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INTRODUCTION

Modern engine oil is a multi functional marvel,
without which modern engines could not exist. Its
primary function is forming and maintaining a
lubricating film between moving engine parts. It does
this while it is being cooked, dhopped up,
contaminated with condensate and various chemical
compound. Engine o0il also helps keep engine parts
clean while it is creating soot, varnish, water, and
numerous other deposit-forming substances. It must
also seal areas between pistons, rings and cylinders,
preventing gases from escaping from the combustion
chamber. It is also a major contributor in dissipation

of more heat energy than is used to move the vehicle.

Consumers expect engine oils Fg/yprk equally well in
engines made by different companies in different model
Years. The o0il should work in different climates,
under different driving conditions and for longer time
intervals than engineers would 1like to see. At the
same fime, it must sell at a competitive price in a

market ‘place with hundreds of competitors.

Discussion of modern engine o0il begins with the

composition of the ingredients of the fluid called by

the name.



