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PRESIDENT’S PAGE      BY: DENNIS BUDZYNSKI 

Greetings fellow members: 

 

I would like to wish you and your families’ a happy holiday and hope that you are all in good health. 

 

This time of the year, days seem to speed up and before long it’s the New Year and the long winter 

grind takes over. 

 

So, please take time to enjoy the next couple weeks. Looking back at the year I know that I have been 

spending far more time doing things that I never thought I would be dealing with and now looks like 

there may be a light at the end of tunnel.  

 

Over Thanksgiving I sat down with my wife, Tracy and talked how hard it has been and for the first 

time in 33 years of being the one who had to make discussions on matters that were so important and 

at times life changing for our family and all of our employees. Staying covid-19 free; learning as we 

evolved; making cretin all of their needs was addressed. I think Tracy and I did a great job concerning 

these matters. So take some time for yourself and just enjoy the season. 

 

Next year will be here soon, take a deep breath and relax. If there is anything we can help you with, 

just ask. 

 

Happy Holidays 
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Andrew B. Klaber, Esquire          The Chartwell Law Offices 

In a past column, I discussed the retailer’s best approach in protecting their employees, customers, and them-

selves. A retailer’’ obligations in this regard change on a frequent basis and this article is devoted to the re-

cently released COVID-19 Executive Order from Governor Wolf. (Found here; https://www.governor.pa.gov/

wp-content/uploads/2020/11/20201123-TWW-mitigation-enforcement-immunity-order.pdf) 

 

At a high-level, the Governor announced several changes to prior Orders based upon a significant increase in 

COVID-19 cases across Pennsylvania. The new Order includes a stay at home advisory, a reduction in permit-

ted guests at indoor and outdoor venues, and specific restrictions relative to the sale of alcohol by bars and res-

taurants. While some of these recently announced guidelines are considered to be “advisory”, the Governor’s 

new Order relative to retail establishments should be viewed as a law. From the perspective of a C- store, the 

most important aspects of the order revolve around masking, signage, and cleaning. Put in simple terms, the 

Order is directed at protecting employees and customers. 

 

According to the Governor’s Order for “Mitigation, Enforcement, and Immunity Protections”, effective as of 

November 27, 2020, businesses serving the public in a physical space, including inside or outside of the build-

ing have been ordered to take specific actions. These include, but are not limited to; 

 

Regular cleaning and disinfecting consistent with cleaning protocols adopted by the business. The Order is 

specific about the nature of cleaning and provides specific directions relative to disinfection of com-

mon areas, bathrooms, employee break rooms, and equipment used by customers. The Order is also 

specific relative to cleaning of checkout counters and cash registers. 

 

The Order is specific relative to employee spacing and shifts. At a high-level, the goal is to avoid having 

employees stand or sit near one another in order to perform their jobs. 

 

Employees are expected to wear face coverings during their time at the business. Employees are to be 

trained and educated relative to protocols involving masking, cleaning, and separation/spacing of cus-

tomers. 

 

If an employee becomes sick during the workday, the Order offers direction relative to sending that em-

ployee home, notifying other employees, and quarantining those who have been exposed. 

 

In addition to the above requirements, retail businesses must place signage at the entrance and throughout 

the business which mandates universal face coverings and physical distancing for all individuals enter-

ing the business, including employees and customers. 

 

As is the practice in larger grocery stores, the Order requires marking on store aisles to be directionally one 

way. Hand sanitizers are to be placed at high contact locations, and plexiglass shields are to be installed 

at checkout areas to separate employees and customers. 

 

For those PRARA members that are selling alcohol as distributors or retailers, the Order does not necessar-

ily limit your ability to continue. The new Order places limits on sales in bars, restaurants and clubs but 

indicates that takeout sales of alcohol for offsite consumption are permitted subject any limitations cur-

rently imposed by Pennsylvania law. 

 

New Executive Order from the Governor Regarding Covid-19 Mitigation 

Con’t. on page 5 
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Enforcement 

 

It is important to note that the Governor continues to operate pursuant to his emergency powers. The preamble 

to the Order makes specific reference to the increase in Covid-19 cases and the fact that the Covid-19 pan-

demic is seen as a National Emergency. As a result, the November 27, 2020 Order goes beyond prior Orders 

and outlines the process through which the Order is to be enforced. Specifically, it will be enforced through 

both licensing bodies and police forces. The Governor is seeking to force compliance through threats to busi-

ness licenses as well as more traditional economic disincentives. 

 

Considering the rapidly changing landscape relative to COVID-19 cases, and the Governor’s new Executive 

Order, retail operators should review their COVID-19 protocols and remind their employees of their obliga-

tions under the law. As was pointed out in the past, compliance with state regulations and suggestions is the 

foundation for any defense against Covid-19 based claims against the retailer. Regardless of one’s personal 

feelings relative to this Order, it represents the new standard for protecting a business against both private and 

public legal action. 

Con’t. from page 4 
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IRS Continues To Disallow Deductions For PPP Loans; Congress Pushes Back 
Pennsylvania Petroleum Association 

November 23, 2020 

 The IRS reaffirmed its position last week indicating that employer expenses paid from Paycheck Protection Program 

(PPP) loan proceeds do not qualify as deductible expenses if the loan is forgiven. 

 PPP loan forgiveness applies to payments of payroll, certain mortgage interest and rent, and utility costs incurred. Ordi-

narily these expenses are deductible. 

 However, the IRS guidance will disallow the deduction if the expense originated from the proceeds of a forgiven PPP 

loan. 

 There is no language in the CARES Act that specifically supports the IRS position on non-deductibility. However, Sec-

tion 1106(i) provides that any amount from PPP loan forgiveness that would ordinarily be includible in a taxpayer’s gross in-

come – is excluded. 

 The IRS concluded that this language means expenses paid to qualify for loan forgiveness under a PPP loan are consid-

ered tax-exempt income and non-deductible under the Internal Revenue Code (IRC). 

 Generally, the IRC prevents taxpayers from “double dipping” by taking a deduction for expenses incurred to generate 

tax-exempt income, specifically providing that taxpayers may not deduct amounts that are allocable to tax-exempt income. 

 Congress is already pushing back against the IRS guidance. Congress’s top tax writers; Senate Finance Chairman 

Chuck Grassley (R-IA) and House Ways and Means Chairman Richard Neal (D-MA), urged the Treasury department to recon-

sider the IRS guidance. 

 Lawmakers have also introduced legislation clarifying that businesses may deduct expenses paid with forgiven PPP 

loans and are pressing that it be included in a COVID-19 relief package. 
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Underground Storage Tank Indemnification Fund (USTIF) Monies Appropriated To General Fund (Again) 

Pennsylvania Petroleum Association 

November 23, 2020 

 For the second time this year, $30 million of USTIF were designated to be diverted to the state’s Gen-

eral Fund. 

 In April, the same amount was earmarked for purchase of medical supplies in response to COVID -19. 

The budget passed in May was a stop gap five-month budget due to the uncertainty of the state’s fiscal picture 

due to the pandemic. 

 In June, those monies were reallocated back to USTIF as part of the receipt of federal stimulus 

funds.  The caveat at that point was that USTIF was directed not to utilize those funds-although the Fund did 

accumulate interest from the $30 million since July. 

 This past week, the General Assembly took action to fund the balance of the fiscal year. 

 Once again, $30 million is earmarked for the General Fund-this time to balance the state budget.  And 

this action is recorded as an appropriation from the Fund-not a loan. 

 In the 2002 state budget, $100 million was borrowed from USTIF to balance that year’s fiscal plan. A 

portion of that loan has been repaid over the years-but not close to satisfying the total of the loan and interest. 

 It is not clear as of this writing what the impact of this will be on tank owners. 

 Approximately $300 million has accumulated in the Fund.  However, state law requires that the Fund be 

actuarially sound. 

 At its December meeting, the USTIF Board will receive the annual report from its actuaries. Whether a 

fee increase is warranted or not will be discussed at this time. 

 PPA was instrumental in the legislative fight to create the Fund in the 1990’s in response to the provi-

sions of the federal storage tank law that required tank owners demonstrate $1.2 million of financial responsi-

bility and that requirement is still in force today. 
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Convenience Store News 

November 12, 2020 

TEMPLE, Texas — Deemed an essential business during 

the coronavirus pandemic, the convenience channel has 

spent the better half of 2020 in the midst of a contradiction. 

On one hand, fuel volumes took a hit and foodservice op-

erations stalled out while, on the other hand, COVID-19 

has uncovered multiple trends and opportunities for opera-

tors, such as integration of technology solutions and soar-

ing sales from the center of the store. 

 Convenience industry distributor McLane Co. 

Inc.'s virtual 2020 National Trade Show, which was held 

Oct. 21-22, highlighted four key prospects for the channel: 

1. FOODSERVICE 

The foodservice category was among the hardest hit for 

convenience retailers during the first half of 2020 due to 

decreased foot traffic and retailers either opting to or being 

forced to shut down programs to adhere to COVID-19 

safety precautions. 

 "As consumers resume their daily activities, we 

expect volume to pick back up," noted Chad Dewberry, 

product director – foodservice, for McLane. 

 He pointed to a number of emerging foodservice 

trends in the convenience channel as a result of the pan-

demic. At the top of the list are SKU rationalization and 

the transition from roller grills and warmers to products 

being sold in fully enclosed packages. 

 COVID-19 also has added another layer to the im-

portance of cleanliness. "When you're in the business of 

selling food, you want everyone who walks in the door to 

think, 'This place is clean and safe to eat 

here,'" Dewberry said, adding that retailers can showcase 

their efforts by having an employee actively cleaning as 

customers are shopping. 

 Yet another foodservice category impact has been 

retailers' integration of delivery, curbside pickup and 

online ordering. "The pandemic has created a rush for re-

tailers to make these operational changes work. And if 

there’s any channel that can make it happen, 

it's convenience," Dewberry said. 

 Looking forward, he expects two services to be-

come even more important to consumers. One is touchless 

services or reduced touchpoints, such as the newest Coca-

Cola Freestyle machine that allows consumers to control 

the dispensing mechanism from their phones. The other is 

foodservice vending. 

 "It may not be something to be dispersed nation-

wide, but it could be something to look into in the future as 

a way to meet consumers’ want for fresh, ready-made 

foodservice items on the go," Dewberry concluded. 

2. PRIVATE LABEL 

As consumers have become more financially con-

scious because of the global pandemic, the private label 

sector is gaining more attention. Eighty-two percent of 

shoppers say private label products present a value, 55 per-

cent say these branded items meet their needs, and 89 per-

cent say they trust private label brands as much or more 

than national brands, shared Teresa Voelter, product direc-

tor for McLane Private Label and general manager of Con-

sumer Value Products Inc. 

 "Consumers are facing great uncertainty. They are 

worried about their finances, stock levels, and whether or 

not there will be a resurgence of COVID as we enter the 

fall and winter. As a result, there’s been a decrease in 

brand loyalty and an increase in center-store traffic," she 

said. 

 Pre-COVID, private label sales totaled $136.5 bil-

lion, up 4 percent from the prior year. Post-outbreak, 

sales grew 16.6 percent, or by $4.9 billion, in the first 

quarter of 2020. Estimated annualized sales are expected to 

reach $183 billion this year, according to Voelter. 

 Convenience stores continue to play a strong role 

in this growth surge. The channel gained market share 12 

of the last 18 quarters pre-COVID and has maintained an 

upward trend since March when consumers began stock-

piling. 

 Three private label trends Voelter advises c-store 

retailers to pay close attention to are: 

 Traditional grocery demand will continue to 

rise. "Sixty-five percent of consumers have tried new 

brands during COVID, so retailers should dedicate more 

space and provide greater variety and value options." 

 E-commerce is here to stay. "Find a way to join the 

movement and stay relevant — whether it's working lo-

cally to find a delivery service or adding an e-commerce 

platform." 

 Consumers rely on essentials. "Consumers value 

products made in the United States, especially within the 

health and wellness category." 

3. TECHNOLOGY & SOFTWARE 

"No doubt 2020 will go down as one of the most unique 

and difficult in general. That being said, it's been amazing 

to see how retailers used technology and people to adapt to 

a once-in-a-lifetime year," commented Deon Johnson, vice 

president, customer technology and software, for McLane. 

 He highlighted the following key areas of focus in 

the technology realm:  

Opportunities 
In addition to the explosion of e-commerce, video confer-

encing tools have been a game changer 

for companies during the pandemic. Platforms such as 

Zoom, Skype and Google Meet have produced tangible 

bottom-line benefits such as: reduced travel, increased time 

efficiency, reduced costs, improved collaboration, and im-

proved work/life balance. 

 The other game changer is cloud-based technology 

solutions. "Companies are choosing the cloud because of 

its security, scalability, flexibility, mobility, storage 

and upgrades," Johnson pointed out. 

 

Four C-store Category Opportunities Unearthed by COVID-19 

Con’t. on page 9 
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Quality GASOLINE and TRANSPORT Service Since 1972

Great Reputation, Competitive Pricing

Celebrating 25 Years of Dependable Service to Independent 

Gasoline Retailers in Western PA

Contact Ron Rotolo 724-333-5964

Branded/Unbranded Gasoline, E85, Bio Diesel, On Road/Off Road, Kerosene

Email:  ronr@reedoil.com

Working From Home 

Citing a recent national study of employees who are working from home, Johnson said 75 percent of Americans like 

working remotely because it has fewer distractions, and 25 percent of employers say they have seen an increase in pro-

ductivity. 
 The fact is people have figured out how to make working from home happen. Sixty-nine percent of employees do not be-

lieve there is a need to go back to a traditional in-office workspace. It's as if some kind of test has been completed. I guess time will 

tell what the future holds," Johnson said, noting that the challenge for employers with working from home will be properly onboard-

ing and training new employees. 

Adapting to the Times 
 Consumers are willing to try something different when it comes to delivery. 

 Home delivery solutions such as Grubhub, goPuff, Shipt by Target, Instacart, Amazon Fresh, Freshdirect and more signify 

how times have changed. 

 "I long for the days when I don't have to hear 'social distancing' ever again. That said, it does demonstrate that the goods and 

services retailers offer are still very much in high demand and people will adjust when they feel like the product is war-

ranted," Johnson said. 

4. TOBACCO 

When looking at the tobacco category, the starting point is the adult tobacco consumer. 

 "With the current environment, there certainly been some changes with discretionary income from that consumer," ex-

plained Greg Tradup, product director – cigarettes, tobacco, vape and CBD, for McLane. 

 The adult tobacco consumer received some stimulus money and unemployment benefits in the first half of 2020. Addition-

ally, there's been a reduction in non-tobacco purchases, lower gas usage and lower gas prices, and less entertainment spend.  

 Consumers have also changed their routines, making fewer trips to the store — a trend that is driving higher tobacco expen-

ditures per trip and an increase in cigarette carton sales vs. packs, according to Tradup.  

 "In the past, you could generally count on about 20 percent carton purchases vs. packs. That's almost swapped in some ar-

eas, where almost 80 percent of cigarette purchases are done by carton vs. packs," he explained.  

Con’t. from page 8 
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C-store Customers Value Healthy Food, But Most Operators Still Lag Behind in Meeting This Demand 

Convenience Store News 

October 30, 2020 

DUBLIN, Ohio — Today's core convenience store shopper demographic includes millennials and members of 

Generation Z, who came of age after many top-quartile operators began upgrading their foodservice offerings to 

resemble fast-casual competitors with fresh, made-to-order healthy fare. 

 

However, the c-store channel as a whole hasn't necessarily caught up with this demand, according to consul-

tancy Foodservice IP. 

 

Consumers have changed many of their habits during the COVID-19 pandemic — such as their commuting rou-

tines that might have included a visit to a c-store for morning coffee or a quick lunch during breaks from work 

— but they haven't changed the factors they use to select away-from-home occasions. 

 

Top criteria include convenient location, food offered, taste, affordability and speed of transaction, but health 

and nutrition is also important to many. Consumers place it in the next selection tier alongside factors such as 

courteous employees, high-quality ingredients and portion sizes. 

 

When asked how important health and nutrition is when selecting a restaurant, 72 percent of respondents listed 

healthy and nutritious food. Consumers ages 35-44, a group that includes older millennials and Generation X, 

were the most likely to list it at 80 percent. However, a majority of all other demographic groups also listed it as 

important, with at least seven out of 10 in every segment agreeing they factor it in to their choice. 

 

The performance of most c-stores when it comes to healthy food options lags behind several competing chan-

nels, and healthy and nutritious food desires are no longer a fad. As millennials and Gen Z become the primary 

users of away-from-home food, their desires for social responsibility and demand for healthy yet great-tasting 

food are expected to increase. 

 

These generations are the primary consumers of healthier food, as they have been introduced to a broader menu 

than older generations ever were. Because they prioritize healthy options, it's a bad idea for c-stores to ignore 

this foodservice segment, especially since many top quartile c-stores are already doubling down on healthy 

menu items, according to the report. 

 

As consumers limit their trips and continue to work and study from home, the need for healthy options is ex-

pected to increase. Meal kits are already on the rise as consumers seek more convenient ways to achieve a bal-

anced diet during the pandemic. 

 

Additionally, c-stores that provide an ideal one-stop shop where consumers can buy prepared food, gasoline and 

staples such as milk quickly are more likely to win out for those who want to avoid visiting both a quick-service 

restaurant and a grocery store. 

 

The overall shift in shopping habits means stocking a variety of healthy food options is key for c-stores that 

seek to be the one store customers select for a fast trip. 

https://foodserviceip.com/is-healthy-food-important-for-c-stores-during-covid-19/
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General Contracting:  C-Store Site work, New construction, Additions 
 

Petroleum Construction:  Complete New Installation, Tank top Upgrades, Dispenser Replacement. 

Canopy’s, Underground Tank Installation and Removals. 
 

Sales: With a long list of products to meet your every need.  Gilbarco, Passport, Veeder Root, OPW, 

Franklin Fueling, Husky just to name a few. 
 

Service:  Gilbarco, Passport, Veeder Root and Passport 
 

Site Inspections: 
 

For more information or a competitive free quote contact our Pittsburgh Office 724-602-7882 

Reggie Barnett 

rbarnett@bolgerbrothers.com  

Bolger Brothers, Inc 

1028 Burns Ave. 

Altoona , PA 16601 

Phone: 814-944-4059 

Fax: 814-944-8766 

November 9, 2020 

 Independent auto repair shops can breathe easier 

now that an expansion of the Right to Repair law has been 

approved by voters in Massachusetts. 

  Multiple news outlets have reported that on Nov. 

3, voters overwhelmingly passed by a roughly three to one 

margin Question 1 on the ballot, giving vehicle owners 

and independent repair shops in the state access to the real

-time mechanical data from telematics in their customers’ 

vehicles. 

  The drive to pass Question 1 was a grassroots ef-

fort with many industry associations, including the New 

England Tire & Automotive Association, the Tire Industry 

Association (TIA), SSDA-AT, and independent tire deal-

erships and wholesalers, joining in the effort. This is a 

victory for the entire automotive aftermarket and will al-

low independent repair shops to remain competitive with 

franchise car dealerships’ service operations as technology 

in vehicles increases. 

 Question 1, according to the Massachusetts Right 

to Repair Coalition, “stated that vehicle manufacturers 

must make available all mechanical information needed to 

diagnose and repair cars as well as perform routine main-

tenance starting with 2022 models, over a secure open 

access platform that independent repair shops can access, 

when authorized by the car's owner.” 

 “By voting yes on 1, Massachusetts has now up-

dated Right to Repair for the modern age of connected 

vehicles,” said Tommy Hickey, Coalition director. 

 The victory extends the Right to Repair Act first 

passed in 2012 in Massachusetts, which was later ex-

panded nationwide. That law mandated that auto makers 

make available the same diagnostic and repair data avail-

able to independents that car companies provide their own 

car dealerships and certified repair facilities. 

 But the law exempted data shared wirelessly 

through telematics. With more than 90% of new cars 

transmitting real-time repair information wirelessly, inde-

pendent repair shops would soon have limited or no ac-

cess, according to a Massachusetts Right to Repair Com-

mittee fact sheet. 

 Opponents to Question 1 raised concerns over 

consumer privacy, data ownership and usage rights. 

 The vote sent a clear mandate, Hickey said. “The 

people have spoken – by a huge margin – in favor of im-

mediately updating right to repair so it applies to today’s 

SSDA-AT Legislative Updates 
Expanded Right to Repair Passes in Massachusetts  
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ACCOUNTANTS 

ATM 

ATTORNEY 

INSURANCE 

PARTS/PETROLEUM EQUIP 

COMPUTERS 

CONSULTING 

ENVIRONMENTAL TANKS & 

UPGRADES 

Flynn Environmental, Inc.  

Michael Flynn-Pittsburgh, PA 

800-690-9409 

 

Groundwater & Environment Svc. Inc. 

Jon Agnew 

Cranberry Township, PA 

800-267-2549 ext. 3636 

 

McRo Construction Inc. 

Donald Rothey Jr. 

Elizabeth, PA  

412-384-6051 

 

S.I.S. 

J.R. Bachor-Tarentum, PA 

724-224-1220 

 

Total Tank Works LLC 

Sean Tosadori-East Butler 

 

MEMBER TO MEMBER SERVICES 

 Bulava & Associates 

 Joe Bulava-Greensbug, PA 

 724-836-7610 

 

 Brenntag Lubricants Northeast 

Greg VanHoose, Youngwood, PA 

724-219-9266 

 

Oil Service, Inc. 

Joe Schmidlin-Pittsburgh, PA 

412-771-6950 

www.oilservice.com 

 

  

 J.E. Robinson 

 Murrysville, PA 

 412-423-1093 

 

 

 ATM Cash World 

 Tom Ranallo 

 Pittsburgh 

 800-937-5169 

 

 

Andrew Klaber 

Chartwell Law Offices 

Sewickley, PA 

412-741-0600 

Apter Industries 

Rick Gobel-McKeesport, PA 

412-672-9628 

Total Tank Works LLC 

Sean Tosadori-East Butler 

724-285-4258 

 

 

Computer Solutions 

Dick Norchi-Allison Park, PA 

412-369-8896 

 

 

Enviric, Inc. 

Victor Unger-Bairdford, PA 

724-265-5100 

 

S.I.S. 

J.R. Bachor-Tarentum, PA 

724-224-1220 

CCAC WEST HILLS CENTER 

1000 MCKEE ROAD 

OAKDALE, PA 15071 

412-241-2380  

Emission Inspection 

Dec. 1,3,8 

 

State Inspection 

 

CLEANING CHEMICALS 

LUBRICANTS AND ANTIFREEZE 

Bolger Brothers 

Reggie Barnett-Altoona, PA 

724-602-7882 

 

Total Tank Works LLC 

Sean Tosadori-East Butler 

724-285-4258 

COMPLIANCE TESTING 
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Bolea Oil Products 

Robert Bolea-Coraopolis, PA 

412-264-1130 

 

Bradigan’s Inc. 

Andy Bradigan-Kittanning, PA 

724-548-7654 

 

Center Independent 

Doug Friend 

724-622-4835 

 

Countywide Petroleum 

Tim Redshaw-Pittsburgh, PA 

317-750-8273 

 

Glassmere Fuel Service 

Dell Cromie-Tarantum, PA 

724-265-4646 

 

Global Partners LLC 

Raymond Schratz 

781-777-3588 

 

Graft Oil Company 

Kevin Forsythe 

724-628-9580 

PETROLEUM PETROLEUM 

REMODELING 

SITE INSPECTION &  

TECHNICAL SERVICES 

TAXES 

USED TIRE PICKUP 

UNDERGROUND STORAGE TANK/

LINE TESTING 

MEMBER TO MEMBER SERVICES 

Kehm Oil Company 

George Kehm-Oakdale, PA 

412-921-5200 

 

Reed Oil Company 

Skip Hazen-New Castle, PA 

724-944-4689 

 

 

Enviric, Inc. 

Victor Unger-Bairdford, PA 

724-265-5100 

 

S.I.S. 

J.R. Bachor-Tarentum, PA 

724-224-1220 

 

Total Tank Works LLC 

Sean Tosadori-East Butler 

 

 

 

J.E. Robinson 

Murrysville, PA 

412-423-1093 

 

 

 

 

Enviric, Inc. 

Victor Unger-Bairdford, PA 

724-265-5100 

 

Total Tank Works LLC 

Sean Tosadori-East Butler 

724-285-4258 

 

 

 

Penn Turf 814-696-7669 

Dan’s 724-529-7621 

Liberty 888-868-0097 

 

McRo Construction Inc. 

Donald Rothey Jr. 

Elizabeth, PA 

412-384-6051 

 

S.I.S. 

J.R. Bachor-Tarentum, PA 

724-279-3360 

We recognize December 13th as the birthday of the National 

Guard. On this date in 1636, the first militia regiments in North 

America were organized in Massachusetts. Based upon an order of 

the Massachusetts Bay Colony's General Court, the colony's militia 

was organized into three permanent regiments to better defend the 

colony. Today, the descendants of these first regiments - the 181st 

Infantry, the 182nd Infantry, the 101st Field Artillery, and the 

101st Engineer Battalion of the Massachusetts Army National 

Guard – share the distinction of being the oldest units in the U.S. 

military. December 13, 1636, thus marks the beginning of the or-

ganized militia, and the birth of the National Guard's oldest organ-

ized units is symbolic of the founding of all the state, territory, and 

District of Columbia militias that collectively make up today's Na-

tional Guard. 

http://www.history.army.mil/html/forcestruc/lineages/branches/inf/0181in.htm
http://www.history.army.mil/html/forcestruc/lineages/branches/inf/0181in.htm
https://www.nationalguard.mil/Portals/31/Documents/About/HowWeBegan/182nd%20Infantry%20Lineage%20and%20Heritage.pdf
http://www.history.army.mil/html/forcestruc/lineages/branches/fa/0101fa.htm
http://www.history.army.mil/html/forcestruc/lineages/branches/eng/0101enbn.htm
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Business Hours: 

Monday Closed 

Tuesday 8:30-3:30 

Wednesday 8:30-3:30 

Thursday 8:30-3:30 

Friday  Closed 

Contact: 

Phone: 412-241-2380 

Fax:  412-241-2815 

www.prara.com 

 

 

  

Petroleum Retailers & Auto Repair Association 

1051 Brinton Road Suite 304 

Pittsburgh PA 15221 

Calendar of Events 

  Pearl Harbor Remembrance Day        December 7 

  Hanukkah Begins           December 11 

  National Guard Birthday          December 13 

  First Day of Winter           December 21 

  Christmas            December 25 

  Kwanzaa Begins           December 26 


