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KEEPING THE 
FAITH 
Things can get hectic 
in the world of Catho-
lic journalism.  
Keep in mind that joy 
is possible. Learn how 
to keep the faith so you 
can see more clearly. 
More on page 3

2009 BOARD OF 
DIRECTORS 
NOMINEES 
It’s time for the 
2009 CPA Board of 
Directors Election. 
Meet the 13 individu-
als nominated this 
year and make an 
informed decision 
this February.
More on page 4-5 

Now, more than ever, 
Catholics need to know 
eachother. Learn more 
about an interesting 
new way to promote 
your publication.  

A NEW WAY TO 
PROMOTE YOUR 
PUBLICATION 

More on page 5

   What’s up with the Catho-
lic Press Association? Con-
cerned telephone calls and 
anxious e-mails from wor-
ried editors and managers 
of Catholic publications.
   That’s part of the message 
I gave to the U.S. Bishops’ 
Communications Commit-
tee. My overall message was 
to an attempt to reinforce 
the value of Catholic pub-
lications – reminding the 
bishops what we do that 
benefits them, benefits 
our readers and benefits 
the church.
   But in the 15 minutes 
the committee allots I 
tried to explain what’s up 
with the CPA and why 
many of our members are 
concerned.
   For some, it’s a downturn 
in advertising that has 
them searching for new cus-
tomers, new ideas to bring 
in dollars and new revenue 
streams to tap.
   For others, it’s the rising 
cost of printing and mailing. 
We’re all looking for cost-
saving ideas and less-expen-
sive delivery methods.
   Of course, in many cases, 
it’s both rising costs and 
lower revenues.
   Few publications have 
found answers on the 
revenue side; most we’re 
hearing from are in the 
cost-cutting mode. As you 
can imagine, the cost-cut-
ting comes at the expense 
of the quantity and quality 
of the work – which means 
what: The church’s story 
isn’t being told as often or 
as effectively.

Expenses growing 
beyond income
   Some Catholic 
magazines and 
newspapers are 
thinner than 
before. They 
appear in your mail 
less frequently than 
they used to. Some of 
the pressures forcing 
staff cuts and frequency 
changes at daily newspa-
pers, secular magazines, 
television and radio stations 
impact 

Catholic media as 
well. Ironically, more 
and more Catholic 
publishers are 
doing both print 
and electronic 
media with 
video on their 
websites. 
We’re being 
asked to do more with 
less.
   Catholic Press members 
are struggling with a bar-
rage of hits on the expense 
side:
   • The cost of newsprint 
skyrocketed during 2008 
as Canadian paper mills 
merged and shut down 
plants in order to lower 
inventories and create 
demand.
   • As dioceses, religious 
communities and Catholic 
organizations found them-
selves short of funds for 
a variety of reasons from 
clergy abuse payouts to 
lower giving and battered 

portfolios, financial sup-
port for many 

ministries 
has been cut back and bud-
gets reduced.
   • Income from sales of 
advertising on web sites 
adds some dollars to the 
bottom line, but that rev-
enue stream is really only a 
brook, and a web-only deliv-
ery system is not going to 
pay for itself. Websites with 
a million hits a month have 
yet to become profitable.
   • In recent months it’s 
been the shaky economy 
that has CPA members 
scared, afraid of what 2009 
might bring: Fewer adver-

tising dollars? Higher costs? 
More cutbacks in staff? 

Cuts in wages and 
benefits? Decreasing 
delivery from weekly 
to bi-weekly or 
monthly? Out of exis-
tence altogether like 
Extension magazine?

Internet a tool, but 
not the only one, or 

the best one
   The Catholic Press in 
many cases has led the 
charge for the church with 
regard to the Internet. John 
Fiester pioneered Catholic 
web presence through St. 
Anthony Messenger and 
AmericanCatholic.org. The 
number of people whom 
the church is touching via 
Catholic Press websites and 
creative use of blast e-mails, 
e-newsletters and RSS feeds 
is growing – and thankfully 
so; our church – our Catho-
lic journalists – need to be 
on the web to reach more 
people.
   But please, let’s not fool 
ourselves on the impact of 
the web. I think it’s great 
that last year 1.2 million 
people read movie reviews 
on the USCCB web site last 
year. But do the math here 
with me.
   Catholic Press members 
reach 26 million readers. 
Let’s say each publication 
runs one movie review in a 
month’s time. So 26 million 
X 12 = 312 million movie 
reviews read over the course 
of a year. Let’s say, though, 
that half of the subscrib-
ers don’t go to movies. 
We’re down to 156 million 
reviews read. And let’s say 
some of the people who get 

Catholic San Francisco also 
read America magazine, so 
let’s divide that by 2 again. 
You’re still at 78 million 
reviews read.
   What if half the people 
don’t even open the Catholic 
paper but put it directly into 
the recycling? Now we’re 
down to 39 million. What 
would you rather have, 1.2 
million or 39 million?
   The Internet is a valuable 
tool in our church’s commu-
nications tool bag. But as a 
church we’re still very much 
learning how that Internet 
tool can be put to use for 
God’s purposes. We are in 
the infancy of capitalizing on 
the social networking power 
of the Internet and utilizing 
it for our church’s purposes.
   Catholic publications 
are in the forefront of that 
development, building on the 
integrity our print publica-
tions have built up over the 
years and the networking 
and partnering approaches 
we already use to gather and 
report the news and tell the 
stories of our church.
   I hear more and more from 
our members that voices in 
the chancery office feel com-
municating can now be done 
on the Internet – “for free.” 
Similar to a telephone wire, 
a coaxial cable, the Internet 
is nothing but the medium. 
Who is going to provide the 
content? The production? 
The upkeep? Who is going to 
keep the web fresh so that 
the 18-34 year olds come 
to it regularly, and when 
they do come, who is going 
to insure that they will find 
that website up-to-date, giv-

�oughts presidential 
By Bob Zyskowski, 
CPA President

What�s up with the Catholic press?
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   Keep your expectations 
high because the Marriott 
promises to exceed them. 
The Anaheim Marriott has 
undergone a total guest 
room enhancement. The 
hotel is located in the heart 
of the exciting Anaheim 
Resort sizzling with attrac-
tions and entertainment. 
Walking distance from 
Downtown Disney, an 
outdoor promenade with 
restaurants, theatres, and 
shopping in a tropical set-
ting; the Anaheim Gard-
enWalk is an oasis of fun 
just 10 minutes from the 
Marriott. 

Made your reservations?    The Marriott Anaheim 
is now taking guest room 
reservations; the special 
CPA rate is $155 single/
double. Call (800) 228-9290 
to secure your room. Be 
sure to mention that you 
are attending the Catho-
lic Media Convention to 
secure the special room 
rate.
   There are four airports 
serving the Anaheim area: 
John Wayne Airport, 
Long Beach, Los Angeles 
LAX, and Ontario. Excel-
lent Internet promotions 
and discounted airfares 

are offered on Southwest 
Airlines, Delta and America 
West right now so please 
research the online fares for 
the best deals.
   There is a shuttle service 
to the Marriott through 
Prime Time Shuttle. The 
fee is $15 (one-way) and you 
will need to reserve it in 
advance. Please visit www.
primetimeshuttle.com for 
online reservation.  
   For more information visit 
CatholicMediaConvention.
org or the call the CPA 
headquarter office at (312) 
380-6789.
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By Tim Mayer, 
CAN Chairman

CAN report

Tim Mayer

   Your CAN board is hard at 
work finalizing our advertis-
ing workshops for the Ana-
heim convention. We have 
a number of informative 
programs in the works, and 
I hope to see many new faces 
in May.
    Our aim is to provide you 
with opportunities to learn 
news skills and meet new 
people.  The goal is for you 
to generate more income for 
your paper and yourself.
    We are going to revisit 
a very good workshop from 
last year, ³The Million Dol-
lar Idea Exchange,² hosted 
by Randy Grosse, Advertis-
ing Director; Catholic Voice, 
Omaha. This workshop chal-
lenges you to bring your best 

money-making idea to the 
convention for the chance to 
win money. Your presenta-
tion will determine if you 
have what is takes to win 
the cash.
   Your idea will be judged 
by a group of your peers, 
and cash awards are given 
to the top three ideas. Last 
year this made for fun, a bit 

of teasing and the exchange 
of some great ideas that 
could lead to additional 
income for your publica-
tions. 
   Your idea can be any 
program that generates 
income or interest for your 
publication. A circulation 
promotion with an adver-
tiser tie-in would be a great 
idea. Special sections and 
volume-building ideas won 
prizes in Toronto. Whatever 
ideas you have to share it 
may be worth $25, $50 or 
$100.
   Keep your eyes on the 
Catholic Journalist for more 
details about,  “The Million 
Dollar Idea Exchange.”
    How are your rates? Are 
you pricing your paper in a 
manner that reflects your 

Bob Zyskowski

continued from page 1

ing them authoritative per-
spectives on the issues they 
care about, meeting their 
needs? That takes people 
– trained people – and that 
means salaries and benefits 
and equipment and facilities.
   Two truisms: There is no 
free lunch, and, you get what 
you pay for. 
   Our church leadership 
needs to answer some ques-
tions:
   1. How many times a day 
do you delete e-mail without 
opening it?
   2. How often do you go to a 
web site without being some-
how directed to it?
   Dioceses, religious com-
munities and church-related 
ministries that see the Inter-
net as the sole means of com-
municating with the people 
in the pew will quickly 
find they are disconnecting 
themselves from their core 
audience – people who go to 
church regularly, who put 
an envelope in the collection 
regularly, who, not inciden-
tally, make up the bulk of 
readers of Catholic publica-
tions.
   This whole discussion is 

pertinent because research 
show the No. 1 motivator to 
get people to go to a website 
is – something they saw in 
a print publication.

Lots of questions
   For the dioceses, religious 
communities and Catholic 
ministries that produce 
print publications, the ques-
tions are multiple:
   •	 How do we find lower-
cost ways to communicate 
with as many people as pos-
sible?
   •	 How will the leaders of 
our church achieve the mis-
sion – go teach all nations 
– if they communicate less 
often, about fewer topics 
because Catholic magazines 
and newspapers and news-

letters are not publishing 
as often as they used to and 
are publishing fewer pages?
   •	 If our church has a 
mission, shouldn’t the 
church put its resources 
into vehicles that achieve 
that mission?
   •	 If we don’t have the 
Catholic Press and its web-
sites, if we don’t have those 
authoritative outlets, who 
are we going to let tell our 
story? Bloggers?
   Wouldn’t you like to think 
that our church could real-
ize the value in the com-
munications tools it has? 
Catholic print publications 
and Catholic websites aren’t 
competitors for audiences, 
they are complimentary 
tools in the church’s com-
munications toolbox – and 
Catholic print publications 
may be the best drivers 
directing traffic to church 
websites.
   I have a favorite quote 
from the chief marketing 
director of Coca Cola. He 
said, after a while, every-
thing gets taken for granted 
– until you remind people 
how it makes their life 
better.
   Our bishops and leaders 

of religious communities 
and Catholic ministries can-
not afford to disregard what 
Catholic publications do for 
the institutional church and 
more importantly for the 
people in the pew.
   The Catholic Press pro-
vides context and back-
ground to the news of the 
day, putting into people’s 
hands the perspective and 
explanatory material no 
other source is even inter-
ested in providing and that 
very, very few Catholics are 
going to go looking for if 
it’s not put right into their 
hands.
   Catholic publications:
   • Celebrate Catholic tra-
ditions, strengthen Catholic 
identity, and enliven the 
Catholic community.
   • Deepen spiritual and 
prayer life.
   • Provide clear Catholic 
teaching.
   • Enrich conversations 
with facts.
   • Challenge Catholics to 
live morally and justly.
   • Inspire noble acts.
   • Draw people closer to 
Jesus, to their parishes and 
to the church.
   • And, not insignificantly, 

are the engines that bring in 
dollars for other ministries.
   Actually putting into 
people’s hands something 
concrete that does all of the 
above makes the work of the 
Catholic Press essential.
   The Catholic Press is 
leading the way to uncover 
just how to reach that elu-
sive 18-34 year old. It is in 
our best interest to do so, 
because those are our future 
audience.
   Before trimming and clos-
ing down print publications, 
this question need to be 
answered: Will the Internet 
reach and get response from 
the people who financially 
support the church with 

their time, talent and trea-
sure?
   If the answer is not a 
resounding YES, then we 
cannot afford to forego the 
one strength we have for 
something still in the build-
ing stage. That calls for lead-
ership of the church in the 
North America to endorse 
and financially support the 
most effective tool the church 
has for sustaining its mis-
sion.

Bob Zyskowski, president of 
the Catholic Press Associa-
tion, is associate publisher of 
The Catholic Spirit, official 
newspaper of the Archdiocese 
of St. Paul and Minneapolis.

Vatican City, 27 Jan 2009- 

   Benedict XVI has sent a 
message to participants in 
the national congress of the 
Italian Catholic Press Union 
(UCSI). The congress, held 
last week, commemorated 
the institution’s fiftieth anni-
versary.
   “Half a century after the 
foundation of the UCSI 
many things have changed”, 
writes the Holy Father. This 
change has been “more vis-
ible in areas ranging from 
science to technology, from 
the economy to geopolitics; 

Catholic journalists: bear witness to the values of faith

market? Do you even know 
how you got to the rates you 
are using today?
Have you priced yourself 
out of the market or could 
your rates be too low?
    In the workshop “Great 
Rates,” we will examine, 
compare and explain rate 
structures. Every market 
has unique factors that con-
tribute to the rate structure 
of the media serving that 
market, and we want to 
show you a method for pric-
ing your product right.
   In this informative 
session we will run you 
through the nuts and bolts 
of setting your rate card. 
Our goal is not to tell mem-
ber publications what their 
rates should be but to teach 
them how to compare their 

rates to their marketplace, 
enabling them to evaluate 
their rates structure and 
adjust accordingly.
   I am still looking for a 
few great revenue ideas 
for the Catholic Advertis-
ing Network. Last month, 
I challenged you to help 
me replace Operation Full 
Page with a new program 
that was a “win, win, win.” 
I have gotten a few, but I 
know you all have ideas to 
share. So here is a review of 
the parameters. 
   The new program should 
accomplish three things: 
First, it should provide 
new advertising and new 
revenue to our member pub-
lications. Second, it should 
introduce our publications to 
advertisers who have never 

tried us before.
   Third, it needs to generate 
additional revenue for the 
association.
   I want to hear your ideas 
for meeting these objectives. 
You are creative people; you 
understand what it takes to 
generate new business. I¹d 
like to talk with anyone con-
nected to the Catholic press 
who has a new idea or a new 
twist on an old idea.
   Send me an email or give 
me a call; I¹d like to get a 
few ideas and then host a 
series of phone conferences 
with members to evaluate 
the suggestions.
   Reach me at 513-421-3131 
x2218 or tmayer@catholiccin-
cinnati.org.

less perceptible but deeper, 
and more worrying, in the 
field of modern culture, in 
which respect for the dig-
nity of the individual seems 
to have notably diminished, 
along with a sense of such 
values as justice, freedom 
and solidarity, which are so 
essential for the survival of 
a society”.
   The work of Catholic 
journalists, says the Pope, 
“anchored in a heritage of 
principles that have their 
roots in the Gospel, ... is 
even more arduous today. 
To your characteristic sense 

of responsibility and spirit 
of service, you must add an 
ever great professionalism, 
and a capacity for dialogue 
with the ‘lay’ world in the 
search for shared values”.
   After telling the journal-
ists that “you will be lis-
tened to more readily when 
the testimony of your own 
lives is coherent”, the Holy 
Father assures them that 
“no small number of your 
‘lay’ colleagues expect from 
you the silent witness - not 
only in appearance but in 
substance - of a life inspired 
by the values of faith”.

Pope Benedict XVI

   Benedict XVI writes of 
his awareness that they 
are committed to “an ever 
more demanding task, one 
in which spaces for freedom 
are often under threat, and 
economic and political inter-
ests often take precedence 
over the spirit of service and 
the criterion of the common 
good.
   “I encourage you”, he adds 
in conclusion, “not to make 
compromises in such impor-
tant values but to have the 
courage of coherence, even 
at the cost of personal sacri-
fice. Serenity of conscience 
is a priceless quality”.
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Keeping the faith

By Fr. John Catoir, JCD

   Are you concerned, even 
worried about the future of 
your organization or publica-
tion? Are you doing a value 
and budget comparison and 
deciding if it is worth attend-
ing this year’s Catholic 
Media Convention? If your 
answer is No, you’re prob-
ably in the minority.
   Please allow me the oppor-
tunity to explain that attend-
ing the convention is a great 
value and investment for 
your publication, your min-
istry and even your diocese 
or religious community. In 
fact it may be the best path 
available in this economy to 
strengthen your bottom line. 
Yes, you need to spend some 
money to make some money.

Compare
   Consider that to attend a 
local educational program 
or learn from a nationally 
known presenter will cost 
between $150 and $495 per 
person. Costs to attend train-
ing or sales classes typically 
start in the $195 to $250 
range. Include in the com-
parison the cost to attend an 
advertising, circulation, and 
postal program that every 
business needs, and food for 
three days. 
   When you review the 
agenda and the registration 

fee of $360 I am positive 
that you will find real value 
in attending. From personal 
spiritual enrichment oppor-
tunities to the expanded 
business tracks included 
in this year’s program and 
many workshops and ses-
sions to add to your skills 
and knowledge, this year’s 
Catholic Media Convention 
is truly going to be a time to 
grow in a variety of ways.
   It very well may be that 
you wouldn’t attend any 
of those local programs 
because of budget con-
straints, and you’re still 
wondering how to justify the 
cost of travel, room nights 
and registration. Well you 
can’t fish without bait; you 
can’t build a barn without 
lumber. In tough times you 
still need to make an invest-
ment in your organization to 
promote growth.

Quantify
   Using real numbers from 
my 19 years of experience in 
the Catholic Press I’ve com-
piled a list of examples on 
how the investment returns 
value:
   Subscriptions: If your 
annual subscription cost is 
$25, just one new idea, story 
angle or design element that 
keeps 10 current readers 
and attracts 10 new ones 
will generate $500 for your 
publication. 
   •Advertising: When a   
member of your advertising 
staff attends the million dol-
lar idea seminar or meets 
a potential advertiser on 
the exhibit floor, the value 
gained could range from one 
new client’s ad at $350 to 
a whole new section worth 
$5,000 of business.
   •Productivity: When a 
person on your production 
staff learns a better tech-
nique for using software, 
becomes more proficient and 
is able to improve their effi-
ciency, you have increased 
the profitability of your staff 
for a whole year. Isn’t that 
worth at least a $1,000?
   •Web Revenue: When a 
member of your staff learns 
what other publications are 
doing to attract advertisers 

to their Website and uses 
this growing CPA program, 
you will generate between 
$18,000 and $40,000 of 
annual advertising revenue 
you did not have prior to the 
convention. 
   

•Postal Savings: When 
you attend a seminar on 
new postal regulations 
you’ll learn how to reduce 
costs or avoid unnecessary 
cost increases – the savings 
could easily be in the thou-
sands!
   •Networking: If you 
meet just one new person 
who explains their relation-
ship with the bishop or 
people who oversee their 
publication, you may have 
found a new way to fund cir-
culation, launch a new sec-
tion or in these times, save 

your publication. 
Justify
   Consider reviewing your 
attendance at a previous 
convention and quantify the 
growth gained from what 
was learned. Balance that 

against the cost of attend-
ing and use it as the means 
to substantiate the travel 
expense.
   I firmly believe you cannot 
grow or learn new things 
without continuing educa-
tion, meeting new people 
and taking a calculated risk. 
All growth comes from being 
proactive. First you invest 
your time, talent and trea-
sure, you put forth effort 
and then comes the growth, 
the true value of all effort. 
That’s what attending the 
Catholic Media Convention 

is all about – growth and the 
value it produces. 
   All that being said, allow 
me to borrow from that 
catchy credit card commer-
cial. 

•Registration $360
•Travel $400
•Hotel $450

The value obtained by 
attending the convention... 
PRICELESS.    
   Soon you will receive a 
packet of information about 
the convention in the mail. 
You will also be able to 
access it on the new CPA 
web-site at www.catholic-
press.org, and this year you 
will have the opportunity to 
register on-line. If you have 
any questions about the 
program, the forms or the 
numbers I used above, please 
give me a call 
(312-380-6789).
   From all the volunteers 
on the Convention Planning 
Committee, of both the Cath-
olic Press Association and 
the Catholic Academy, we 
look forward to seeing you in 
Anaheim in May.

God bless the work you do,

Tim Walter
Executive Director
Catholic Press Association
312.380.6789
twalter@catholicpress.org 

   In the world of Catholic 
journalism, when things get 
hectic, and you feel power-
less, it’s good to keep in mind 
the fact that joy is possible, 
in all circumstances. It takes 
faith to see this clearly, 
especially when the material 
rewards of your labors are 
scandalously scant.
   There are two kinds of 
faith: natural and supernat-
ural. Natural faith is a way 
of knowing that the informa-
tion supplied by maps and 
weather reports can be relied 
upon. Even though you never 
met the people sending the 
reports, you believe they are 
telling the truth. There is a 
kind of comfort in trusting 
these things.
   In supernatural faith you 
follow the same instinct. 
You believe that the words 
of Jesus can be trusted. And 
because of that, you have 
reasoned your way in becom-
ing an idealist. However you 
must beware of cynicism, 
the last refuge of the fallen 
idealist.
   People who work for far 
less money than they could 
be earning elsewhere have 
to maintain their idealism, 
always hoping that the Lord 
will reward them in marvel-

ous ways both here and in 
the hereafter. To remain an 
idealist in troubled waters 
is a sign of great wisdom.
   Even though you have 
never heard the voice of 
Jesus, you believe there is 
a loving God who will bring 
you to a wonderful fulfill-
ment.
   Woody Allen once 
described Catholicism as 
“pay now, enjoy later,” but 
Woody is nothing but a sad 
cynic. He does not under-
stand the faith. Catholicism, 
in reality is: pay now, and 

enjoy always.
   The hidden hand of God 
supports you. Jesus is the 
Divine Son of God who 
comes to save you and lead 
you home to eternal life. You 
have risked your precious 
life because of his love. Con-
gratulations! In doing this 
you have made an exceed-
ingly wise choice. 
The Lord once spoke so 
glowingly of a glass of water 
given in his name; how 
he admires you, who have 
dedicated your whole life 
to passing on the flame of 

�e joy of working in the Catholic press

faith. The drudgery of it all 
is mind-boggling, I know, 
but the nobility of the ideal-
ist is sublime. Granted you 
are an imperfect human 
being.
   Your surrender to the 
Lord, in spite of all your 
human failings, is neverthe-
less a glorious gift. Don’t 
dwell on your unworthiness. 
It’s so easy to doubt your-
self. You may ask, “What do 
I really know about Jesus?” 
You know all you need to 
know. He was a realist, and 
an idealist.

   The late Frank Sheed, 
an outstanding Catholic 
writer of the 20th Century, 
had this to day: “Jesus 
was never sentimental, he 
never wasted 
words. He 
said what 
had to be 
said, which 
anyone new 
to reading the 
gospels may 
take a while 
to get used 
to...He of all 
men was not 
likely to be 
sentimental 
about sin…He 
knew what 
our sinful 
world would 
cost Him on 
Calvary.” 
   Once you 
trust the 
Lord, you 
begin to 
understand 
that your sins 
present no 
obstacle to his 
love. You believe that God 
is love, and this knowledge 
has changed your life. You 
believe in the central mys-
tery of Christianity, namely 
that Jesus Christ is true 
God and true man. This 

knowledge has helped you to 
understand that God’s love 
has a human face, the face 
of Jesus Christ. You have 
become his instrument in 

bringing hope 
and healing 
to the world. 
Through 
Catholic 
journalism, 
directly or 
indirectly, 
you have 
touched the 
lives of mil-
lions. 
   All the 
Lord asks 
of you now 
is that you 
trust him 
and continue 
to make a 
reasonable 
effort to be 
the joyful 
idealist he 
wants you to 
be. He will 
do the rest.
 “In Him, 
we live and 

breathe and have our being.”

Fr. John Catoir, JCD is a 
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   I firmly believe you cannot grow or 
learn new things without continuing 
education, meeting new people and 
taking a calculated risk. All growth 

comes from being proactive. First you 
invest your time, talent and treasure, 

you put forth effort, and then comes the 
growth, the true value of all effort. 

Your surrender to 
the Lord, in spite of 

all your human 
failings, is 

nevertheless a 
glorious gift. Don’t 

dwell on your 
unworthiness. It’s so 

easy to doubt 
yourself. You may 

ask, “What do I 
really know about 

Jesus?” You know all 
you need to know. 
He was a realist, 
and an idealist.




