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The holiday season is here and from all of us on 

the Public Relations Committee we wish you the 

best of holidays and safe travels. 

Please note an email change for me, it is now 

rennykeagle@gmail.com. Over  time my other  

Gmail has gotten filled with spam, ads and non-

sense. I still have my Yahoo which is renslarkea-

gle@yahoo.com. Both are good emails. 

Now that the election season is over I can get 

back on schedule, I’m an elections Judge and 

have been tied up with early voting and elections 

here in Texas.  The gavel and I are doing some 

travel and events and donations are coming in—I walked the entire 

parade route in El Paso for Veterans Day with it and people were run-

ning out of the crowd to put money in the jug. Only problem was 

avoiding the pot holes.  Hope you find something of value in this is-

sue!!  Time to get started on the next—God Bless! - L’Editeur Renny 
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“Stop being afraid of what could go wrong,  

And start being excited about what could go right. 

https://twitter.com/The_40and8 

 

 (Ctrl-click) 

https://twitter.com/The_40and8


Facts About  Marketing, Advertising,  

Public Relations & Sales Promotion 

Advertising, public rela-

tions and sales promo-

tions are ways of mar-

keting your organization 

and what it has to offer. 

Although they all have a 

similar goal, each is different from the others, and 

capable of reaching different segments of your tar-

get audience where public relations is concerned. 

Marketing is how you tell your story to your community 

to generate their interest. With so many ways of spread-

ing the word about your organization, it's important to 

have not only a marketing plan, but an integrated mar-

keting plan that incorporates the right mix of media and 

social media. 

Social media advertising is a great way to save money 

and is virtually free. Consider Instagram, Snapchat, 

Twitter and Facebook as literally free ways to advertise 

your Locale or Grand. 

Get Press With Public Relations—The goal of public rela-

tions is to get publicity for you that pays off many times 

more than what you spend. If you have news to tell, pub-

lic relations can be a goldmine. You write a press release, 

send it to all the news media who might be interested, 

and they call you to interview you for an article, inter-

view, etc. —maybe. First, you have to have real news to 

tell. 

Public speaking is a great way to incorporate public rela-

tions and sales promotion into your marketing plan for 

your Locale or Grand, especially at the Locale level. Talk 

to the Kiwanis about flags, they have a flag foundation. 

Local Rotary Clubs are always looking for speakers at 

their lunch meetings as well as Elks and Lions clubs. Talks 

about Flags for First Graders, and other subjects includ-

ing Forty and Eight history are great topics.   • 

 

A media list documents the key media contacts 

who would be interested in stories about your or-

ganization.  These media contacts may include jour-

nalists, reporters, bloggers, producers, freelance 

writers and editors across print, online, blogs, radio 

and television. 

Also known as a press distribution list, it is a compilation 

of the contact details of all the media, editors and jour-

nalists that are important to you.  A well-maintained 

press distribution list is an important factor in ensuring 

that your public relations is successful. 

You do not necessarily require expensive special software 

to create a press distribution list. A simple spreadsheet 

program such as Excel is normally fully adequate. An 

email distribution list also works. 

First of all you must decide which media are to be includ-

ed in your press distribution list. The selection depends 

first and foremost on the content of the press releases 

and announcements that you want to send. 

A good start would be to look at all daily newspapers, 

advertising supplements, town magazines, local stations, 

online portals etc. that you know of, and which are of 

significance to your town/region. 

Contact partners in the media change frequently, which 

unfortunately means that a press distribution list gets out 

of date very quickly. Make sure that you update the in-

formation on a regular basis, at least once a year.  • 

Inspired by  a 

variety of web 

sources 

Media Lists 



THE CLIPBOARD 

CNN suit against Trump is more about PR 

battle than the law... 

Much of the news business is rushing to embrace 

CNN for taking legal action against President 

Trump. 

The suit casts CNN President Jeff Zucker as a cham-

pion of press freedom, standing up to a president 

who is accused of violating the First Amendment. 

But by taking the president to court, CNN also rein-

forces its image among millions of Trump support-

ers as part of the opposition. And the suit isn't go-

ing to get Jim Acosta's credentials restored any 

time soon, if at all. 

The suit is likely to drag on for months and is more 

about the high-stakes PR war between the two 

sides than resolving constitutional issues. 

By going to court, CNN reframes the fight and de-

flects attention from Acosta's conduct to lofty prin-

ciples. Even some of his White House press col-

leagues believe Acosta is a showman who takes an 

activist's approach to the job — he was lecturing 

Trump on the migrant caravan — and appeared 

rude when he kept on talking and interrupting. 

He's hardly the best poster boy for the First 

Amendment. 

I suppose it's possible that this suit will break new 

constitutional ground, but the great likelihood is 

that it will drag on for many months and do noth-

ing to help Acosta. CNN has other White House 

reporters, but news organizations have an under-

standable conviction that no politician should be 

able to dictate who covers him. • By Howard Kurtz, 

Fox News 

PR stories  

from around 

the web... 
PR Stories 

from 

around 

the web 

6 storytelling and PR lessons from Stan Lee 

Lee was a singular force in the comic book world, a pro-
lific creator behind many fan favorites for Marvel. He is 
being remembered by many for his creativity, his contri-
bution to comics and storytelling, and his unique brand 
of salesmanship that made Marvel a behemoth. 

Here are some lessons from this maverick storyteller that 
writers and brand managers can take to heart as they 
write their own adventures: 

1. Don’t ignore your flaws.—Lee famously made his char-
acters more human, something previously unseen in the 
superhero genre. In humanizing his heroes, giving them 
character flaws and insecurities that belied their supernat-
ural strengths, Mr. Lee tried “to make them real flesh-and-
blood characters with personality,” he told The Washing-
ton Post in 1992. 

2. Speak out on things that matter.—Lee wrote about 
racism and social injustice, unafraid to look at controver-
sial topics. This honesty won his company fans and made 
his characters more authentic. 

3. Collaborate openly—but be sure to give credit. Mr. Lee 
was often faulted for not adequately acknowledging the 
contributions of his illustrators, especially Mr. Kirby. Spi-
der-Man became Marvel’s best-known property, but Mr. 
Ditko, its co-creator, quit Marvel in bitterness in 1966. 

4. Cross-promote your content.—One of Marvel’s biggest 
innovations under Lee’s guidance was the development of 
interconnected stories, where all of Marvel’s biggest he-
roes lived in the same universe and could appear in any 
story at any time. 

5. Read good writers.—Content creators are influenced 
by what they read and consume. Lee was influenced from 
an early age by some of the English language’s greatest 
authors. Stanley began reading Shakespeare at 10 while 
also devouring pulp magazines, the novels of Arthur Co-
nan Doyle, Edgar Rice Burroughs and Mark Twain, and the 
swashbuckler movies of Errol Flynn. 

6. Build your personal brand.—Lee would become almost 
as famous as some of his creations with a carefully curat-
ed public presence. He wrote directly to fans with his 
Stan’s Soapbox column, which he signed with “’Nuff said.” 
He also made cameo appearances in many of the film ad-
aptations of Marvel characters for movies and TV.  •        

By Ted Kitterman, www.prdaily 

 



PR Editorial—No thing changes…. If nothing changes! 

 
Isn’t that a great quote? I came across it as I was cruising the web, “No thing changes if nothing 
changes”. WOW 

Another way to say it I guess would be doing the same thing over and over with no change in 
the results. You can see where this is going.  I’m seeing in the Forty and Eight some resistance 
to change. Yes we have our Constitution, we have ritual, manuals, etc., but just because we 
have been doing something the same way for perhaps decades, does that mean we should not 
look at  things a little different once in a while with open minds, fresh outlooks?  I’m not talking 
about throwing out or ignoring our time honored traditions or change just for the sake of it. 

Some perfect examples are the use of social media and how we are presenting ourselves to our 
communities and veterans are a couple that quickly come to mind.  Our name and history 
deems us an “honor” society—but that does not mean we must wait for and expect potential 
members to come to us. Nothing will change if we are Forty and Eighter’s just once a month at a promenade, nothing 
will change unless we are members of La Societe 24 hours a day. So why aren’t some people willing to change or ac-
cept it, isn’t that an inherent part of our being and nature? We grow older, get wiser, gain experiences. 

The standard course of action is to articulate the purpose of change. What are we trying to achieve? What difference 
are we trying to make? How will it improve our Locale or Grand? How will it make our jobs easier? People want an-
swers to these questions, and rightly so when change is presented. Change will be easier to accept and implement if 
these questions are answered in advance. 

And then there are big changes compared to just little changes. Consider this approach also, instead of making big 
broad changes to things, how about implementing little changes first—perhaps making it less complicated or hard to 
swallow.   Also, implementing little changes makes it easier to anticipate the outcome of the change. Compromise is 
also a big part of change. Letting everyone have a say or some input to proposed changes will go a long way towards 
acceptance.  

I’ve read that the worst thing about change is doing the same thing over and over and expecting different results—this 
brings membership to mind. You recruit the same way, attempt to get renewals the same way and then expect your 
Locale or Grand to make goal every year or wonder why they didn’t.  

I love this quote… “If nothing changes, nothing changes. If you keep doing what you're doing, you're going to keep get-
ting what you're getting. You want change, make some.” ― Courtney C. Stevens, The Lies About Truth  

The purpose this month is not to give you any definitive answers on change, but give you some perspective on it, con-
sider how to implement it and if you are one of those who cannot accept change, maybe then you need to change 
yourself.  If you don’t choose to accept change, sometimes change chooses you.  -  L’Editeur 

Quotes on change… 

“Everyone thinks of changing the world, but no one thinks of changing himself.”  ― Leo Tolstoy  

“Never doubt that a small group of thoughtful, committed, citizens can change the world. Indeed, it is the only thing 

that ever has.” ― Margaret Mead  

“The only way that we can live, is if we grow. The only way that we can grow is if we change. The only way that we can 

change is if we learn. The only way we can learn is if we are exposed. And the only way that we can become exposed is 

if we throw ourselves out into the open. Do it. Throw yourself.” ― C. Joy Bell  

“The snake which cannot cast its skin has to die. As well the minds which are prevented from changing their opinions; 

they cease to be mind.” ― Friedrich Nietzsche 

“Those who cannot change their minds cannot change anything.” ― George Bernard Shaw  

 



What’s Up in December 

December is Bingo Month 

December Daily Holidays and Events: 

1 Eat a Red Apple Day 

1 World Aids Awareness Day 

2 National Fritters Day 

3 Advent begins, date varies 

3 National Roof over Your Head Day 

4 Santa's' List Day - we hope you are on the "Nice" list 

4 Wear Brown Shoes Day 

5 Bathtub Party Day 

5 Repeal Day - The 21st Amendment ends Prohibition. 
I'll drink to that! 

6 St. Nicholas Day 

6 Mitten Tree Day 

6 Put on your own Shoes Day 

7 International Civil Aviation Day 

7 Letter Writing Day 

7 National Cotton Candy Day  

7 Pearl Harbor Day 

8 National Brownie Day 

8 Take it in the Ear Day 

9 Christmas Card Day 

9 International Children's Day  

9 National Pastry Day 

10 Human Rights Day 

11 National Noodle Ring Day 

12 Chanukah - date varies 

12 National Ding-a-Ling Day 

12 Poinsettia Day      

13 Ice Cream Day 

13 Violin Day 

14 International Monkey Day 

14 National Bouillabaisse Day 

14 Roast Chestnuts Day 

15 Bill of Rights Day 

15 National Lemon Cupcake Day 

16 National Chocolate Covered Anything Day 

17 National Maple Syrup Day 

18 Bake Cookies Day 

18 National Roast Suckling Pig Day 

20 Go Caroling Day  

21 Crossword Puzzle Day 

21 Forefather's Day 

21 Humbug Day 

21 Look on the Bright Side Day 

21 National Flashlight Day 

21 Winter Solstice - the shortest day of the year, date 
varies 

22 National Date Nut Bread Day  

23 Festivus - for the rest of us 

23 Roots Day 

24 National Chocolate Day 

24 National Egg Nog Day 

25 Christmas Day 

25 National Pumpkin Pie Day  

26 Boxing Day 

27 Make Cut Out Snowflakes Day 

27 National Fruitcake Day 

28 Card Playing Day 

29 Pepper Pot Day 

30 Bacon Day 

30 National Bicarbonate of Soda Day 

31 Make Up Your Mind Day 

31 New Year's Eve 

31 Unlucky Day 

Bill of Rights Day—  

The Bill of Rights is a major part of the "American way 
of life." America's civic holidays -- the Birthdays of 
Washington, Lincoln, and King, Independence Day, La-
bor Day, Veterans Day, Memorial Day, Thanksgiving 
Day -- all remind us of the special contributions and 
sacrifices made by our forefathers and leaders to pre-
serve, protect, and extend our freedoms. Each of these 
civic holidays exists because someone cared enough to 
fight and die for our rights -- the rights contained in the 
Bill of Rights.            

 The Bill of Rights energizes our military defense. Amer-
ican service men and women swear and oath to pre-
serve and defend the Bill of Rights . . . it is part of the 
Constitution. When American military people fight and 
die for our country, they do so to protect our rights and 
freedoms under the Bill of Rights. 

 The Bill of rights might otherwise be forgotten. Many 
or most Americans do not know their Bill of Rights.  
This special day will encourage even the government 
schools to teach about it for at least one day per year.  



Back to newsletter basics... 

I’m going to give you the summary or closing of this page up front…. 
The whole purpose of a newsletter is to let the reader know how you 
are going to help them out...it’s that simple.  It’s about the membership 
and telling them what they need to know to keep them informed on 
what’s going on, where and when to be places, what is happening or 
going to happen within your Locale or  Grand.  The tricky part is how to 
do it and do it so it is read and looked forward to. We are going to ex-
plore and review that on this page…. 

 Newsletters should go out on a fairly predictable schedule, weekly, monthly, bi-monthly, whatever, but your read-
ership should not have to wonder when they will get it. 

 There are several ways to lay out a multipage document. Having a consistent header unites the pages of the docu-
ment and makes your newsletter look professional. Another feature unique to newsletters is the inclusion of an 
issue number, volume number, and the year. 

 Aim to strike a balance between text and images in your newsletter. Images should contribute to your message, 
not just clutter the page. Breaking up your text into columns can make it more legible. For a letter-size newsletter, 
three columns is a good choice. 

 Select a good font…  suggestion—serif fonts like Times New Roman are easier to read on email and website 
screens. Still others charge that Georgia is the most legible for email and the web.  I like Calibri. 

 The bottom line is that your newsletter should be informative and instructive. 

 Select an easy to do design grid, A newsletter flag and masthead are two of the most prominent design elements of 
a newsletter, and both should remain consistent from issue to issue.  

 Sometimes called a nameplate, the flag is the portion of the newsletter that includes your organization's logo, the 
newsletter title, the edition or volume number, and any other information that you think is important to include in 
each issue. Flags are the most recognizable element of a newsletter.   

 A masthead is the section of the newsletter that credits all those involved in the newsletter, including writers, edi-
tors, designers, copy editors, or members of your organization's leadership team. 

 Effective newsletters maintain a balance between text, graphic elements, and white space. 

 Always ask this question, what’s in it for the person that reads your newsletter? People don’t care about your 
newsletter if it’s not beneficial for them.  When they read it they are thinking, what’s in it for me?  WIIFM? 

 Use bold, italic, or other simple formatting to draw attention to important calls to action. 

 Provide a consistent format. Think about regular columns or sections you could provide in each issue of your news-
letter. The more consistent you are with your format, the more likely that your readers will start to anticipate it 
and look for those sections, kind of like their favorite magazine columns or newspaper sections. 

 Are you the L’Editeur? Your name, address, email, phone, etc. should be on the newsletter somewhere so mem-
bers can reach you for more details or questions. 

 Little tips… How about a quote of the week or month. For longer newsletters maybe a table of contents. Fun facts? 
Statistics? Guest articles. Humor—joke or funny picture of the month? 

 Newsletters need photos, artwork or both. A newsletter full of text is unattractive, uninteresting and simply boring 
to look at. Odds are a newsletter may not even get a full read if there is nothing on the page to break up the large 
blocks of text. 

 Use quality photographs and related graphs or artwork on the pages to tie the newsletter together and make it 
interesting enough for people to want to read it completely.   •               From a variety of web sources 



Great Speeches—(Movie)  Any given Sunday—”Inches” 

Any Given Sunday is a 1999 American sports drama film directed by Oliver Stone depicting a fictional professional 

American football team. The film features an ensemble cast, including Al Pacino, Cameron Diaz, Dennis Quaid, Jamie 

Foxx, James Woods, LL Cool J, Ann-Margret, Lauren Holly, Matthew Modine, John C. McGinley, Charlton Heston, Bill 

Bellamy, Lela Rochon, Aaron Eckhart, Elizabeth Berkley, Marty Wright, and NFL players Jim Brown and Lawrence Tay-

lor. It is partly based on the novel On Any Given Sunday by famed NFL defensive end Pat Toomay; the title is derived 

from a line in the book (also used in the film) that a team can win or lose on "any given Sunday", said by the fictitious 

coach Tony D'Amato. The film was shot in Miami, Florida and Irving, Texas. Miami's Orange Bowl stadium represents 

the home of the fictitious American football team, the Miami Sharks.[4][5] When the team traveled to California, the 

stadium used was Pro Player Stadium, which is located in Miami Gardens. Texas Stadium is used for the home of the 

fictitious Dallas Knights. 

The dialogue: I don’t know what to say really. Three 

minutes to the biggest battle of our professional lives, all 

comes down to today. Now either we heal as a team, or 

we’re gonna crumble. Inch by inch, play by play — till 

we’re finished. We’re in hell right now gentleman. Believe 

me. And we can stay here, get the shit kicked out of us, or 

we can fight our way back, into the light. We can climb out 

of hell, one inch at a time.  

Now I can’t do it for you, I’m too old. I look around I see 

these young faces and I think, I mean, I made every wrong 

choice a middle aged man can make. I, uh, I pissed away 

all my money, believe it or not, I chased off anyone who’s 

ever loved me, and lately I can’t even stand the face I see 

in the mirror.  

Y’know when you get old in life things get taken from you, 

I mean that’s that’s, that’s part of life. But you only learn 

that when you start losin’ stuff. You find out life’s this 

game of inches, and so is football. Because in either game, 

life or football, the margin for error is so small, I mean, 

one half a step too late or too early and you don’t quite 

make it, one half second to slow or to fast, you don’t quite 

catch it. The inches we need are everywhere around us. 

They’re in every break in the game, every minute, every 

second. On this team we fight for that inch. 

We claw with our fingernails for that inch. Because we 

know when we add up all those inches that’s going to 

make the fucking difference between winning and losing. 

Between livin’ and dying. I’ll tell you this in any fight it’s 

the guy whose willing to die who’s gonna win that inch, 

and I know that if I’m going to have any life anymore it’s 

because I’m still willin to fight and die for that inch. Be-

cause that’s what livin’ is.  

The six inches in front of your 

face. Now I can’t make you do 

it. You gotta look at the guy 

next to you, look into his 

eyes. Now, I think you’re gon-

na see a guy who will go that 

inch with you. You’re gonna 

see a guy who will sacrifice 

himself for this team because 

he knows when it comes 

down to it, you’re going to do 

the same for him.  

That’s a team gentlemen and either we heal now as a 

team or we will die as individuals. That’s football see a 

guy who will go that inch with you. You’re gonna see a 

guy who will sacrifice himself for this team because he 

knows when it comes down to it, you’re going to do the 

same for him. That’s a team gentlemen and either we 

heal now as a team or we will die as individuals. That’s 

football guys. That’s all it is. Now, What are you going to 

do? 

Before starting production on the football movie Any 

Given Sunday, Oliver Stone took his crew to a screening 

of Saving Private Ryan. Though he found certain mes-

sages in Steven Spielberg’s film disconcerting—“The 

worship of World War II as the good war,” Stone said in 

2011—Stone wanted the action in Any Given Sunday to 

match the brutality and chaos of Spielberg’s depiction of 

D-Day. He planned to capture the game as it had never 

been filmed—from the huddle to the trenches to the in-

firmary. Blood and viscera and broken bones included. 

Football, in his hands, would be even more anarchic 

than the game on television.  

 

 



Trivia and Facts for Newsletters or Just for Fun 

In 2016, for the first time, more than half of the American dead were cremated. 

Nearly half of all cell phone calls will be scams by 2019, according to First Orion, an Arkansas company that provides 

caller ID and call blocking technology. Spam accounted for 3.7% of all calls in 2017, then leaped to over 29% in 2018, 

and are projected to be 45% by early 2019. 

Benjamin Franklin, the first postmaster general, and George Washington appeared on the 5- and 10-cent stamps, re-

spectively. National postage stamps debuted in 1847. Before that, the recipient paid the postage. 

While pizza was originally invented in Naples, returning American soldiers who fought in Italy during WWII were 

responsible for spreading its popularity throughout the United States. 

Warm Dr Pepper was popular in the southern United States during the 1960s. This 

warm, syrupy drink was thought to help with colds and other ailments. It was also a 

popular drink at Christmas parties.  Dr Pepper is the oldest soft drink in America. Older 

than Coca-Cola, in fact, by a full year. It was created in 1885 by a pharmacist, Charles 

Alderton, in Waco, Texas. And its original name was Waco – it was served there at the 

soda fountain in the drugstore. The drink was an instant hit; customers would sit down 

on one of those old spinning stools and say, “Shoot me a Waco.” 

In the last half-billion years, there have been only five waves of mass extinction. Many scientists believe we are now 

in a sixth, with dozens of species going extinct every day. 

The U.S. debt ceiling was created in 1917 at a limit of $11.5 billion during WWI to allow greater simplicity and flexibility 

during the war by allowing the Treasury to borrow any amount it needed as long as the amount was below this limit. 

Prior to this, Congress had to approve each issuance of debt. To change the debt ceiling, Congress needs to enact spe-

cific legislation and the President must approve the legislation. 

World War I Trivia… 

 Germans were the first to use flamethrowers in WWI. Their flamethrowers could fire jets of flame as far as 130 

feet (40 m). 

 Herbert Hoover, who would become president in 1929, was appointed U.S. Food Administrator. His job was to 

provide food to the U.S. army and its allies. He encouraged people to plant “Victory Gardens,” or personal gar-

dens. More than 20 million Americans planted their own gardens, and food consumption in the U.S decreased by 

15%. 

 German trenches were in stark contrast to British trenches. German trenches were built to last and included bunk 

beds, furniture, cupboards, water tanks with faucets, electric lights, and doorbells. 

 France, not Germany, was the first country to use gas against enemy troops in WWI. In August 1914, they fired the 

first tear gas grenades (xylyl bromide) against the Germans. In January 1915, Germany first used tear gas against 

Russian armies, but the gas turned to liquid in the cold air. In April 1915, the Germans were the first to use poison-

ous chlorine gas. 

 The term “dogfight” originated during WWI. The pilot had to turn off the plane’s engine 

from time to time so it would not stall when the plane turned quickly in the air. When a 

pilot restarted his engine midair, it sounded like dogs barking. 



Spotlight on 
Public  

Relations 

 

Tips for Writing and Editing Effective Quotes 

When you're developing a news release, a good quote can make all the difference in 

giving character and perspective to your announcement. Once you've laid out the 

what, when, where and who, a quote from a spokesperson fills in the why: why your 

brand is passionate about an issue, why something needed to be done, why some-

thing is significant, why the reader should care. 

In the PR News Writer's Guidebook, Pauline A. Howes, associate professor at Kennesaw State University's School of 

Communication and Media, provides the following tips to keep in mind for writing and editing quotations for a 

news release: 

 

 Write like real people talk. Be conversational, yet avoid trite, filler language. 

 Use phrasing that is memorable and helps create a picture in the reader’s mind. 

 Provide meaningful insights and perspectives in a quote that increase the value of the quote and the likelihood of 

its pick-up by media. Opinion is fine, but hype is counterproductive. 

 Avoid jargon, technical and scientific terms that might need further explanation or definition. 

 Strike a balance with quotation length: Say enough to convey a complete thought, but not too much. Think Goldi-

locks—not too long, not too short, but just right for the purpose. 

 Include information that adds detail and depth to the story, not just basic facts that can be covered in the body of 

the release. 

 Use a straightforward style when attributing a quote. The verbs “said” and “says” provide a direct way to attribute 

a quote. The use of attribution phrases such as “according to,” “stated” and “commented” may fit better in a fea-

ture article than a news release. 

 Consider the appropriate tense for the subject and type of news. When referring to a completed action or refer-

ring to something that has already happened, use the past tense. For a more timeless tone, the present tense 

works. 

 As you do for your entire news release, check your facts and proofread to avoid grammar and punctuation errors 

or the dreaded typo. And finally, be sure to provide the accurate name and spelling of your cited source.  • 

By Ian James Wright, https://www.prnewsonline.com 



POSTER OF THE MONTH 

Mindset is  

everything!!! 



P.A.L.S. APPLICATION—RENEWAL or NEW MEMBER 

Full Name ________________________________________________________________________ 

Address:  _________________________________________________________________________ 

City ____________________State_____ Zip___________  New Member                        Renewal                      

Email _______________________________________________________PUFL  $100.00 

Voiture Locale ___________________                                                   

Dues:  Mail only $15.00 

           Mail and Digital $15.00 

           Digital only $10.00 

Look at your label, what year does it say? If it says 
2018, then by January you will be delinquent and we 
will only carry you two extra issues until February.   
Last year we carried delinquents an extra 6 months, 
but cannot do it this year. If you were supposed to get 
both digital and mail, and the mail has stopped, let me 

know, I have recreated some lists and some of you may have gotten 
dropped. Remember to get both,  you must be PUFL or $15.00 per 
year.  - Renny 

 

Checks made out to P.A.L.S. 

Remit to: 

Renslar R. Keagle 

8714 Marble Drive 

El Paso, TX 79904-1710 

renslarkeagle@gmail.com 

 

A veteran is a man who fell in love with his country, for better, or worse - for richer, for poorer - in sickness and in 

health. 

A veteran is a man who is willing to lay down his life for the Statue of Liberty so that her poor, her huddled mass-

es, her homeless, her tempest tossed may breathe free and may enjoy life, liberty, and the pursuit of happiness. 

A veteran is as a man who does what he must - in spite of personal consequences - in spite of obstacles and dangers 

and pressures - for that is the basis of all human morality. 

A veteran is a man who gets a lump in his throat when he sees our beloved flag and he'll fight to protect our beau-

tiful bunting from those who would dare to dishonor it. 

A veteran is a man who pays his taxes, willingly; serves his country, honorably; and cherishes his freedom, pas-

sionately. 

A veteran is a man well-deserving of our appreciation, our love, and our prayers 365 days a year.  

WHAT IS A VETERAN?  Written by a young female high school student for a school assignment in May 2000 

Did you know...The title of Phil Spector's song by The Teddy Bears, 'To Know Him Is To Love Him' was taken from the inscrip-

tion on Spector's father's tombstone...George Harrison originally wrote "All Those Years Ago" for Ringo. Although he recorded it, 

Ringo thought it too high for his voice. When John Lennon got murdered, George altered the words and made it a tribute to John. 

Although the band had split up, all 3 remaining Beatles plus Linda McCartney are featured on the track. - 1950s crooner, Pat 

Boone is the great, great, great, great grandson of American frontier hero Daniel Boone. The first musical guest on TV's "Saturday 

Night Live" was Janis Ian. She did the show with strep throat and a fever of 103 . 



 

From the May 1997 Vol. 12 Issue 7 Bulletin 


