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Introduction



C H A P T E R  1

This is the AMBEST Brand Atlas

I N T R O D U C T I O N

The AMBEST Brand Atlas is here to help you bring the company’s brand to 
life. The Atlas provides direction for visual identity, including logo, color, 
typography, and brand voice standards for AMBEST and AMBUCK$.

Experience shows that brand loyalty begins with consistent, accurate 
application at every turn — from business cards to apparel, websites to 
signage. Therefore, our look and message need to map to these guidelines 
for maximum impact.

We designed this Atlas to provide an overview of AMBEST’s brand to help 
you create compelling communications with equal parts imagination and 
effectiveness. Please use it for guidance as you build your campaigns, 
outreach, signage, and collateral materials. 
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#

What is a Brand Look?

A Brand Look is our first impression. 

For this reason, it’s crucial we apply the AMBEST and 
AMBUCK$ consistently across every application. 

We want our Members and their customers to think:

• I am receiving good value.
• I am visiting a quality site.
• I am earning valuable rewards.
• I am in the hands of an expert.

Deviation from this Brand Atlas dilutes this impact.

C H A P T E R  1 I N T R O D U C T I O N 5



#

What is a Brand Voice?

A Brand Voice goes beyond what we say — it’s how we say it. 

Think of the AMBEST Voice as the way we carry ourselves. AMBEST is helpful, respectful, 
supportive, and confident. Conveying our message through that tone will have a tremendous 
impact on readers, listeners, and followers. We will be believable, trustworthy, and informative.

The best Brand Voice is:

• Clear — we get to the point
• Authentic — we stay true to who we are
• Relevant — we communicate to the audience
• Professional — we are respectful and authoritative
• Engaging — we use compelling language to connect

Deviation from this Brand Atlas dilutes this impact.

C H A P T E R  1 I N T R O D U C T I O N 6



Understanding 
AMBEST



#

Decades 
of Service

Our Story

AMBEST set out to help 
independent truck stop and 
service center owners prosper in 
the face of corporate competition. 

In the simplest terms, AMBEST is 
a servant organization dedicated 
to helping its Members connect 
with their customers and grow 
their businesses.

AMBEST has grown from a handful of travel centers 
to more than 500 across the United States, 
including travel centers, fuel stops, and service 
centers. The goal of establishing a network of 
trusted truck stops and service centers that partner 
with drivers and fleets remains front and center. 

The Member-owned organization also offers an 
industry-leading rewards program called 
AMBUCK$, the AMBEST Fuel Card, the AMBEST 
app, and a Member’s Portal.

From its first days Since 1988

The AMBEST story continues to evolve.
We remain committed to our mission and excited for the future.

C H A P T E R  2 U N D E R S T A N D I N G  A M B E S T 8



C H A P T E R  2

#

What 
Keeps Us 
Aligned

Mission 
Statement

AMBEST strengthens America’s 
independent truck stops and service 
centers to spark growth and foster loyalty 
by delivering superior experiences.

U N D E R S T A N D I N G  A M B E S T 9



C H A P T E R  2 U N D E R S T A N D I N G  A M B E S T

#

How we 
perceive 
ourselves

Internal Credo

AMBEST is the network of 
independent truck stops and service 
centers that help us stand strong 
against corporate national chains with 
collective purchasing power for fuel, 
parts, and sundries, expert mechanical 
technicians, and attention to personal 
service impossible anywhere else.
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#

We’re 
Proud 
to Be

Brand Tagline

The network behind the 
name on the door.

C H A P T E R  2 U N D E R S T A N D I N G  A M B E S T 11



#

AMBEST 
Is

Who We Are

1. A Member-owned network of independent 
truck stops and service centers

2. Offering top-tier amenities, competitive 
fuel prices and honest service

3. Proudly delivering America’s best travel & 
service experience

C H A P T E R  2 U N D E R S T A N D I N G  A M B E S T 12



C H A P T E R  2 U N D E R S T A N D I N G  A M B E S T

#

AMBEST 
Is Not

Who We Are

1. A faceless corporate chain

2. A cookie-cutter convenience 
store with no personality

3. A company that compromises 
on quality or service

13



Our Identity



#

Logos & Marks

AMBEST has grown from a handful of locations to more than 500 
across the United States, including travel centers, fuel stops, and 
service centers. The goal of establishing a network of trusted truck 
stops and service centers that partner with drivers and fleets 
remains front and center. 

The Member-owned organization also offers an industry-leading 
rewards program called AMBUCK$, the AMBEST Fuel Card, the 
AMBEST app, and a Member’s Portal.Primary Logo

C H A P T E R  3 O U R  I D E N T I T Y 15



#

Logos & Marks

Spacing 
& Sizing

The Standard logo includes a 
proportionately sized trademark 
symbol for standard applications 
in most use cases.

Standard (> 2” width)

The Micro logo utilizes a larger 
trademark symbol to ensure 
legibility without removal in 
applications in smaller frame

Micro (< 2” width)

All applications must use the inner star mark as 
the spacer for the overall logo. No surrounding 
elements or frames should encroach this area.

Spacing

C H A P T E R  3 O U R  I D E N T I T Y 16



Any application with a light 
background requires the use of 
the standard color logo.

#

Logos & Marks

Color 
Variations

On white Mono on white

Any application with a dark background requires the 
monochromatic negative variant in any use case.

If any application allows only one 
color, revert to the 
monochromatic dark variant.

C H A P T E R  3 O U R  I D E N T I T Y 17

To access all brand logos & variants, visit our AMBEST asset library.

https://farinella.com/client/ambest/ambest-asset-library/


#

Logos & Marks

Usage 
Allowances

Standard

The Standard logo must always be set 
to 0° orientation.

The only variance from this rule is in 
applications with a narrow height:width
aspect ratio, in which it must be rotated 
at 90° with centered alignment.

90°
O

rientation

C H A P T E R  3 O U R  I D E N T I T Y 18



#

Logos & Marks

Usage 
Restrictions

Stroke outlined Color changed

Image masked

Shadowed

Clipped Rotated

All primary logo applications must follow the guidelines shown in the 
previous slides. Any application outside those previously displayed are 
considered restricted without expressed written consent from AMBEST. 

C H A P T E R  3 O U R  I D E N T I T Y 19



#

Logos & Marks

Specialty 
Logo Variants

When a Member exceeds established Brand Standards, they may earn a 
higher level of recognition from AMBEST and be considered a “Star.” In 
these instances, the location should use this special AMBEST logo variant. 
This special variant must follow the guidelines shown for the primary logo. 
Any application outside of one's previously displayed is restricted without 
express written consent from AMBEST.

C H A P T E R  3 O U R  I D E N T I T Y 20

To access all brand logos & variants, visit our AMBEST asset library.

https://farinella.com/client/ambest/ambest-asset-library/


#

Logos & Marks

Badge Mark

C H A P T E R  3 O U R  I D E N T I T Y

The AMBEST Badge Mark is the brand’s identification icon. It is 
intended for use in areas that brand awareness has been established 
or can be further explained through support of surrounding materials 
or AMBEST members. Its use should be intentional in applications to 
reduce redundancies in the use of the primary logo.

Origin

21

To access all brand logos & variants, visit our AMBEST asset library.

https://farinella.com/client/ambest/ambest-asset-library/


#

Logos & Marks

Social Media
Badges

C H A P T E R  3 O U R  I D E N T I T Y

By using the brand’s identification icon, the social media profile badge allows 
the brand to build identity through the name and the mark without exhausting 
the primary logo in an application that better suits the mark itself.

22

Square/Rectangular

Circular

To access all brand logos & variants, visit our AMBEST asset library.

https://farinella.com/client/ambest/ambest-asset-library/


#

Logos & Marks

The Brand 
Behind the 
Brand

C H A P T E R  3 O U R  I D E N T I T Y 23

Independent out front. AMBEST behind it.

AMBEST was built to support independent businesses, not replace their identities.

Our Members have built valuable names and reputations in their own markets. 
Those brands should continue to lead. AMBEST appears alongside them as an 
endorsement — a signal to drivers, fleets and customers that this independent 
business is backed by the strength, resources and reach of the AMBEST network.

The Member brand leads. AMBEST strengthens it.



#

Logos & Marks

The 
Independent 
Brand Always 
Leads

C H A P T E R  3 O U R  I D E N T I T Y 24

AMBEST is the brand behind a network of independent businesses. The 
Member's business name and identity should always be presented first.

AMBEST supports that identity as the network endorsement. It does not 
replace it or become part of the Member's business name.

Lead with the independent name.
The Member's business name and/or 
logo is always the primary identity.

Support it with the AMBEST logo.
The AMBEST logo should accompany the Member 
brand where appropriate. It may appear below or 
beside the Member identity and should be slightly 
smaller, while still prominent and recognizable.

Use network designations descriptively.

When the designation is important, it can be 
communicated naturally in body copy. For example:

Retire the old lockups.

Existing offering lockups such as AMBEST Service 
Centers should no longer be used as the primary 
identity for Member locations. The same principle 
applies to other AMBEST offering/network lockups.

1. 2.

3. 4.

“As a Member of the AMBEST Service 
Center, Joe's Truck & Tire provides…”

“Joe's Truck & Tire is part of the 
AMBEST Service Center network…”

OR



#

Logos & Marks

Co-Branding
Logo Usage

C H A P T E R  3 O U R  I D E N T I T Y 25

Partner-Forward

Equally Weighted

Member Color Palette

A proud member of



Logos & Marks

Co-Branding
Usage 
Examples

C H A P T E R  3 O U R  I D E N T I T Y 26



Logos & Marks

Co-Branding
Usage 
Restrictions

C H A P T E R  3 O U R  I D E N T I T Y 27

Outdated logo with expired brand 
representation

Outdated logo with forced competition between 
“Truck Entry” and the AMBEST logo

Outdated logo with sign framing that doesn’t 
allow for the required spacing for the logo

Incorrect color usage causing poor 
legibility and brand awareness



#

Logos & Marks

Graphic Star

C H A P T E R  3 O U R  I D E N T I T Y

The AMBEST Star Mark is a graphic element suitable for situations 
where the standard AMBEST logo doesn’t fit. The Star Mark elevates 
standard brand placements and suggests movement, depth, and 
character through its angles and sharp edges. Follow all guidelines 
shown earlier for placement on white or dark backgrounds. 

28

To access all brand logos & variants, visit our AMBEST asset library.

https://farinella.com/client/ambest/ambest-asset-library/


#

Primary Colors

Blue
Blue is the base of the 
brand — used to provide 
strength and credibility

Accent Black
Black is the standard for main body 
copy and the specialty brand color 
for the Stars Program.

Red
Red is the heart and the soul —
used to amplify elements and 
bring character where necessary

Accent Gold
Gold is the accent color to bring 
attention to action items and 
provide an element of quality.Color Palette

C H A P T E R  3 O U R  I D E N T I T Y 29



#

Color Palette

Color Values

• HEX: #064F7D 
• RGB: 6, 79, 125
• CMYK: C95 M37 Y0 

K51
• PMS: 2210 C

Primary Blue: 
• HEX: #032E44 
• RGB: 3, 46, 68
• CMYK: C96 M32 Y0 K73
• PMS: 7463 C

Dark Blue: 
• HEX: #A9D4EA 
• RGB: 169, 212, 234
• CMYK: C28 M9 Y0 K8
• PMS: 290 C

Light Blue: 

• HEX: #C92030 
• RGB: 201, 32, 48
• CMYK: C0 M84 Y76 

K21
• PMS: 186 C

Primary Red: 
• HEX: #600411 
• RGB: 96, 4, 17
• CMYK: C0 M96 Y82 K62
• PMS: 7421 C

Secondary Burgundy: 
• HEX: #EDC8C8 
• RGB: 237, 200, 200
• CMYK: C0 M16 Y16 K7
• PMS: 503 C

Secondary Blush:

• HEX: #1E1E1E 
• RGB: 30, 30, 30
• CMYK: C0 M0 Y0 K88
• PMS: Neutral Black C

Mono Black: 
• HEX: #CECECE 
• RGB: 206, 206, 206
• CMYK: C0 M0 Y0 K19
• PMS: Cool Gray 2 C

Mono Gray: 
• HEX: #F9F8F7 
• RGB: 249, 248, 247
• CMYK: C0 M0 Y1 K2
• PMS: None

Mono Off-White: 

• HEX: #E5A31E 
• RGB: 229, 163, 30
• CMYK: C0 M29 Y87 K10
• PMS: 7409 C

Accent Gold: 
• HEX: #F2E1C2 
• RGB: 242, 225, 194
• CMYK: C0 M7 Y20 K5
• PMS: 7506 C

Accent Cream: 

C H A P T E R  3 O U R  I D E N T I T Y 30



#

Typography

Typography
Pairings

League Spartan

Primary

Helvetica Neue
Secondary
Helvetica Neue is an update of the legendary Helvetica 
typeface, offering designers a more unified and 
versatile font family. The typeface is included with an 
active Adobe Fonts subscription or can be purchased 
from authorized vendors such as MyFonts. 

League Spartan is a bold, modern sans-serif typeface 
that offers clean, monolinear lines, highly legible 
letterforms, and a strong aesthetic. The typeface is 
completely free for personal and professional use 
under an open-source license. 

C H A P T E R  3 O U R  I D E N T I T Y 31



#

Typography

Typography
Hierarchy

C H A P T E R  3 O U R  I D E N T I T Y 32



#

Typography

Typography
Hierarchy 
Continued

C H A P T E R  3 O U R  I D E N T I T Y 33

League Spartan • Semibold 600 • 11-14pt • ALL CAPS



AMBEST 
in Action



Signage

Locations

C H A P T E R  4 A M B E S T  I N  A C T I O N 35



Signage

Doorways

C H A P T E R  4 A M B E S T  I N  A C T I O N 36



Signage

Cashier

A M B E S T  I N  A C T I O N 37C H A P T E R  4



Business Systems

Stationery

A M B E S T  I N  A C T I O N 38C H A P T E R  4



Email Signature

A M B E S T  I N  A C T I O N

Business Systems

Member 

Hi Jenna,

Got your note about routing the Pacific Logistics crew through our Boise 
location next week. We'll have the back lot held for the 8-truck convoy 
Tuesday night, and the showers reserved between 6 and 9 PM.

A couple things worth flagging — our diesel pricing locks at the morning 
rate, so your drivers will see the same number all day, and the deli's running 
a $5 chili dog special through Friday. Coffee's on us when they pull in.

Let me know if anything changes on your end.

Best,

Corporate 

Hi Marcus,

Hope spring's treating Sweetwater well. Following up on what we discussed 
at the regional meet-up — your updated AMBUCK$ enrollment kit ships 
Friday: counter displays, window cling set, and the redesigned POS 
enrollment card.

A few other items also moving on our side. The fuel card terminal firmware 
rolls out May 12, your Q2 rebate statement posts to the Member portal next 
week, and the 38th Annual Meeting registration is open through the link 
below. Glad to help whenever you need us.

Best,

#39C H A P T E R  4



Digital Marketing

Social Media

A M B E S T  I N  A C T I O N 40C H A P T E R  4



Digital Marketing

Social Media

A M B E S T  I N  A C T I O N 41

GIVING MORE, AT NO COST.

C H A P T E R  4

Star



Virtual Meetings

A M B E S T  I N  A C T I O N

Digital
42C H A P T E R  4



Presentations

A M B E S T  I N  A C T I O N

Digital
43C H A P T E R  4



Apparel

A M B E S T  I N  A C T I O N

Print
44C H A P T E R  4



Merchandise

A M B E S T  I N  A C T I O N

Print
45C H A P T E R  4



Stars Program

A M B E S T  I N  A C T I O N

Print
46C H A P T E R  4



Our Voice



#

C H A P T E R  5

Our Voice

The AMBEST 
Brand Voice is:

AMBEST communicates with an authoritative, helpful, and 
approachable tone.

All of our messaging, across digital, print, and broadcast 
channels, is intended for the benefit of the AMBEST Member. 
Therefore, we offer information in a direct and useful manner. 

Clear — we get to the point

Authentic — we stay true to who we are

Relevant — we communicate to the audience

Professional — we are respectful and authoritative

Engaging — we use compelling language to connect

48O U R  V O I C E



O U R  V O I C E

#

Who We Are

That’s who we are as the AMBEST brand.

AMBEST is an organization designed to be of service to its 
members — independent owners of fuel and service centers.

So, our voice, tone, and communications need to be helpful, 
clear, and approachable. 

Every message, in tone and content, must contribute to 
AMBEST’s priority, which is to help grow the Member’s business 
by bringing the fleet/driver to an AMBEST location. In short, 
every sales and marketing execution created by the corporate 
team must benefit the Member’s bottom line.

49C H A P T E R  5



O U R  V O I C E

#

Who We 
Are Not

Our position is that AMBEST is the network behind the name on the door. 

So, as AMBEST, we should never assert our name above the Member. Whenever 
possible, shine a light on the Member’s business and location(s). 

Secondly, let’s keep in mind our philosophy of being of service. So, we’re never 
arrogant or condescending. Our intent is to be helpful and informative. 

Finally, while we can speak authoritatively and confidently about our Members 
and the industry, we never want to come off as superior. 

50C H A P T E R  5



O U R  V O I C E

#

AMBEST’s 
Audience

The hardest and most important part of any communication is defining, 
understanding, and engaging with an audience.

AMBEST needs to connect with:

• Members — who own and work at branded locations
• Drivers — who use AMBEST locations
• Fleet Managers — who plan and route drivers
• Potential Members — who are looking to join the network

While each audience requires differentiated content to answer their 
questions, we believe they will respond to a comfortable, informative, 
professional tone.

Be assured in your writing. Use solid declarative sentences without being 
arrogant or condescending. Aim to connect with familiar language.

Write to the people.

51C H A P T E R  5



O U R  V O I C E

#

Our Mission 
Statement AMBEST strengthens America’s independent truck stops and 

service centers to spark growth and foster loyalty by 
delivering superior experiences.

Our External Promise

52C H A P T E R  5



O U R  V O I C E

#

Our Internal 
Credo AMBEST is the network of independent truck stops and 

service centers that help us stand strong against corporate 
national chains with collective purchasing power for fuel, 
parts, and sundries, expert mechanical technicians, and 
attention to personal service impossible anywhere else.

Our Rallying Cry

53C H A P T E R  5



O U R  V O I C E

#

The 
AMBEST 
Tagline

The network behind the 
name on the door.

54C H A P T E R  5



O U R  V O I C E

#

Talking to 
Members

AMBEST acts as both a shield and an amplifier for its Members. Our 
communications with the industry should reflect our support role for the Members. 

• Clear
• Informative
• Encouraging

• Supportive
• Engaging

At all times, AMBEST should use 
language that supports its Members. 

Our communications to 
the industry must be:

55C H A P T E R  5



O U R  V O I C E

#

Talking to 
Industry

Job #1 for AMBEST’s corporate team is to help our Members grow their business. 
Every member joins the organization to maintain their independence and strengthen 
their bottom line. They trust AMBEST for support, guidance, and materials.

• Member Forward
• Respectful to the Member
• Clear

• Informative
• Forward Looking

At all times, AMBEST should use 
language that supports its Members. 

To that end, our 
communications 
must be:

56C H A P T E R  5



O U R  V O I C E

#

Talking to 
Drivers

Drivers are the main audience for AMBEST communications and advertising. We 
know that they are looking for information and community. They engage with 
content that is personable and important. They will not wait around for information. 

• Member Forward
• Respectful to the Member
• Clear

• Informative
• Forward Looking

At all times, AMBEST should use 
language that supports its Members. 

To that end, our 
communications 
must be:

57C H A P T E R  5



O U R  V O I C E

#

Marketing 
& Comms

Any marketing or communications effort from AMBEST needs to accomplish the 
twin goals of highlighting its Members and amplifying the network's benefits.

• Respectful
• Confident (without being obnoxious)
• Consistent (with the Member’s voice)
• Informative (within the Member’s guidelines)
• Authentic (to the Member’s audience)
• Relevant (to the Member’s goals)

When speaking of our 
Members, we must be:

• Professional
• Clear
• Informative
• Engaging
• Authentic
• Relevant

When speaking of 
AMBEST, we must be:

In all things, it is essential to remember the audience. Fleet managers are 
concerned with the benefits AMBEST offers, such as discounts, customer 
service, and driver comforts. Drivers are interested in site amenities and 
services, comforts, and AMBUCK$ benefits.

58C H A P T E R  5





Who We Are

C H A P T E R  6

AMBUCK$ is a loyalty program that rewards drivers who use our 
Members’ locations. 

For many drivers, AMBUCK$ is AMBEST. They view the program as a 
way to earn perks to purchase merchandise and services, free 
showers, and special offers without understanding AMBEST is the 
network behind it all.

While it’s not essential to debunk that belief, we should do our best 
to tie the AMBEST and AMBUCK$ voice, tone, and communications 
to the spirit of engaging, informative, and approachable. Where 
AMBUCK$ should stand apart is in personable and friendly 
language.

As with AMBEST, it’s essential to remember that AMBUCK$ reflects 
our Members’ businesses and that the program helps grow their 
bottom line. So, be respectful to those locations and aim to help 
Members shine whenever possible.

A M B U C K $ 60



Who We Are Not
AMBUCK$ is often an additional loyalty program for our Members. 
So, we should never assume that the AMBEST offering is the primary 
focus for Members. 

The AMBUCK$ position, much like the AMBEST voice, is never 
arrogant, assumptive, or condescending. Because we are the 
network behind the name on the door, or the loyalty program 
supporting it, our aim is to be supportive at all times.

Lastly, AMBUCK$ is a premium rewards program that gives drivers 
meaningful rewards. So, let’s not dilute our program’s benefits by 
talking about it as cost-saving or an economy offering. 

A M B U C K $ 61C H A P T E R  6



The Look

AMBUCK$ is synonymous with AMBEST today, so it is important to 
treat its visual identity with the same care as the corporate logo.

Drivers look for the AMBUCK$ logo as a signal of loyalty, quality, 
and service. Fleet managers understand that AMBUCK$ is a way to 
reward their drivers with extra benefits. 

To support the continued success of the AMBUCK$ program, it is 
crucial to ensure the logo stands out on crowded windows, doors, 
and POS stations. So, it is important to keep the logo and brand 
identity as clean and organized as possible. Non-essential flourishes 
dilute our brand impact.

A M B U C K $ 62C H A P T E R  6



Color 
Usage

Primary Primary colors to be used 
on all white backgrounds

Mono Mono colors to be used on all 
colored backgrounds to ensure 
legibility with strong contrast.

IdentityA M B U C K $ 63C H A P T E R  6

To access all brand logos & variants, 
visit our AMBEST asset library.

https://farinella.com/client/ambest/ambest-asset-library/


Approved 
Usage

Because AMBUCK$ is an extension of the AMBEST brand, the usage 
guidelines allow for a looser approach, providing opportunities for 
the brand to come to life in ways that it originally didn’t.

The ruling is simple. Stick to the colors outlined, ensure it’s legible, 
and ensure it captures the attention of the viewer.

IdentityA M B U C K $ 64C H A P T E R  6



The Voice of 
AMBUCK$

AMBUCK$ is designed to give drivers exclusive benefits at AMBEST 
locations and often acts as the introduction to the AMBEST network.

AMBUCK$ should mirror AMBEST’s authoritative, helpful, and 
approachable tone, with a friendlier undertone.

All AMBUCK$ messaging across digital, print, and broadcast channels 
must communicate both the program's benefits and the locations where 
AMBUCK$ can be redeemed. So, we need to be informative and 
engaging while reflecting our Members' personalities. 

The AMBUCK$ Brand Voice is:

Clear — we get to the point

Authentic — we stay true to who we are

Relevant — we communicate to the audience

Professional — we are respectful and authoritative

Engaging — we use compelling language to connect

A M B U C K $ 65C H A P T E R  6



The AMBUCK$ 
Audience

The hardest and most important part of any communication is defining, 
understanding, and engaging with an audience.

When writing about AMBUCK$, AMBEST needs to connect with:

• Members — who own and work at branded locations
• Drivers — who use AMBEST locations
• Fleet Managers — who plan and route drivers
• Potential Members — who are looking to join the network

While each audience requires differentiated content to answer their 
questions, we believe they will respond to a comfortable, informative, 
professional tone.

Be assured in your writing. Use solid declarative sentences without being 
arrogant or condescending. Aim to connect with familiar language.

Write to the people.
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Talking to 
Drivers

Job #1 for AMBEST’s corporate team is to help our Members grow 
their business. Every Member joins the organization to maintain 
their independence and strengthen their bottom line. They trust 
AMBEST for support, guidance, and materials.

• Clear
• Informative
• Personable

• Supportive
• Engaging

Be direct and brief when communicating program benefits and updates.

Be personable and informative when communicating news about 
Member locations (new amenities, parking, etc.). 

Remember to use language that supports our Members at all times. 

To that end, our communications must be:
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Talking to Fleet 
Managers

AMBUCK$ is often an added benefit that fleet managers can use to 
attract and keep drivers. So, we should be clear and informative 
about how the loyalty program can benefit their fleet and drivers.

• Informative
• Direct

• Engaging
• Clear

Remember to use language that supports our Members at all times. 

Make sure our messages to fleet 
managers about AMBUCK$ are:

• Entice fleet managers to send their drivers to AMBEST 
locations to earn points and redeem rewards

• Give fleet managers the information they need to 
communicate the benefits to their drivers

Our aim is twofold with these communications:
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Thank You

For more information:

McCall Decker
Marketing Manager
mdecker@am-best.com


