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Minnesota Election Update 

 

 

 
 
 
 
 
 
 
Minnesota voters have spoken and turned the state’s keys com-
pletely over to the Minnesota DFL.  While most political observ-
ers felt Tuesday night should be a good night for Republicans both 
nationally and here in Minnesota, voters had a different outcome 
in mind.  The overwhelming financial strength of the DFL Party 
allowed them to maintain control of the Minnesota House, take 
the Minnesota Senate on a margin of 34-33 and deliver second 
terms to each of Minnesota’s constitutional office holders.   
 
What is clear today, polling is not accurately reflecting voter’s at-
titudes, and the GOP needs to increase their votes in the suburbs if 
they wish to win back the House in two years, and be competitive 
in future statewide races.  While the GOP candidates for Attorney 
General and State Auditor came close to winning, the overwhelm-
ing victory by Mary Moriarty in the Hennepin County Attorney 
race likely provided Attorney General Ellison and State Auditor 
Blaha just enough votes to win.   
 
The Senate DFL was able to win thirty-four of the 37 Senate Dis-
tricts carried by President Biden. GOP Senator Roger Chamber-
lain was the only incumbent member of the GOP Senate to be de-
feated.  In the House, GOP Representatives Akland, Raleigh, Boe, 
Heinrich and Mortenson were defeated.  The House GOP was able 
to further solidify its strength in northern Minnesota by defeating 
DFL Representatives Eklund, Murphy and Sanstede.  Several rac-
es fell within the state mandated recount parameters, those re-
counts will take place in the coming days.  Currently, the House 
DFL holds seventy of the 134 seats, while the GOP retains sixty-
four.  
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MSSA Board Members 

Jeff Bagniewski, President 

507-285-0014   ‘20-’23 

Andrea Drake, Vice President 

651-426-9996   ‘21-’24 

Ron Feist, Secretary/Treasurer 

763-544-5512   ’22-‘25 

Channing Smith, Past President 

651-450-9729   ’20-‘23 

Mark Olson, Past President 

612-869-1244                                  ‘22-‘25 

Rick Bohnen 

952-484-6562                  ’21- ‘24 

Joel Hennen 

952-445-2478   ‘22-‘25 

Jeff Peterson 

507-452-3559   ’21–‘24 

Jerry Charmoli, Past President  

     763-757-6789   ‘20-’23  

 
MSSA Staff 
    Lance Klatt        (651) 487-1983            

        Cell                                       (612) 916- 9917                                                  

   Nikki Steger         (651) 487-1983 

    Cell                        (612) 618-7075

  

Insurance Representatives 

    McNamara Company 

    Patrick McNamara               651) 426-0607 

    Aleisha McNamara      (651) 426-0607 

    Mitchell McNamara            (651) 426-0607

  

Health & Life Financial Services 
Kevin Urlaub                           (763) 287-0055    

Andy Urlaub 

 
General Counsel 

Randy Thompson                  (952) 405-7171 

Nolan, Thompson, Leighton & Tataryn 

Government Affairs 
Todd Hill – Lobbyist  

Hill Capitol Strategies, Inc. 

 

MSSA Business 
Hours:  

 
 Monday - Friday 

   
 8:30am - 4:30pm 

 
Mail in ballots… 
 
As for most of us, living through the COVID-19 pandemic has been 
compared to living through wartime.  At this moment the political 
ads and the election process is like living through another war-
time… or getting prepping for a colonoscopy. According to the New 
York Times the number of Mail in Ballots this past election could 
more than double the number of mailed ballots received in 2016 
once all counts are in. 
 
In the U.S., showing up in person to cast one’s ballot on Election 
Day has always been the standard way of exercising that fundamen-
tal right. But over the centuries, voting by mail has become an at-
tractive alternative for many—thanks in large part to the influence 
of wartime necessity. 
 
But it was during the Civil War that America first experimented 
with absentee voting on a large scale, as so many of the men who 
were eligible to vote were away from home fighting. During the 
1864 presidential election—in which Republican incumbent Presi-
dent Abraham Lincoln defeated Democratic candidate George 
McClellan—Union soldiers voted in camps and field hospi-
tals, under the supervision of clerks or state officials as Lincoln 
wanted to assure that he got the votes of the soldiers who were serv-
ing away from home. 
 
In the decades that followed, people who voted by mail generally 
had to have a specific reason for not being able to vote in person on 
Election Day. That began to change in 1978, when California be-
came the first state to allow voters to apply for an absentee ballot 
without having to provide an excuse. (Another reason to dislike Cal-
ifornia) 
 
Mail in ballots also known as Absentee ballots- how safe can your 
vote really be? Do we really trust the U.S. Postal Service with our 
ballots? The only honest way to cast a vote is in person. I am sure as 
our technology continues to supersede us, the integrity of elections 
will do the same.  
 
Have a great Thanksgiving everyone!  
 
Lance 

https://www.cbsnews.com/news/victory-gardens-for-the-war-against-covid-19/
https://postalmuseum.si.edu/collections/object-spotlight/absentee-voting-in-the-civil-war-ohio-cover
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Anniversaries 
LeRoy Voehl 

LeRoy’s Great Bear  
Tire & Auto 

Member since 1981 
 

Jim Koehnen 
Koehnen’s BP 

Member since 1981 
 

Shad Seibert 
Bruno Deep Rock 

Member since 1999 
 

Brandon Beer 
Beer Oil & Tire 

Member since 2003 
 

Brian Larson 
Gramsie Corner Mart 

Zahl-Petroleum 
Member since 2009 

 
Pam Glenn 

Universal Money Centers 
Member since 2010 

 
Tony Rammer 
Downtown BP 
Excelsior BP 

North Suburban BP 
Shoreview BP 

Maple Grove BP 
Member since 2011 

Steve Mankowski 
Southview 66 Servicenter 

Member since 2011 
 

Kelly Power 
Eagle Lake BP 

Member since 2011 
 

Alan Pederson 
Core-Mark International 

Member Since 2011 
 

Craig Waldvogel 
HTP Energy 

Member since 2013 
 

Dan O’Day 
O’Day Equipment LLC 

Member since 2013 
 

John Ryan 
O’Ryan’s North Maple Grove 

Member since 2014 
 

Tami Diehm 
Jim Dierking 

Winthrop & Weinstine 
Member since 2015 

Perry Linn 
Crosstown Auto Repair 

Member since 2016 
 

Dean Showalter 
New Brighton Shell 
Member since 2016 

 
Akshay Patel 

Brooklyn Park Minnoco 
Greenwood Market 
Member since 2016 

 
Karen Radmann 

1 Stop Market 
Member since 2020 

 
Sam Ragheb 
Celine Stops 

Member since 2021 
 

Sean Poppen 
US Bank 

Member since 2021 
 

Mike Karbo 
American Petroleum Institute 

Member since 2021 
 

Jason Latvaaho 
Big Lake Automotive 
Elk River Tire & Auto 

Member since 2021 

Turkey Fun Facts 
 

• Wild turkeys sometimes sleep in trees! 
• Only male turkeys gobble.  Female turkeys make chirping sounds. 
• Wild turkeys can fly.  They fly short distances– up to 55 miles per 

hour! 
• The turkey’s eyes are on the side of his head.  By rotating his head, 

he can see 360 degrees– the whole way around! 
• The skin on a turkey’s head can change colors– to red, blue, or white– when he or 

she gets excited or anxious 
• Turkeys have all sorts of names:  Adult male turkeys are called “toms”, females are 

called “hens.  Babies are called “poults, young boy are “jakes”, and young girls are 
“jennys”. 
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8 Keys to Selling Auto Service Professionally and Ethically 

1. Be prepared to cost-justify. When it comes to selling maintenance, one of the single greatest mistakes that shop 
owners and service advisors make is being unprepared to cost-justify the services. You’ll need to be able to quickly 
explain to your customers, in clear financial terms, why the service is a great investment for them. Here’s an exam-
ple: If you estimate that a customer is going to invest $600 in maintenance over the course of a year, then you need 
to break that number down into a daily amount. This way, when you are recommending your services, you can re-
mind them that although they may feel $600 is a good amount of money, they’re going to be able to benefit from 
the service for a long time.  
 
By following your maintenance schedule over the course of a year, your customers’ investment will end up being 
just $1.65 a day ($600/365). In essence, for less than a couple of dollars a day your customers will protect their 
warranties, protect the value of their vehicles, squeeze every mile out of every gallon of gasoline, reduce the risk of 
costly breakdowns, and will have the peace of mind that they’ll have safe, dependable transportation. If you are not 
prepared to cost-justify the investment, then you can rest assured that the only number your customers will hear 
will be the price of the service. This will not only lead to lost sales, but if your customers don’t experience a break-
down within the next few months (that is attributed to the declined service recommendation), then they’ll look at 
the service you offered as nothing more than an attempt at an unwarranted up-sell. At this point, you’ve not only 
lost the sale, but you’ve lost your credibility as well. 
 
2. Know your customers’ buying habits. You’ll need to know your customers’ buying habits as well as their ser-
vice histories. You should always request your first-time customers’ service records, and should ask them about 
their service histories verbally as well. This information can be extremely helpful during any sales process, espe-
cially when it comes to selling maintenance. Great doctors are always interested in a patient’s medical history, just 
as great service advisors are always interested in a customer’s service history. This information not only indicates 
which maintenance services are due, but will give you valuable insights to your customers’ buying habits as well. 
 
3. Have the right tools available. People believe what they see, so whenever possible, you should get your cus-
tomers visually involved. At Elite we are big supporters of complete vehicle inspections, proper documentation, 
and visually showing your customers what was discovered. Since third-party documentation is usually viewed as a 
credible source, you should use your customers’ owner’s manuals, their service records, and print-outs that show 
industry recommendations, maintenance brochures, and repair orders that show the high cost of repairs, failed com-
ponents and fluid samples. 
 
4. Emphasize the benefits. You’ll need to know the key benefits of every service you offer by heart. You’ll need 
to know, in very specific terms that your customers will understand, how they will win by authorizing the mainte-
nance services that you recommend. You’ll need to make sure they know it can maximize their fuel economies, 
protect the value of their vehicles, protect their warranties, help them avoid unexpected and costly repairs, and pro-
vide them with peace of mind in knowing that they’ll have good, safe transportation. Not only should you know 
these benefits by heart, but you should write down the benefits of each of your most popular maintenance services, 
and then review the list of benefits before each and every sales presentation. When it comes to selling maintenance, 
the overwhelming majority of shop owners and advisors put the focus of their presentations on the parts and labor, 
and unfortunately, that’s a mistake. As is true with all sales, your customers will be motivated by the benefits 
they’ll receive, not the parts and labor that go into the job. 
 
5. Let the customer know you have great news. When you call your customers, make sure you begin your 
presentation by telling them that you have some really great news. This will not only set the tone for your presenta-
tion and put your customers at ease, but it will send a strong message that as a professional, you feel the service you 
are about to recommend is truly a great value. 
 
6. Use an assumptive close. Instead of asking your customers if they would like you to perform the recommended 
maintenance services, you should say, “All that I’ll need is your go-ahead, and we’ll get started on it right away.” 
Assumptive closes send a strong message that there is no logical reason for your customers to decline the services 
that were recommended. 

(continued on next page) 
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7. Schedule the next appointment. There is no better time to schedule the next appointment than at the time of 
car delivery. Your customers are standing in front of you, they feel comfortable with you, and it’s easy for them to 
say yes. If your customers leave without making an appointment, then they’re going to be fair game for all of your 
competitors. In addition, taking good care of your customers’ vehicles is a process, not an event, so it stands to rea-
son that you’ll need to see them again to perform the services that will be due at that time, to complete a periodic 
safety inspection, etc. 
 
8. Never put money ahead of people. Here’s one of the best kept secrets to not only selling maintenance, but to 
building a great business. Customers are intuitive, and they can quickly tell if a service advisor is interested in their 
credit card or their well-being. If you sell from your heart, and if you never put money ahead of people, it will 
show through every single time. Not only will this help you increase your auto repair sales, but it will help you 
generate lifelong customers at the same time. 
 
For additional help building a more successful shop, while having a positive impact on your employees, your customers and your commu-
nity, learn how you can team up with one of the top shop owners in America through the Elite Coaching Program at https://
eliteworldwide.com/how-we-help/topshop360/  
 

 

 

 

 
    by Bob Cooper , President 

(continued from front page) 

 
 
For Minnesota’s business community, Tuesday’s results are a mixed bag. The Walz Administration will have 
greater ability to pass the budget they introduce.  For some, projects supported by the Walz Administration may be 
easier to advance if they are included in the Walz Budget proposal.  However, the DFL Majorities in the Minnesota 
Legislature are likely to advance several new business mandates and regulations which had been stalled by the 
Senate Republicans.   
 
The Senate DFL is meeting today to begin the process of selecting a new Majority Leader.  It is likely we will see 
new leadership emerge in both the House and Senate GOP Caucuses.  Given numerous House DFL retirements, we 
will see several new House Committee Chairs.  House Chairs will likely be announced before Thanksgiving.  In 
the Senate, the DFL will begin to make those announcements in the coming days.  The Senate DFL may redesign 
the number of committees, that process must be completed before Chairs can be announced.  Committee member-
ship is likely to be completed before Christmas.   
 
We will continue to provide updates as we near the start of the 2023 Legislative Session.   
 
 
 
 
 
 
 
 

                                                       

           By MSSA Lobbyist Todd Hill 

https://eliteworldwide.com/how-we-help/topshop360/
https://eliteworldwide.com/how-we-help/topshop360/
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Food and Beverage Costs Are Up 13.3% 
 

The Federal Reserve with another 0.75 interest rate hike, while job openings rose last month. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

ALEXANDRIA, Va.—Food and beverage prices in October were 13.3% versus a year ago, increasing by 1.4% 
compared to September, according to a new report by IRI. 
 
Compared to a year ago, overall food inflation has stabilized in the past three months. However, consumers are us-
ing multiple tactics to reduce spending, such as switching to private-label products, trading down to mainstream 
and value brands, as well as dining more at home. 
 
Quick shopping trips are growing four times faster than any other types of trips, suggesting that convenience stores 
can offer value to time-starved consumers who are topping off instead of doing large shops. 
 
Within the grocery store, the perimeter, including produce and deli, has seen inflation moderate to 8.4% compared 
to the year-ago period, while center store inflation, including snacks, frozen meals and other frozen foods, has risen 
every month in 2022 and is now at 14.9% compared to the year-ago period. 
 
Fresh meat and seafood and alcohol segments are up 4.5% and 5.5% compared to the year-ago period, while other 
categories, such as dairy (+21.3%) and frozen meals and other frozen foods (+18.4%), are up significantly. 
 
Halloween was more expensive this year, as seasonal Halloween candy prices increased 13.5% compared to the year-ago period, and vol-

umes were down 2.0%. Thanksgiving will also be more expensive this year, due to what could become the worst year ev-
er of avian flu outbreaks for poultry, according to Money.com. 
 
The Federal Reserve is attempting to temper inflation by raising interest rates another 0.75 percentage points, re-
ports the Wall Street Journal. Inflation hit a new four-decade high in September, showing that strong and broad 
price pressures are still happening. The core consumer-price index (CPI) was up 6.6% last month compared with 
September 2021—the largest increase since August 1982. Inflation was 8.2% in September. 
 
This was the Fed’s fourth time raising interest rates by 0.75 points. Federal Reserve Chair Jerome Powell said rates 
could increase by a smaller amount during December’s meeting, but could also raise borrowing costs next year 
more than they have projected. 
 
“The inflation picture has become more and more challenging over the course of this year, without question,” Pow-
ell said at a news conference Wednesday. “To the extent rates have to go higher and stay higher for longer, it be-
comes harder to see the path [that avoids a recession].” 
 
Looking at private payroll last month, companies added 239,000 positions for the month, ahead of the Dow Jones 
estimate of 195,000, and more than September’s 192,000 additions. Wages also increased 7.7% year over year, 
which was 0.1 percentage point from the previous month. 
 (continued on next page) 

https://www.iriworldwide.com/en-us/insights/publications/october-2022-food-and-beverage-price-check
https://www.convenience.org/Media/Daily/2022/Oct/14/1-Inflation-Isnt-Easing-CPI-4-Decade-High_Consumer
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Leisure and hospitality added 210,000 jobs, and wage growth was up 11.2% over the year prior. CNBC reports the 
sector is seen as a bellwether, as it was hit hardest by the pandemic, and numbers are still below pre-pandemic lev-
els. 
 
“This is a really strong number given the maturity of the economic recovery, but the hiring was not broad-based,” 
said Nela Richardson, ADP’s chief economist. “Goods producers, which are sensitive to interest rates, are pulling 
back, and job changers are commanding smaller pay gains. While we’re seeing early signs of Fed-driven demand 
destruction, it’s affecting only certain sectors of the labor market.” 
 
Additionally, job openings rose in September, totaling 10.72 million, much higher than the FactSet estimate of 
9.85 million. The data shows that there are 1.9 job openings for every available worker, which has fueled wage in-
creases. The employment costs index is growing at about a 5% annual pace. 
 
The Bureau of Labor Statistics is scheduled to release its payrolls count this Friday, and the report is expected to 
show growth of 205,000, from September’s 263,000, according to CNBC. 
 
The U.S. convenience store industry employs an estimated 2.38 million people, and convenience store jobs score 
high marks, according to former employees and customers. Nearly three in four consumers (72%) say they have a 
favorable opinion of convenience store jobs, while 79% of current and former c-store workers say their job experi-
ence was valuable, and 66% said they would recommend that type of work to others, particularly as a first job. 
 
 

https://www.cnbc.com/2022/11/01/jolts-september-2022.html
https://www.convenience.org/Media/Daily/2022/Oct/11/1-Convenience-Store-Jobs-Score-High-Marks_HR
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FREE SHOP MANAGEMENT TIPS FROM AUTOMOTIVE  

MANAGEMENT NETWORK 

www.AutomotiveManagementNetwork.com 

 

#336 THE CALM CUSTOMER LOUNGE 
You know that background music you hear at high-end restaurants – usually some light jazz? There are thousands 
of offerings like that on YouTube, and many have some very cool videos. Often, they play for hours. Try that on 
the TV in your customer lounge instead of all the yammering one typically hears in waiting areas. 
 
#335 THE GOAL IS 5:00 
When your shop opens every morning, the goal should be to complete every car coming in today and every car 
still here from the day before by 5:00 today. I can hear you laughing. You learned that cars must languish at your 
shop for a while. That’s how it works. Says who? While you may never fully attain the 5:00 goal, odds are you can 
improve dramatically with the right mindset. Total vehicle stays of 24 to 48 hours are doable. Change policy. 
Change prices. Increase capacity. Move. We know you can do it because other shops are already doing it.  
 
#334 SOLVING MANAGEMENT PROBLEMS 
Q: Why are my employees always depending on me to solve every problem? 
A: Because you do. 
What you don’t do is tell them to “Figure it out.” and go back to what you were doing before they asked. 
It’s often not easy at first, but it doesn’t take long for better employees to learn the new rules. The solutions won’t 
always be the ones you would have selected, but they will likely address most issues satisfactorily. Start trying it 
now 

http://www.AutomotiveManagementNetwork.com
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NACS Files Petition Against California’s Zero-Emission Vehicle  
Mandate 

 
 

California says all new passenger and light trucks sold in the state must be EVs or hybrids by 2035. 
 
 
ALEXANDRIA, Va.—NACS, along with other stakeholders, have filed a petition in a federal court in Washington, 
D.C., challenging the Environmental Protection Agency’s waiver that would allow California to implement a zero-
emission vehicle mandate. 
 
“We strongly favor more development of competitive markets for electric vehicles, hydrogen fuel-cell vehicles and oth-
er technologies,” said Doug Kantor, NACS general counsel. “But technology mandates will reduce incentives for envi-
ronmental gains from a range of vehicle fuels and technologies. We should encourage innovation to meet environmental 
performance goals. That would be far more effective in reducing emissions and delivering the competitive prices, goods 
and services that American consumers deserve.” 
 
In August, the California Air Resources Board passed a plan that requires all new passenger cars and light trucks sold in 
the state to be electric vehicles or plug-in electric hybrids by 2035. Currently, 16% of all new car sales in California are 
zero-emission vehicles. 
 
The plan is a phased approach. By 2026, 35% percent of new cars and trucks sold in the state must be zero-emission, 
plug-in hybrid or hydrogen-powered vehicles, and the benchmarks rise to 68% in 2030 and 100% by 2035. 
 
The petition filed by NACS and other stakeholders states that the EPA lacks the authority to grant a waiver to California 
for emission stands aimed at global climate change. It also says that the EPA’s waiver-reinstatement decision also can-
not be sustained based on the agency’s novel and cramped view of its reconsideration authority. 
 
“EPA’s analysis of its reconsideration authority is intertwined with its erroneous reading of the statute and thus does not 
supply an independent basis for its decision. In any event, an agency has inherent authority to reconsider a decision 
premised on an incorrect reading of a statute, and nothing in the Clean Air Act provides otherwise,” reads the petition. 
“EPA properly exercised its inherent reconsideration authority when it withdrew California’s waiver in 2019.” 
 
In 2019, the EPA rescinded the waiver that had allowed California to pursue greenhouse gas regulations separate from 
those imposed by EPA on most of the U.S. This spring, EPA changed course and granted a new waiver to California. A 
centerpiece of the regulations that California developed which would be reinstated by the new waiver is a mandate that a 
certain number of new vehicles sold in the state be “zero emission vehicles.” While all types of vehicles create emis-
sions—whether while driving them or during the process of producing the energy necessary to operate them—California 
defines plug-in electric vehicles, including plug-in hybrid electric vehicles, as well as hydrogen fuel-cell vehicles, to be 
“zero emission.” 
 
The petition also states how the mandate would harm the convenience and fuel retailing industry along with other related 
industries. 
 
“By design, California’s greenhouse-gas standards and zero-emission-vehicle mandate reduce the demand for liquid fuels 
and their raw materials by forcing automakers to sell vehicles that use significantly less liquid fuel or no liquid fuel at 
all,” reads the petition. “Depressing the demand for those fuels injures petitioners and petitioners’ members financially. 
California itself found that the ‘oil and gas industry, fuel providers and service stations are likely to be’ the industries 
‘most adversely affected’ by California’s Advanced Clean Cars program and the resulting ‘substantial reductions in de-
mand for gasoline’ in California.” 
 
Seventeen states filed petitions seeking to block the California waiver. The American Fuel and Petrochemical Manufac-
turers, Energy Marketers of America and the Domestic Energy Producers Alliance joined the petition with NACS. 
 
“Our members are accelerating investments in electric vehicle chargers to serve that market, but different states setting 
technology mandates will not work,” said Kantor. “The track record of policymakers deciding what technologies will be 
best for future Americans is a poor one.”- Source NACSONLINE 

https://www.convenience.org/Media/Daily/2022/Aug/30/1-CA-Steps-on-the-Gas-With-Zero-Emission_EV
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Electric cars hit a big speed bump in the midterms 

 
 
 
 
 
 

California voters rejected a measure Tuesday November 8th that would have taxed wealthy residents to fund the 
state's ambitious electric vehicle (EV) transition. 
 
Why it matters: The measure, called Proposition 30, was the midterms' highest-profile vote tied directly to the 
generational shift toward cleaner cars. 
 
Catch up quick: As my colleague Nathan Bomey reported, earlier this year California moved to ban the sale of 
new gas-powered cars by 2035. 

 

•While many in the pro-EV crowd celebrated that decision, it wasn't immediately clear how the state planned 
to finance it — EVs are expensive, as are chargers and other required infrastructure. 
 

•Prop 30 was meant to help by levying a new 1.75% tax on the approximately 43,000 Californians making 
over $2 million. 
 

•"Most of the money would have gone to programs that help people buy electric cars or install more chargers, 
with some money dedicated to lower-income people," per Fortune. (Some of the Prop 30 cash would have also 
gone to wildfire prevention and firefighting.) 

The intrigue: California Gov. Gavin Newsom, who has otherwise championed the EV transition and is a driving 
force behind his state's gas car ban, came out hard against Prop 30. 
 

•Newsom said the measure would be a giveaway to ride-hailing companies such as Lyft, which under state 
law are required to largely electrify their fleets by 2030. 
 

•His argument: Lyft and its ilk should bear the costs of switching to EVs without taxpayer help. 

The other side: The results "are an unfortunate setback for the climate movement," Lyft — which spent about $45 
million supporting Prop 30 — said in a statement Wednesday. 
 
By the numbers: Prop 30 was among the country's top five ballot measures this Election Day in terms of total 
contributions, with nearly $73 million spent by parties on either side, per Ballotpedia. 
 
Be smart: California's huge car market gives it outsize influence on automakers. If it says "no more gas cars," the 
industry will follow. 
 
Meanwhile: On the other side of the country, Massachusetts voters approved a new 4% tax on those making more 
than $1 million for transportation and education funding, broadly speaking. 
 

•And New Yorkers OK'd $4.2 billion in bond sales to fund climate change mitigation and resiliency pro-
grams. (That Gov. Kathy Hochul held off challenger Lee Zeldin is also good news for public transit advo-
cates across the Empire State.) 
 

The big picture: Even with funds raised by Prop 30, California's all-EVs-by-2035 plan would've been a stretch. 
Sacramento must now seek other means of financing that goal, perhaps through federal programs. Source: Apple 
News 

https://www.axios.com/2022/08/24/california-gas-vehicle-ban-electric-vehicles-evs
https://calmatters.org/california-voter-guide-2022/propositions/prop-30-income-tax-electric-cars/
https://ballotpedia.org/California_Proposition_30,_Tax_on_Income_Above_$2_Million_for_Zero-Emissions_Vehicles_and_Wildfire_Prevention_Initiative_(2022)
https://www.thecity.nyc/2022/11/8/23448605/ballot-measures-approved-environmental-bond-racial-equity
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Aftermarket Vehicles Surge 
 

"Vehicles of different ages do not contribute equally to aftermarket product and service volume. Cars and light 
trucks at least 4 years old account for only approximately 80% of light vehicles in operation (VIO), but they gener-
ate a much larger sales share of light vehicle products and services (not including Accessories and Tires)."  
 
"Aftermarket Vehicles is a term coined by Lang Marketing for cars and light trucks at least 4 years old. Weak new 
vehicle sales in recent years, COVID-19, and the surge of used vehicle prices have combined to create substantial 
changes in the population growth, nameplate mix, and average age of Aftermarket Vehicles on U.S. roads. See the 
all-new 2023 Lang Aftermarket Annual for a complete analysis of Aftermarket Vehicles." -Jim Lang 
 
Not All Vehicle Ages Contribute Equally to The Aftermarket. 
To understand the aftermarket and how it is changing, it is necessary to focus on Aftermarket. Aftermarket Vehi-
cles (cars and light trucks at least 4 years old) generate approximately 96% of total car and light truck product and 
service volume (not including Accessories and Tires). However, they represent a much smaller share of the na-
tion’s light vehicle (VIO), just over 80% at mid-year 2022. 
 
Aftermarket Vehicle Metrics 
Aftermarket Vehicles differ significantly from all other light vehicles on the road. These differences cover a wide 
range of vehicle metrics: age, mileage, nameplate mix, engine size, and other factors. 
 
Aftermarket Vehicle Population Growth 
As new car and light truck annual sales have faltered over the past three years, Aftermarket Vehicles constitute an 
expanding portion of all light vehicles. Aftermarket Vehicles are growing at a faster pace than the total light vehi-
cle population. Over 20 million cars and light trucks were added to the nation’s Aftermarket Vehicles between 
2017 and 2021. This topped 2.4% annual growth, substantially more than the 1.2% yearly gain of the total VIO. 
 
2022 & 2023 Continued Growth 
Aftermarket Vehicles will continue to grow faster than the total light vehicle population during 2022 and 2023, as 
new vehicle sales (hampered by component shortages, production issues, high prices, and rising interest rates) will 
remain well below the record-high annual volume levels recorded from 2015 through 2019.  
  
Vehicle Differentiation 
Aftermarket Vehicles should be differentiated from the overall light vehicle population, just as the aftermarket is 
distinguished from the OE market. 
Understanding the unique nature and impact of Aftermarket Vehicles will enable people inside and outside the au-
tomotive industry to comprehend more fully the dynamics of aftermarket growth. Industry headlines often cover 
new vehicle sales and miles driven by all vehicles, drawing attention away from Aftermarket Vehicles, which are 
the cars and light trucks that generate virtually all aftermarket product and service volume. 
 
Soaring Age of Aftermarket Vehicles 
The average age of the total vehicle population in the U.S. is increasing rapidly, but the average age of Aftermarket 
Vehicles is climbing faster. Aftermarket Vehicles were nearly 2.5 years older at mid-year 2022 than the average of 
all light vehicles on U.S. roads. 
The difference in average age between Aftermarket Vehicles and the total light vehicle population is increasing. 
Between 2012 and 2021, Aftermarket Vehicles’ average age has climbed much faster than that of all light vehicles.  
Lang Marketing expects that this trend will continue. 
 
Nameplate Shift 
Aftermarket Vehicles’ foreign and domestic nameplate mix is substantially different today than 10 years ago, re-
flecting the surging new vehicle sales share of foreign nameplates. 
In 2012, domestic nameplates represented over 60% of cars and light trucks at least 4 years old in the U.S. By mid-
year 2022, foreign nameplates held the majority of Aftermarket Vehicles. 
 
Over this ten-year span, domestic nameplates’ share of Aftermarket Vehicles plunged by more than one-fifth, 
while foreign nameplates expanded their Aftermarket Vehicle share by nearly one-third. 

(continued on next page) 
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(continued from page 12) 

 
Aftermarket Vehicle Metrics 
Over the past several years, Lang Marketing has tracked the key metrics of Aftermarket Vehicles. Analysis of Af-
termarket Vehicles using these metrics will be presented in future iReports. 
For more information on the changing population of Aftermarket Vehicles and their impact on the aftermarket see 
the all-new 2023 Lang Aftermarket Annual. 
 
Six Major Takeaways 

•Aftermarket Vehicles (cars and light trucks at least 4 years old) represent only approximately 80% of the 
total VIO. Still, they generate an estimated 96% of aftermarket product and service volume (not including 
Accessories and Tires). 
•Aftermarket Vehicles differ from the entire light vehicle VIO in several important ways: average age, do-
mestic and foreign nameplate mix, the ratio of cars to light trucks, annual miles driven, leased versus owned 
vehicles, and other factors. 
•The population of Aftermarket Vehicles has increased at a much faster pace than the total light vehicle pop-
ulation in the U.S. over the past 10 years. 
•The average age of Aftermarket Vehicles is climbing substantially faster than the age of all cars and light 
trucks. 
•The Foreign nameplate share of the Aftermarket Vehicle population has surged over the past 10 years. In 
2022, over half of Aftermarket Vehicles are foreign nameplates. 
•Aftermarket vehicles differ from the overall vehicle population just as the aftermarket differs from the OE 
market. See the all-new 2023 Lang Aftermarket Annual for a complete analysis of Aftermarket Vehicles and 
how they are changing the car and light truck aftermarket in the U.S. 
 

Jim Lang, Publisher 
Office: 260-399-1699 • Cell: 260-417-3670 
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ASSOCIATE MEMBER DIRECTORY 

Accountants 

LMV Corporation 
    Ron Velander              952-457-7153 

Advertising/ 

App Design/Media 

Allover Media Inc. 
    Ben Enger              763-762-2013 

The OOH Squad. 
    Troy Dilla              612-396-4648 

 
 

Appraisers/Commercial 

Brokers 

Petroleum Marketers Svc, Inc. 
    Mark Montag               952-435-9822 

 
 

ATM Machines/Novelty 

Games 

Universal Money Centers 
    Jerry Spain              913-831-0248 

Pam Glenn          913-927-5220 
 

Attorneys 

Merrigan, Brandt, Ostenso & Cambre, P.A. 

   Gary E. Persian              952-933-2390 
   Ned E. Ostenso              952-933-2390 

Nolan, Thompson, Leighton & Tataryn, PLC 

Randy Thompson           952-405-7171 
Winthrop & Weinstine, P.A. 

   Tami Diehm   612-604-6658 
   Jim Dierking                    612-604-6651  

 

Batteries 

Interstate Batteries 
   Dan Hartel              952-345-1190 

 

Beverages/COFFEE 
 

American Bottling Company 
   Otto Salahiddine            612-201-1921 

Pepsi Bottling Group           
James Haugen               612-406-0873  

 

 
 

 

 

 

 

 

 

Business Brokers 

Sunbelt Business Advisors 
    Kevin Szozda               612-709-3446 

 

C-Store Supplier 

Chambers & Owen 
   John Schoenke              262-297-2920 

Core-Mark International/ 
Farner-Bocken 
      Jessica Greenleaf             952-210-0330 
      Alan Pederson                 612-803-2660 
Eby-Brown Co. LLC 

   Thomas Boldt                   651-274-3863  
Henry’s Foods           

   Kellie Janssen                   320-763-3194 
Lynco Distribution, Inc 

   Zac McCall                       612-865-0275 
Mid America Distribution Company 

   Erik Bilicki                       507-374-2542 

Car Wash 

Carwash Technologies 
   Mike Fuhr              612-408-9010 

Reliable Plus/Lube-Tech 
   Jess Felton              763-417-1314 

 

Credit card processing 

Delta Payment Systems 
    Kent Flannery               612-730-5368 

 

Dairy/Ice Cream 

Brown’s Ice Cream 
   Patrick Nelson               612-378-1075 

Polka Dot Dairy, Inc. 
    Pat Pettit                        651-438-2793 

 

Environmental 

Carlson & McCain 
   Chris Loch                      952-346-3900  

Tanknology 
   Robert Cox                     800-666-5301  

 

Ethanol 

Growth Energy 
   Jake Comer              515-250-4609  

 
 

 

Food Services 

7th Avenue Pizza 
   Patrick Nelson               612-378-1075 

Chanticlear Frozen Pizza 
   Ryan Elsner                   612-619-8064 

Hunts Brothers Pizza 
    Aaron Hobbs               1-816-210-6143 

Wenzel’s Farm LLC 
   Brian Morrisey              800-336-6328 

 
 

Health Insurance 

Health & Life Financial Services 
   Kevin Urlaub                      763-287-0055 

 

Ice Vendors 

Arctic Glacier Ice 
   Jon Stelley                  651-455-0410 

Minnesota Ice 
   Robbie Harrell               612-254-8330 

 

Information Services 

Automotive Management Network 
    Tom Ham              612-299-9298 

 

Insurance 

McNamara Company 
   Patrick McNamara             651-426-0607 
   Aleisha McNamara            651-426-0607 
   Mitchell McNamara           651-426-0607 
 
     

Investments/ Financial 
Lakeshore Group Wealth Management 

   Matt Anderson               952-884-1503 
 

Lenders/Financial 
Ascentium Capital LLC 

Len Baccaro                  281-902-1931 
Tony Zieglar                  281-883-5005 

Snap Finance 
Matt Hawkins               612-220-3480 

US Bank 
Sean Poppen                763-639-3192 

  
 

Lottery 

MN State Lottery 
   Adam Prock               651-635-8233 

 

Loyalty/apps/rewards 

Simpliconnect 
   Brent Harms               612-746-4771 

           

Office Supplies 

Network Business Supplies Inc. 
   Brett Cohn                    651-207-1077 

 

Petroleum Affiliate 

American Petroleum Institute 
   Mike Karbo              952-220-9164 

 

PCI Compliance/

firewall provider 

(MNSP) for POS Systems  

ControlScan, Inc. 
   Joe Birlin              512-636-4334 

 

Petroleum Equipment/

Services  

MN Petroleum Service, Inc. 
   Gerald Swan              763-780-5191 

O’Day Equipment LLC 
   Dan O’Day              763-230-7630 

Pump & Meter Service, Inc. 
   Travis Rittenbach             952-933-4800 

Zahl - Petroleum Maintenance  
   Brian Larson              612-331-8550 

 

Petroleum/Lubricants 

Dehn Oil 
   Ron Dehn              763-421-5571 

Dooley’s Petroleum 
   Randy Dooley              320-875-2641 

Fuel Service DJ’s Mart LLC 
   John Salden              715-723-1701 

Hartland Fuel Products LLC 
   Ray Colbert                   608-797-3930 

Molo Oil Co., Inc. 
   Mark Molo                    563-557-7540  

Rahn’s Oil & Propane 
        Dave Rahn                  320-256-3680  
Severson Oil 
        Josh Severson   507-452-4743  
Waterford Oil 

   Gary Lynch                    507-645-5659 
World Fuel Services 

   Colleen Mercil               612-501-5117 
Eric Swingler                 219-713-7900 
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ASSOCIATE MEMBER DIRECTORY 

Petroleum/

Association Reporting 

OPIS/AXXIS Petroleum  
    Donna Harris          888-301-2645 
American Petroleum Institute 
    Mike Karbo             952-220-9164 
 
 

Petroleum Transport 

D&J Transport Inc. 
    Josh Selbrade              507-413-0384 
Danco LTD 
   Dan & Jodi Gerads      320-743-2006 

 

Propane 

Dooley’s Petroleum 
   Randy Dooley            320-875-2641 
Hartland Fuel Products LLC 
Ray Colbert                   608-779-6526 

Premier Propane 
   Jason Scribner             612-839-1569 
Rahn’s Oil & Propane 
         Dave Rahn            320-256-3680 

 

Refrigeration  

Maintenance 

Quality Refrigeration 
         Bob Forder            612-861-7350 
 

Retail Signage  

Digital Art Services 
   Katherine Rugg            651-354-3564  

Rose City Canopy 
   Corey Goodwin            218-738-3188  

 

Security 

Security 101 
Jacob Froiland                    612-605-7532  

 

Softener Salt and  

Washer Fluid 

Paramount Marketing/ SunSoft  Salt 

   Brooke Taney                  612-866-1980 
         

 

       

Tobacco 

Altria/Phillip Morris USA 
   Garth Alston                  608-251-0195 

RAI Trade Marketing Services 
 Michael Brown              

 

Trucking Services/

Wrecker 

Twin Cities Wrecker Sales 
   Rod Pellow              651-488-4210 

Uniforms 

Cintas Corporation 
   Kevin Gaskins               763-391-5257 

 
 

Used Oil 

Loe’s Oil 
        Brian Loe                     507-625-5278 

**SAVE THE DATE** 
 

MSSA 12TH ANNUAL ICE 
FISHING TOURNAMENT 

FEBRUARY 8-10, 2023 
 

GRANDVIEW LODGE 
NISSWA, MN 

INVITE AND REGISTRATION FORMS WILL BE MAILED OUT  IN  
DECEMBER 



 

 

Upcoming Events 

MSSA Board Meeting 

 

November 17, 2022 

10:00 a.m. 

 

MSSA Office 

2886 Middle Street 

Little Canada, MN 55117 

Thanksgiving Holiday Hours 
 

Closed Thursday, November 24th, 2022  
 

Closed Friday, November 25th, 2022 

**SAVE THE DATE** 

 

MSSA Annual Ice  

Fishing Tournament 

 

February 8-10, 2023 

 

Grandview Lodge 

Nisswa, MN 


