these products. Knowledge
is power; but we want you to experience
maximum power from your engine also!
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Bul

ding Strength

What began as one man'’s dream in a small garage is now a global
corporation. We sat down with AMSOIL Chairman & CEO Alan Amatuzio,
President Bhadresh Sutaria and members of the AMSOIL strategic
leadership team (SLT) to discuss the state of the company and their

expectations for 2024 and beyond.

AMSOIL Magazine: With the 50th
celebration in July and the acquisition of
Benz Qil in the spring, 2023 was a year of
landmarks for AMSOIL.

Alan Amatuzio: It was. | couldn’t have
been happier with how the 50th turned

out. | truly enjoyed visiting with many
Dealers, and it was a great opportunity to
showcase all the investments we're making
to help Dealers sell AMSOIL products. Our
strategic approach to commercial business
and all the tools we've developed to help
Dealers in those markets, the targeted

new products we launched, the marketing
strategies — these are all examples of
investments we're making to help grow
Dealer business, and they're glimpses into
what Dealers can expect in the months
ahead. Bringing the Benz team and facilities
onboard provided a much more substantial
launchpad for our industrial business. We
greatly expanded the talent on our team
and improved our capabilities and product
offerings substantially so that we now have
a truly robust industrial product line. All of
these activities are designed to drive growth
and increase our strength and stability.

AM: You sound confident in your growth
predictions.

AA: | am. It's amazing what you can
accomplish with a strong team, and we
have a very strong team at AMSOIL. If it
weren't for the people here, | would not be
confident. We have optimized everything
under our control to facilitate strong growth
in all areas of business. We have invested
in all the right things — talent, infrastructure,
technology — and we have the experience
and determination required to execute at a
high level and expand our market share in
consumer and industrial markets.

AM: Why is growth important to you?

AA: If you're not growing, you're shrinking.
| am not content with sitting idly by while
the competition eats our lunch. | want to
take their lunch. And their supper. | will

not sacrifice quality or people in the name
of growth, but | will make the investments
necessary to take AMSOIL to new heights.

Growth builds strength and it's important
for everyone involved that AMSOIL remains
strong and grows stronger. The benefits of
a strong, growing organization are not all
obvious. Gaining size and strength helps us
manage pricing and improves our ability to
navigate economic turmoail, but it also helps
us attract talented team members and top-
quality influencers, makes us more valuable
to suppliers and ultimately improves brand
recognition, which aids new customer and
Dealer acquisition. Dealers benefit from all
of those things.

AM: You mentioned investing in talent.
The AMSOIL leadership team has evolved
through the years. What has driven these
changes?

AA: AMSOIL has evolved through the
years, and we've really undergone a
tremendous transformation over the past
five years. It was required in order to
achieve my vision for the company. The old
days were much simpler. Al Amatuzio could
oversee just about every aspect of business
at AMSOIL. Today, that's not possible.

The company has grown by 570% since
2003, and by over 200% just since 2013.
We have entities in six countries. We're
competing for business against some of the
biggest companies in the world on a global
scale. AMSOIL in 2024 is very different
from AMSOIL in the 1970s, ‘80s and ‘90s.
We need strong leadership to manage

the business, and it's smart to surround
yourself with experienced, intelligent people
to provide diverse insights. That's largely
why we formed the advisory board. The
board was established less than a year ago,
and they have already provided excellent
insights and guidance for our strategic
leadership team. Our executive leadership
team is extremely talented and capable. |
am proud of the group we've assembled,
and I'm confident in their ability to help
AMSOIL meet its potential. The way we
were able to navigate the unprecedented
supply-chain issues the industry
experienced over the past few years is
testament to the strong management team
at AMSOIL.



MEET THE STRATEGIC LEADERSHIP TEAM

The AMSOIL strategic leadership team (SLT) was established in 2015 to support the growing needs associated

with managing a growing business. SLT members possess rich experience in their areas of specialty, with several
members bringing decades of experience outside AMSOIL, and multiple SLT members teach graduate-level courses
at universities. The SLT meets weekly to tackle current issues and monthly to work on strategy development and drive
deep alignment across all AMSOIL business units and functional teams.

Dean Alexander
Board Member

Alan Amatuzio
Chairman & CEO

Pam Brantley
VP, Dealer Sales

AM: Have those issues resolved?

Bhadresh Sutaria: Supply-chain issues
have mostly resolved, but not entirely.
Pockets of volatility remain, particularly with
individual components, like grease tubes,
and with some raw materials. Some of our
competitors have recently been unable

to keep store shelves stocked with diesel
oil. Because AMSOIL is independent and
able to obtain high-quality raw materials
from multiple sources, we are better able
to maintain a steady supply of finished
products. When these issues were at their
worst in 2021/2022, AMSOIL shined while
many competitors fell down. Thanks to our
ability to maintain a steady supply of diesel
oil, our diesel oil sales nearly doubled
during that period. And, thankfully, we
retained the majority of that business. That
is due to the hard work and creativity of the
AMSOIL Purchasing team who enabled

us to maintain production, and the Dealers
in the field who helped bring in many new
accounts.

AM: Dealers who attended the 50th
celebration got a glimpse of what's in store
for 2024 and beyond. For those unable

to attend, what can Dealers expect from
AMSOIL over the next year?

BS: We are increasing our investment

in a few strategic areas of Dealer
business. We are continuing to invest in
enhancing the customer experience with
AMSOIL, and particularly in digital areas.
Consumers are gravitating toward buying

Matthew Dixon
VP, Logistics &
Supply Chain

VP, Product
Development

VP, Manufacturing

Bhadresh Sutaria Rob Shama Dan Peterson Dave Meyer John Boyce
President CMO & Sr. VP, Sr. VP, Global Sr. VP, Industrial VP, HR
Strategic Marketing ~ Consumer Business Business
Matt Erickson Darin Lundberg Deena Peterson Lee South

VP, Finance VP, IT

AMSOIL TOTAL REVENUE

“

2003

B DEALER SALES
B INDUSTRIAL
B INTERNATIONAL

2013

oil online and having it delivered to their
home. That's a shift in behavior, and we
are on the forefront of it and primed to
take advantage. Dealers will see more

in the areas of web development, text
messaging, social media and promotions
for sure. I'll let Dan and Pam tell you
more. We are also working to accelerate
the pace of new-product introductions,
expanding and improving our virtual oil-
change kits and adding more products in
the easy-pack this year.

AA: We're also looking to gain better control
over our grease supply. We don't have
grease manufacturing capabilities. We
design formulas, then partner with grease

»

AMSOIL has grown by 570% snc

2003, and by over 200% since 2013.

£

2023

manufacturers to produce our product.
This process has grown increasingly more
volatile over the past few years, so we are
exploring our options for either building

a grease production facility or acquiring
one. First we have to fully understand how
feasible either option is and determine
what makes the most sense. The outcome
is unknown, but we are working toward

a better solution for AMSOIL grease in

the near future. Beyond that, | expect
tremendous progress will be made in

all areas of business at AMSOIL. Each
business unit contributes to the overall
strength of the company. It is truly a team
effort here, and we have strong strategies in
place to make our goals reality.
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North American Dealer Business

AM: Alan Amatuzio’s mission is clear —
grow the company. What can you tell us
about how AMSOIL will drive growth with
the independent Dealer network?

Sr. VP, Global Consumer Business Dan
Peterson: Well, Dealers who attended
the 50th or regularly read this magazine
know that we're making significant efforts
in commercial markets. We see a sizeable
opportunity for Dealers there, and we've
developed training, sales collateral and
products specifically to help them grow
in those areas. That work is ongoing, and
| expect more of all the above throughout
2024 to help Dealers earn commercial
business.

VP, Dealer Sales Pam Brantley: We
aren’t just seeking new commercial
accounts, we're also actively pursuing new
Dealers who want to focus on commercial
business. Commercial accounts require

a higher level of service than regular
customers, and more dedication from
Dealers who work with them to ensure they
understand the products and challenges
prevalent to those markets. Not every
Dealer has the time or desire to pursue
those accounts, so we're working on ways
to find more Dealers who do.

3.6 MILLION
Commercial Businesses

for Dealers to Pursue in
Our Target Markets

AM: The emphasis on commercial
business has been clear over the past
several months. What about the retail side?

DP: The retail channel is generally healthy,
but we believe there’s more we can do

to improve Dealers’ opportunity with
installers. The introduction of volume
discounts for installers made a significant
impact; installer sales have increased by
over 50% since then. We think we can
make a few additional changes to generate
even more success for Dealers.

AM: Pam mentioned pursuing more new
Dealers. AMSOIL launched a new Dealer
compensation program in 2022, and one
of the goals was to attract and retain more
new Dealers. We're a little more than a
year in. How are the results?

DP: The results are positive. About 15%

of overall commissions are generated in
the TN50 plan, and we're paying slightly
more commissions overall. We pay higher
commissions through the TN50 plan,

S0 as more business moves to TN50,
commissions will increase further. New-
Dealer registrations are up only 1%, but
there are 35% more newly registered
Dealers making money and the mean new-
Dealer income is 59% higher compared

to the legacy plan. I'd say those are great
outcomes. Now we have to see how
effective these changes will be at improving
Dealer retention, and that will take time.

PB: We began softly marketing the Dealer
opportunity over the past several months.
Those efforts are increasing now alongside
our efforts to acquire more commercial-
focused Dealers. All the new Dealers we
bring in directly are assigned to Sponsor-
Certified Dealers, so get Certified! We are
also targeting geographic areas where we
don’t have as many Dealers today. There
are pockets of the U.S. and Canada where
there are very few Dealers. We want to
change that.

DP: | do want to be clear that we don't just
want more warm bodies; we are seeking
quality new Dealers who are motivated to
earn money for selling AMSOIL products.
It's important that they are assigned to
active Dealers who know our products and
programs and can help them grow into
quality Dealers themselves. That’s part

of the reason we are focused on getting
more Dealers Certified. Certified Dealers
are engaged, active and knowledgeable.
And they get huge benefits for being
Certified! We want to increase the number
of Certified Dealers by 45% by 2030.

45% MORE Certified

Dealers by 2030
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INSTALLER SALES SINCE LAUNCHING INSTALLER DISCOUNT

July 1, 2020

Prior Year 3

Prior Year 4

Prior Year 2

Prior Year 1 Current Year

Installer Sales Up

50%+ Since Launching
Installer Discount

AM: That’s a serious number.

DP: If we want to achieve our growth
goals, we need more active, engaged
Dealers. Dealers who get Certified
demonstrate that they have the basic
knowledge and skills required to
serve our customers. Plus, Certified
Dealers get significant rewards for
being Certified. We assigned 60,537
customers and Dealers in fiscal-year
2023. If that’s not motivation to get
Certified, | don’t know what is.

60,537 Customers and
Dealers Were Assigned

to Dealers from July
2022-June 2023

AM: Do you predict more commercial
and installer accounts being assigned in
the year ahead?

PB: Absolutely. We are marketing to
potential accounts in our five main
commercial markets: excavation
contractors, trades contractors, lawn
and landscapers, regional fleets and
agricultural operations. If our efforts

are successful, we will bring in more of
those accounts and assign all of them to
Commercial-Certified Dealers. Same for
the installer side. After we fine-tune our
value proposition, we will begin actively
pursuing new installer accounts, and

those will be assigned to Retail-Certified
Dealers. It can’t be said enough — get
Certified.

The Installer Market is

Worth $10.2 BILLION

AM: These are bold aspirations. AMSOIL
has a strong track record for growth.
What makes you believe the work you're
doing will help amplify that growth?

DP: We've grown because we've
listened. We gathered input from Dealers
and customers before we started on the
commercial initiative. We are listening

to installers and Dealers active in

that market now before we begin that
initiative. We just completed an in-depth
study of enthusiasts to ensure we have
strong input from current customers and
potential new customers. We have pages
of notes of feedback from Dealers at the
convention. We are reviewing all of it.

We do all this work so we can thoroughly
understand our customers and Dealers.
That will give us what we need to
continue developing improvements

that help Dealers make sales and help
AMSOIL become stronger.

PB: We now have a significant track
record with promotions and digital
marketing to learn from. We have tried
a variety of approaches to determine
what works and what doesn’t. We are
getting smarter every month with these

activities, and we'll continue to improve
as we move forward. We have targeted
messages and timing for each customer
type, and we're reaching them through
social media, email and now SMS
[texting]. Since the launch of the new
communication channel in April, we've
consistently seen over 100 sign-ups

for SMS messages per day across
AMSOIL.com and AMSOIL.ca. Many

of those subscribing to SMS messages
from AMSOIL are new leads, and we've
seen a healthy rate of new customers
making their first purchase following link
clicks from this channel. Dealers can
expect even more activity in those areas
in 2024.

AMSOIL,
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AMSOIL Industrial

AM: The AMSOIL Industrial business
unit officially launched in 2022, but
the company had some experience in
industrial markets prior to that.

Sr. VP, Industrial Business Dave Meyer:
We did, but it was almost entirely in power
generation, and wind turbines in particular.
We officially launched in 2022, but the
acquisition of Benz Oil last spring is when
we truly became a strong competitor in
multiple industrial markets. Before then,
we didn’t have the product line or the
team in place to provide the breadth of
products and services we want to deliver.
The acquisition forced us to move faster
and realize how much additional support
is required to truly penetrate industrial
markets.

AM: How is the integration process with
Benz progressing?

DM: Very nicely. The Benz operations are
now known as AMSOIL Milwaukee. We've
completed the integration of our product
portfolio and identified a significant
number of cross-selling opportunities for
existing accounts thanks to our expanded
portfolio. Our sales team has been

going through training to develop a full
understanding of all these new products
and we're streamlining processes and
facilities as we go and really setting up the
structure needed for future success.

AM: Are you still heavily focused on the
wind market?

DM: Yes, we maintain a strong presence
in the wind industry. AMSOIL products
are used in 48% of the wind turbines

in North America, and we have a very
large presence in China and other areas
overseas. AMSOIL products are the
factory run-in choice for most major
gearbox and wind-turbine manufacturers
in the wind industry, including GE,* ZF*
Winergy,” NGC* and CRRC,* and we're
pursuing others like Vestas* and Siemens.*
Alan [Amatuzio] talks about determination
being one of our corporate values. That's
100% correct, and we are determined

to grab as many of these factory-fill
opportunities as we can.

AM: How do you explain the company’s
success in the wind industry?

DM: When AMSOIL entered the scene, the
market was experiencing lots of problems.
Many operators didn’t fully understand why
they had the issues they did, or that there
could be better solutions available. We
educated them. We introduced better test
methods, better fluid-changing methods
and better products. We truly changed
that industry. The test methods and
changeover process we introduced are
now the industry standards.

Over an eight-year
period, the superior
performance of
AMSOIL synthetic
hydraulic oil helped
one plant save more

than $2.7 million due
to reduced downtime
and maintenance.*

*Based on one customer’s actual experience
using AMSOIL ISO 46 Synthetic Multi-Viscosity
Hydraulic Oil in industrial stamping presses
over an 8-year time period. Actual savings will
vary depending on your current oil, equipment
and maintenance practices.

AM: Will these principles apply to other
industrial markets?

DM: That's what we're finding. We are
educating these other markets similar to
how we did in wind and changing the way
they look at lubricants. In some ways, it

is similar to the early days when AMSOIL
introduced synthetic lubricants to the
passenger-car market. People didn’t
understand the benefits until AMSOIL
Dealers explained them. Our AMSOIL
Industrial team is making the difference for
these large industrial operations. It takes a
very long time to get through the education
process and build trust. Plus, a lot of these
places have leaky equipment so they’re
hesitant to install better fluids that carry
higher initial costs. But ultimately, we're able
to show them that if you're using the right

_L_”/WL‘;

MAGAZINE

12 | JANUARY 2024



U.S. INDUSTRIAL LUBES MARKET BY PRODUCT GROUP

TEXTILE MACHINERY OIL
REFRIGERATION OIL
COMPRESSOR OIL
METALWORKING FLUIDS
TURBINE OIL
TRANSFORMER OIL
GREASE

GEAR OIL

HYDRAULIC FLUIDS

OTHERS
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TARGETING

U.S. Industrial Lubes

Market is Worth
$11 Billion
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product, you can significantly extend
drain intervals, and you can significantly
reduce energy consumption. We help
them optimize their total cost of operation
over the life of an asset by installing
higher-quality fluids, which can result in
efficiency gains, reduced maintenance
requirements, increased equipment
availability and higher throughput.

AM: Most people would assume that
industrial operations have lubricants
dialed in for maximum efficiency. It
doesn’t sound like that’s the case.

DM: Not at all. Oil has been viewed as a
consumable, not an asset. If you view it

as an asset, you can have major improve-
ments by upgrading the fluids in use. Many
operations also have just never been edu-
cated on lubrication. We are a high-service
organization. We don't talk about the same
things our competitors talk about. We work
hard to become true partners and help
them improve their operations so their
components run longer, they get better

oil analysis, their neglected equipment

is addressed and they save money. One
customer we are working with was using
the wrong product in one of their pieces

of equipment. They were changing the oil
monthly because it was foaming exces-
sively. It should have never been used in
that application. The product foams before
it's even in use. We are changing their

whole operation just by getting the correct
product in place. Now they’re operating
more efficiently, they’re changing oil less
often and they’re saving money.

AM: If there is a lack of education on
lubrication in industrial markets, why do
the sales cycles take so long?

DM: These operations have a lot on the
line. They are producing some sort of
product, which means any downtime or
hiccup in their operation can significantly
hurt their bottom line. They may not be
fully educated on how lubricants can work
for them as an asset, but they know that
what they’re doing today is getting them
by, and introducing any change is a high-
stakes proposition. It is taking us up to 24
months to get a sale. You have to work
with a company’s sustainability people,
procurement, quality-control, engineering,
the plant manager — each department has
strict requirements and convincing them
to risk their bottom line to try something
new is not easy. Their equipment is
extremely expensive and they have a

lot on the line. You have to carry millions
of dollars of liability insurance or they
won't even consider doing business.
Sometimes we get a small advantage
when we get in the door at one of these
industrial operations and someone on

the team there uses AMSOIL products in
their personal vehicles. It's so fun to hear

how excited they are that the company
they work for is considering using "the
good stuff." That works the other way,

too. After we gain new business and

the people working with this industrial
equipment see how much of a difference
AMSOIL products can make at their job,
they ask us how they can get products for
themselves. We get them assigned to a
Dealer with the help of Dealer Sales.

AM: Where is AMSOIL Industrial headed
in 20247

DM: As much success as we've had,
we're really still in our infancy. We are
investing in additional markets where

our expertise will be a good fit; mainly
stamping, plastics, power generation,
manufacturing and metalworking.

Our people and expertise are what
differentiates us from the competition,
along with the performance of our
products, of course. Our gear oil is best
in class. We just launched a new main
bearing grease and it’s having an impact
in multiple industrial settings. We're
learning a lot as we go, and everything we
learn, from product-performance insights
to sales insights, helps AMSOIL across alll
business units. Exciting things are coming
for AMSOIL in 2024 and beyond.
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AMSOIL International

AM: There have been changes in
leadership for AMSOIL International. Can
you tell us about that?

Sr. VP, Global Consumer Business Dan
Peterson: Greg Sandbulte led AMSOIL
International and AMSOIL Industrial for
many years. He retired last summer, but
remains part of the team as a member

of the advisory board. After Greg’s
retirement, we made some adjustments
and | now oversee consumer business for
Dealers in North America and distributors
internationally. The core international team
is still intact, however, and Sr. Director,
International Business Laurent Leduc will
continue leading the team with my help.

AM: Do you anticipate introducing any
major changes for AMSOIL International?

DP: No, only stronger growth! | am looking
forward to lending my experience with
Dealer business to the international team
and finding ways to improve efficiencies
throughout both teams. Right now, I'm
learning a lot about the complexities of
international business. It is extremely
difficult to export. Regulations vary from
one country to the next, and none of
them are simple. The process is very
complicated and burdensome.

AM: Where is AMSOIL strongest
internationally right now?

DP: Asia, the Middle East and Northern
Africa are our fastest-growing markets right
now, but we are starting to see increased
sales in several countries south of Russia
and our network of distributors is building.
Poland and Greece are our two biggest
markets in Europe. The Caribbean islands
are very strong performers for us, Jamaica
in particular.

AM: Jamaica is not a big country. Why are
you having such success there?

DP: AMSOIL has been there for a long
time. Our distributor in Jamaica was
probably the first to introduce synthetic
lubricants to the island. They did a really
good job with the “Move Up to AMSOIL”
slogan there. Today, it’s as though if you're
using AMSOIL products, you're viewed as
being very successful. It's our number-one
market in the world for CVT Fluid.

AM: That’s surprising. Where do you
anticipate the strongest growth in the year
ahead?

DP: | expect the strong trends in Asia,
the Middle East and Northern Africa to
continue, but we're also making good
progress in Mexico. We have a good
distributor there who is investing in
AMSOIL and will grow sales substantially.
We're excited about the opportunities
there.

AM: You mentioned distributors a couple
times now. How many distributors does
AMSOIL have?

DP: We have 84 distributors covering 89
countries. Our international distributors
have specific territories. They can’t sell
outside their territories, much like Dealers
can't sell outside the U.S. and Canada. It’s
hard to control gray goods [unauthorized
products in market] internationally, and
counterfeiting is a concern in a few
international markets, so we have to keep
close tabs on international sales.

AM: How do you find new distributors?

DP: We attend several regional trade
shows where we promote AMSOIL and

try to identify new opportunities and new
distributors. Internationally, there are trade
shows called Automechanika that take
place in a variety of locations and they'’re
very much like SEMA. Our distributors also
work smaller trade shows, just like Dealers
do, where they try to generate sales and
form partnerships with installers and other
businesses in their territory. They also
sponsor various racers and events, and
those activities are getting AMSOIL nice
exposure in international markets.

AM: How is marketing handled
internationally?

DP: International distirbutors are
responsible for marketing in their territories.
We do have several small AMSOIL
websites in other languages, like Polish,
Greek, Korean and Spanish, but the

vast majority of marketing is handled by
distributors. They understand their markets
better than we do. Our distributors all have
a footing in lubricants distribution before
they bring AMSOIL onboard. We conduct
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B WHERE IS AMSOIL? -

training sessions to ensure they are up to
speed on our products and the technical
advantages they can deliver.

AM: |s the product mix similar in
international markets?

DP: It is a little different. There are far
fewer big diesel pickups in markets
outside the U.S. and Canada. Sump
sizes are smaller, so diesel oil sales
are lower. The top seller internationally
is Signature Series 5W-30, followed by
other 5W-30 motor oils. Passenger-car
motor oil is by far the highest-selling
category internationally. The overall
product mix varies from one country to
the next.

AM: |s everything still shipped from
Superior, Wisconsin?

DP: Initially, yes, but we now have
inventory in Rotterdam, Netherlands
and Dubai to provide product faster to
distributors in Europe and the Middle
East and Africa. It only takes weeks to
reach them vs. taking months when it
ships directly from Wisconsin.

AMSOIL INTERNATIONAL MARKET BREAKDOWN

AU

LATIN
AMERICA
20%

EUROPE
20%

CARIBBEAN
20%

MENA/INDIA
20%
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What’s the Right Motor Oil for You?

No matter what you drive or how you drive, we formulate industry-leading motor oil to
protect your vehicle. Use the chart below to choose the right motor oil for your ride.

Frequently Asked Questions

Why do | need AMSOIL High-Mileage
Motor Oil? For engines exceeding
75,000 miles (120,000 km) with unknown
maintenance history or known usage of
lower-quality oil, AMSOIL High-Mileage
Motor Oil provides an added boost of
detergents to clean sludge and deposits.
It also features a robust viscosity that
provides additional wear protection, even
after some wear has already occurred.
Added seal conditioners extend the life
of seals and help protect against drying,
cracking and leaking.

When should | use AMSOIL High-
Mileage Motor Oil? A good rule of thumb
is to use AMSOIL High-Mileage Motor

Qil at or around the time your vehicle has
accumulated 75,000 miles (120,000 km).
While 75,000 is not an extreme number of
miles today, it is an ideal time to prepare
your engine for the road ahead with an
added boost of protection.

Do | need to use AMSOIL High-Mileage
Motor Oil if I've already been using
AMSOIL motor 0il? No. If you've been
consistently using AMSOIL motor oil,
your engine is already operating at peak
performance and has been protected
against wear. However, if you've been

using AMSOIL OE and are looking for an
upgrade in overall engine protection as it
ages, AMSOIL High-Mileage Motor Qil is
an excellent choice.

Aren't AMSOIL motor oils
recommended for vehicles regardless
of mileage? Correct, all AMSOIL motor
oils offer outstanding performance and
protection regardless of vehicle mileage.
However, for those seeking targeted
benefits at an affordable price, AMSOIL
High-Mileage Motor Oil is the best choice
for high-mileage applications. For those
seeking the ultimate performance and
protection regardless of miles, we still
recommend Signature Series Motor Qil.

Is AMSOIL High-Mileage Motor Oil the
best AMSOIL product to use in high-
mileage vehicles? AMSOIL offers two
excellent products that provide boosted
benefits for high-mileage applications.
AMSOIL High-Mileage Motor QOil focuses
on the key challenges that high-mileage
vehicles face at a lower price point.
AMSOIL Signature Series Motor Qil

does everything High-Mileage Motor Qil
does, while providing industry-leading
performance and protection across the
board. Signature Series is the best choice
regardless of vehicle mileage.

Why do | need Hybrid Motor Oil?
Hybrid engines operate under a different
set of parameters and conditions that
typically result in additional fuel and water
contamination, leading to corrosion.
AMSOIL Hybrid Motor Qil is uniquely
formulated to address these specific
challenges.

When should | use Hybrid Motor Oil?
AMSOIL Hybrid Motor Qil is an excellent
choice for any hybrid electric (HEV) or
plug-in hybrid electric vehicle (PHEV),
regardless of miles or age of the vehicle.

What if I've been using another
AMSOIL motor oil in my hybrid
vehicle? If you've already been using
AMSOIL motor oil, your engine has
received excellent protection. All AMSOIL
motor oils of the appropriate viscosity

are compatible with hybrid technologies,
but AMSOIL Hybrid Motor Qil is specially
tailored to focus on the unique challenges
presented by hybrid vehicles at an
affordable price. If you've been using
AMSOIL OE and are looking for an
upgrade in hybrid-engine protection,
AMSOIL Hybrid Motor Qil is an excellent
choice.

SIGNATURE SERIES | EXTENDED-LIFE (XL) HIGH-MILEAGE HYBRID OE

WEAR PROTECTION vvvvy vvv vvv vvv vv
ENGINE CLEANLINESS vvvvy vvv vvvyv vv vv
SERVICE INTERVAL vvvvvy vvvyv vvv vvv vv
EXTREME TEMP PERFORMANCE vvvvy vv vv vvvyv vv
CORROSION PROTECTION vvvvvy vvv vv vvvv vv
OIL-CONSUMPTION CONTROL vvvvy vvv vvv vv vv
VISCOSITY CONTROL vvvvy vvv vv vvvvy vv
LEAK PROTECTION vvvvy vv vvvyv vv vv
SEVERE-SERVICE PROTECTION vvvvy vvv vv vv vv




EELVEEELIEG U0 LobhEC TP TP

January Closeout

The last day to process January orders is Wednesday,
Jan. 31. The ordering line (800-777-7094) is open until
7 p.m. Central Time. Online orders that don't require
manual processing or validation can be submitted

until 11:59 p.m. Central. All orders received after these
times will be processed for the following month. Volume
transfers for January business must be submitted by
11:59 p.m. Central on Tuesday, Feb. 6.

Volume transfers must now be submitted in the Dealer
Zone (Business Tools>General Business Tools>Volume
Transfer) or DBS. Transfers can no longer be submit-
ted on the Dealer-to-Dealer Order Form (GO1) or other
forms through email or fax.

Account Discount and Co-op Reminders

Don't forget to remind your commercial, retail and in-
staller accounts about the great perks they can receive
based on purchases they make throughout the year.

Installer Discount Program

Installer discounts are based on the amount they
purchase during the calendar year. Discounts are
activated as soon as cumulative purchases reach the
minimum threshold, and that discount is guaranteed
for the full following year (January — December). Each
installer’'s 2024 discount will be based on the amount
the installer purchased in 2023.

U.S. Annual Purchases Discount
$3,500 - $24,999.99 5%
$25,000+ 10%
Canada Annual Purchases Discount
$4,500 - $29,999.99 5%
$30,000+ 10%

Visit The AMSOIL Inside Track

The AMSOIL Inside Track (blog. AMSOIL.com) pro-
vides a single destination for how-to videos, customer
testimonials, blog posts, product news, racing/events
information and more. Be sure to add The Inside Track
to your favorites and check frequently. We add new
content every week and it’s a great source of marketing
material for your social media accounts and website.
Email or text content directly to customers and pros-
pects using Dealer-number transferring links to ensure
you receive credit for all registrations and sales.

Retail Co-op Program

Retail accounts (non-installers) earn co-op credit that
can be applied to the costs of qualified advertising,
literature, merchandising and promotional items. Co-op
credit is earned with every product purchase through-
out the year. All credit is awarded at the beginning of
January the following year and expires on Dec. 31. The
more an account buys in a year, the greater the co-op
percentage earned. Co-op credit is earned according
to the following scale:

Total Annual Purchases Percentage Earned in Co-op Credit

$0 - $7,499 3%
$7,500 - $24,999 4%
$25,000 or more 5%

Commercial Discount Program

Commercial accounts also earn discounts based on
their annual purchases, and those discounts stay with
them all year. At the beginning of each calendar year,
an account’s discount is locked in based on its pur-
chases over the previous 12 months. Accounts that pur-
chase enough to qualify for a higher discount level are
granted that discount immediately, but accounts that
fall out of qualification continue receiving their current
discount rate for the remainder of the year.

U.S. Annual Purchases Discount
$5,000 - $9,999.99 5%
$10,000+ 10%
Canada Annual Purchases Discount
$6,000 - $11,999.99 5%
$12,000+ 10%
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Commercial-Grade Oils
for the Commercial Market

AMSOIL Commercial-Grade Oils are formulated specifically to provide protection
and value for commercial customers, while helping Dealers compete against
lower-priced conventional products in the commercial market, win new commercial
accounts and increase sales to existing commercial accounts.

AMSOIL COMMERCIAL-GRADE DIESEL OIL (SBDT, SBDF)

Advanced synthetic-blend oil with greater than 50% synthetic base oil content.

2X better wear protection.

Meets the latest APl CK-4 diesel-oil specification.
Improved heat and oxidation resistance.

Helps maintain power and fuel efficiency.

Flows dependably in cold temperatures for reliable startup and engine protection.

Reduced oil consumption.
Available in 10W-30 and 15W-40 viscosities.

'Based on third-party testing in the Detroit Diesel DD13 Scuffing Test for specification DFS 93K222 using 10W-30 as worst-
case representation.

AMSOIL COMMERCIAL-GRADE HYDRAULIC OIL (HCG32,

HCG46, HCG68)

High-performance

hydraulic oil formulated

with conventional base

oil and high-quality

additives.

Provides strong wear

protection to protect

pumps and motors.

Resists corrosion for long

componernt life.

Fights sludge to help

maintain the cleanliness and operability of pumps,
valves, solenoids and other components.

Provides good filterability for maximum fluid performance
and life.

Resists foam to guard against cavitation and promote
efficient operation.

Available in three viscosities (ISO 32, ISO 46, ISO 68).

AMSOIL COMMERCIAL-GRADE TRACTOR
HYDRAULIC/TRANSMISSION OIL (TCGSB)

¢ Formulated with greater
than 50% synthetic content
for excellent protection and
performance.

e Anti-wear additives protect
gears and other components
under heavy loads for long
pump and valve life.

¢ Recommended for a range
of applications, helping
consolidate inventory and
reduce misapplication.

¢ Friction-modifier additives promote
consistent clutch operation, reduced chatter
and smooth operation.

e Anti-foam additives help control fade and
reduce sponginess.

¢ Resists oxidation at high temperatures for long
oil and component life.

e Conditions seals and hoses to help prevent leaks.



Brian Lammi | DEALER EXPERIENCE MANAGER

Spending time digging into what’s
happening within your Dealership
can help you find trends. Examining
these trends can help you stay on
course and, if necessary, make
corrections. That’s why the Reports
section of the Dealer Zone is an
important place to visit at least once
a week. Let's take some time to
break down a few key sections within
your reports to help you understand
what they are and why they're
important.

To access the reports that contain
personalized, in-depth information
about your Dealership, log in to the
Dealer Zone and look for “Reports” in
either Quick Links to the right of the
page or in the main menu on the left
navigation bar (second option from
the top). If you're using the mobile
app, it's the second option in the
hamburger menu.

At the top of the Reports page,
you'll find two sections of
information. The first is a graph that
displays where you are in the Sales
Achievement Program. It shows your
current level in the program, as well
as your progress toward reaching
the next level. This resets every
calendar year, so pay extra attention
at the end of the year to see how
close you are to achieving the next
level. For more information on the
Sales Achievement Program, click
the “Current Achievement Level” or
“Next Achievement Level” links.

The second section on the upper
right corner of the Reports page

Tips and tricks for Dealer reports
Information is key for any business.

is the Qualified Customers chart.
Qualified customers are a key part of
your status as a Certified Dealer. The
green bar on the chart shows all the
qualified customers you've acquired
in each month throughout the year.
The longer a customer has been
signed up, the closer he or she is to
falling out of “new customer” status,
so make sure you continue signing
up more new qualified customers

to maintain your certification status.
You can also see the certification
levels you've achieved, including
Customer, Sponsor, Retail or
Commercial Certification. If those
titles are no longer grayed out, it
means you've reached that status.
Click the “Certifications” link for
more information on the Dealer
Certification program.

As you continue scrolling down

the page, you'll find more sections
that cover new customers, current
customers, sales and earnings. You'll
also see information on accounts
that might be expiring or changes to
account statuses. It's a good idea

to monitor this so you don’t lose any
customers.

Codes are available throughout the
page that provide additional account
details. For instance, when you're in
your Active Personal Customer list,
you'll see some letters to the right of
the account number. Hover over them
to show what they stand for:

* “A” means that account was
assigned through the Customer
Certification program.

e “C” means the account has a credit
card on file.

e A red “C!” means that card will
expire within 60 days, so you may
want to contact the account for an
updated card.

In the upper left, just above the
Sales Achievement section, is the
PDF Reports widget, which contains
your earning statements, 1099s for
taxes and information on Preferred
Customers and Dealer renewals in
your downline. All this information

is important for maintaining your
Dealership.

While many Dealers already use the
reports in the Dealer Zone, others
who may not be fully familiar with
them. We hope you find this insight
helpful to access the full benefits of
your reports.
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Want to Register More
GCommercial and Retail Accounts?
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POWERFUL PROTECTION
WITH A SLED WARRANTY TO MATCH

Don’t let the snowmobile manufacturer dictate
which oil you use. Choose the superior protection
provided by AMSOIL INTERCEPTOR® for your
new, current-model-year or newer sled and we’ll
back you with our Runs on Freedom Limited
Snowmobile Warranty that covers engine repairs
for up to two years/5,000 miles/8,000 km.*

*Get the details and sign up at
AMSOIL.com/rofwarranty.
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