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From my corner...

MISSION AS 
BUSINESS OR BUSINESS AS 
MISSION?

It was Saturday afternoon in Gaborone, 
Botswana and, together with a col-

league, I was walking around in the center 
of the city looking for Madame Precious 
Ramotswe, Botswana’s famous Ladies’ 
Number One Detective. For many of us read-
ers around the world, this imaginary lady 
has been immortalized by Alexander McCall 
Smith and his wonderfully written series of 
books. My expectation was that at least the 
tourist bureau in the city would have made 
something about her and explored this free 
propaganda of the country. However, I could 
not find a single clue of the female detective. 
Later, I found out that there is one hotel in 
the capital that offers a city tour to the places 
mentioned in the books, but at that time I 
had already left the country. 

Amazingly though, just in front of the 
main street and culture center of Gaborone, 
one of the Brazilian neo-Pentecostal churches 
had built a huge cathedral. The exploration 
here is not of an invented person but of the 
Christian faith. A clear case of mission as 
business! Organized as a commercial com-
pany, the church has branches in 140 coun-
tries, all using the same strategy of a focus 
on spiritual healing, exorcism and prosperity 
teaching. Generally, poorer and marginalized 
people are attracted to the six or seven servic-
es each day. The “blessing” is given according 
to the size of the offering, and a significant 

part of the liturgy is dedicated to the collec-
tion of money. 

Mission becomes business when the 
main objective of evangelism or church 
activities focuses on finances and the enrich-
ment of the institution and its leaders. 
Unfortunately, this is not uncommon, and is 
certainly one of the after-effects of a strong 
entrepreneurial emphasis given to mission in 
many religious circles.

This issue of Connections is about 
Business as Mission (BAM), something com-
pletely different from mission as business. 
The goal of BAM initiatives is primarily to 
build up sustainable structures for communi-
ty development, empowering local efforts and 
contributing to the well-being of a group of 
people. Although it can, and many times will, 
and we would want it to, lead to a Christian 
testimony when BAM is done seriously by 
committed Christians, the main purpose is 
to do business in a way that is ethically and 
morally correct with a good profit that creates 
prosperity for investors and national context.

Business becomes mission when the 
economic activity glorifies God through good 
and biblical practices of commerce and pro-
duction, favoring local people, regardless of 
race, religious beliefs or social background. 
It needs to be a serious business, based on a 
holistic understanding of the Gospel.  

One of the authors of articles related to 
BAM is my second-cousin, Mats Tunehag. 
Our grandmothers were twins, Olga and 
Helga. Mats grew up in Sweden, I was raised 
in Brazil, but we met from time to time when 
my parents were in Sweden for furlough. 
On one occasion we were at my grandpar-
ents summerhouse near a big lake and we 
decided, Mats, his older brother and I—all 
three around seven to ten years old—to row 
to the other side of the lake and buy candy 
in a store there. It was surely two kilometers 
to the other side, but I was an “experienced 
sailor” having crossed the Atlantic a couple of 

times. On our way back we were caught by a 
storm with strong winds and rain. The waves 
made the rowing difficult and we hardly made 
it back to the shore. With the help of Mats 
older brother we were able to reach land and 
could safely enjoy our candy.   

Mission is frequently done in stormy 
situations and the religious turbulence in our 
days is at many times frightening. Business as 
Mission has shown to be a magnificent way 
of establishing Christian witness in contexts 
where traditional missionary efforts would 
not work effectively.  In rowing against the 
tide and often feeling that our “boat” is too 
small for the enormous challenge of sharing 
the Good News to all men, new and creative 
strategies of mission are certainly welcome. ‹‹

    

Bertil Ekström
Executive Director

Bertil Ekström is the past 
president of the Brazilian 
Association of Cross Cultural 
Agencies and COMIBAM, the 
Latin American Continental 
Missions Network. He serves the 
WEA Mission Commission as 
Executive Director. He is a staff 
member of Interact, a Swedish 
Baptist Mission, and is also with 
the Convention of the 
Independent Baptist Churches  
of Brazil. 
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A giant has fallen. Greg Parsons of the USCWM observed, “He died with his boots on.”

In Memory of Dr. Ralph, D Winter, 1924-2009: 

missions innovator, strategist, frontier thinker

At age 84, Winter died Wednesday, May 
20 at his home in Pasadena after a seven-year 
battle with multiple myeloma and after addi-
tional struggles with lymphoma since early 
February. Many of the accomplishments of 
Ralph Winter’s long career as a missionary, 
mission professor and “mission engineer” 
stemmed from his conviction that Christian 
organizations accomplish more when they 
cooperate in strategic ways.  It was at the 
Lausanne International Congress on World 
Evangelization in 1974 that Winter burst 
upon the world stage with innovative analysis 
and advocacy that have redirected evangelical 
mission energies ever since. 

He pursued a degree in civil engineering 
at Caltech, an M.A. at Columbia University 
in teaching English as a second language, and 
a Ph.D. at Cornell University in structural 
linguistics, with a minor in cultural anthro-
pology and mathematical statistics.  While in 
seminary at Princeton, he served as a pastor 
of a rural New Jersey church. 

He married Roberta Helm in 1951 while 
studying for his Ph.D. In 1956 they joined 
the Presbyterian Board of Foreign Missions 
and worked for ten years in Guatemala 
among the Mayan people, particularly the 
Presbyterian churches in the highland 
regions.  Along with the development of 17 
small businesses for bivocational pastoral stu-
dents, Winter joined others to begin an inno-
vative, non-residential approach to theologi-
cal studies known as Theological Education 
by Extension (TEE), which has since been 
reproduced and adapted in countless mission 
contexts around the world. 

Winter’s creativity with TEE and other 

initiatives caught the attention of Donald 
McGavran, who in 1966 invited Winter to 
join the faculty of the new School of World 
Mission at Fuller Theological Seminary.  
Between 1966 and 1976 Winter taught more 
than a thousand missionaries, but he also 
claimed to learn much from his students.  
During these years he founded the William 
Carey Library, a specialized publisher and 
distributor of mission materials.  He also co-
founded the American Society of Missiology, 
helped in starting Advancing Churches in 
Mission Commitment (ACMC), and inau-
gurated what is now the Perspectives Study 
Program (first called the Summer Institute of 
International Studies). 

Building on McGavran’s emphasis on 
people groups, and gleaning insights from his 
interaction with students and faculty, in July 
1974 Winter presented a seminal address at 
Lausanne, Switzerland to the International 
Congress on World Evangelization. He under-
scored the urgency of strategic, pioneer, cross-
cultural missionary outreach to thousands of 
“hidden peoples”, later known as “unreached 
peoples”. 

To facilitate creative outreach to 
unreached peoples, in 1976 Ralph and 
Roberta founded the U.S. Center for World 
Mission (USCWM), and in 1977 the related 
William Carey International University, on 
the former campus of Pasadena Nazarene 
College.  A community of workers in 
Pasadena and other locations, now known as 
the Frontier Mission Fellowship (FMF), has 
developed to sustain an array of cooperative 
mission projects.

He is survived by his second wife, 

Barbara; by his and Roberta’s four daughters, 
Elizabeth Gill (Brad), Rebecca Lewis (Tim), 
Linda Dorr (Darrell), and Patricia Johnson 
(Todd); and by 14 grandchildren and one 
great-granddaughter.  A memorial service cel-
ebrated his life June 28 at the Lake Avenue 
Church in Pasadena. 

Reflections from World Evangelical 
Alliance and Mission Commission 
Associates

Geoff Tunnicliffe, WEA International Director 
/ CEO                                                                 

As I think about Dr. Winter, here are just 
a few of his influential ideas:

 He put the “unreached” peoples on the 
map of world mission after Christians had 
pretty much given in to the idea that since 
there was a church in almost every country, 
they would naturally finish the task of world 
evangelization. He brought into focus the 
concept of “nations” as ethnically and social-
ly distinct peoples.

 His efforts to establish a national level cen-
tre for World Evangelization was really quite a 
novel idea. And he pulled it off and got about 
100,000 subscribers to Mission Frontiers.

 He created the “Perspectives” course, 
which without a doubt has created more 
momentum for world mission among “ordi-
nary” Christians (surely in North America) 
in its multiform expressions, than any other 
work or process.  

Steve Moon, Ph.D., Executive Director, Korea 
Research Institute for Missions

We lost one of the most important mis-
siologists of our time. The late Dr. Ralph 
Winter is the father of modern frontier mis-

(With appreciation to material provided by the USCWM for the core information)   by William Taylor, editor
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siology. We owe him the clarified vision of the 
remaining task of the world evangelization. 
We will remember his integration of spiritual-
ity, strategy, and life style. It is a big loss to 
the global missions community.

 
Marvin J. Newell,  Executive Director,  
CrossGlobal Link

 God equipped Dr. Winter with a unique 
combination of genius for innovation, pas-
sion for the unreached, and a love for God 
and His plan of reaching all peoples. His 
brilliance, coupled with his non-offensive 
leadership and communication style, drew 
people to his influential thinking, giving them 
a vision and passion to engage the remaining 
frontiers of missions.

Peter Tarantal, Emerging Mission Movements 
Key Focus Area, OM, South Africa

One of my earlier impressions in my 
mission journey was taking the Perspectives 
course in my first three months of missions 
training. The concept of unreached people 
groups, holistic ministry and thinking glo-
bally made a great impression upon my life. I 
will be forever grateful that Dr.Winter focused 
our attention on those who have yet to hear 
the Gospel.

Detlef Bloecher CEO of German Missionary 
Fellowship (DMG) and Chairperson of the 
Association of Evangelical Mission Agencies in 
Germany (AEM)                                          

Ralph Winter has been an tremendous 
inspiration to us all. His fresh missiological 
thinking e.g. focus on “unreached people 
groups” has given modern world mission a 
new direction. His heart has been on mission 
research, his commitment to missionary train-
ing and his passion on mission mobilization. 
Times and gain he brought home the mes-
sage: Give your sons and daughter not just 
your dollars!  Ralph has been a real mission 
statesman, God’s special gift and blessing to 
the global church from the 20th and into the 
21st century.

Steve Moore, President & CEO, The Mission 
Exchange                                

Ralph Winter was a mission educator 
and paradigm pioneer for more than three 
decades. From his “experiment” in Guatemala 
with Jim Emery that eventually became 
known as Theological Education by Extension 

to his follow-up strategy for Urbana stu-
dents that became Perspectives on the World 
Christian Movement, to the 1974 “paper” 
that was read in Lausanne but heard around 
the world, Ralph Winter’s ideas helped shape 
the leading edge of global mission.

David Tai Woong Lee, Director, Global 
Leadership Focus (GLfocus.org), Korea                  

Though the late Dr. Ralph Winter made 
his official visit to Korea not until 1992 to 
speak at the Mission Korea 92, a nationwide 
student mission conference, his influence on 
the Korean missionary movement has been 
enormous. Long before his personal visit, 
through his writings and visits Korean mis-
sion leaders made to the US Center for World 
Mission, the Korean mission movement had 
already drunk deep of the unreached people 
strategy that Dr. Winter was so enthusi-
astic about. Thanks to him and his untir-
ing dreams of reaching the unreached, the 
Korean church prides in sending the great-
est percentage of their missionaries to the 
unreached areas of other world-class mission-
ary movements.  

S. Kent Parks, Ph.D. CEO, Mission to 
Unreached Peoples; Co-Facilitator, Ethnê, 
ethne.net

I praise the Lord for Ralph Winter’s 
prophetic faithfulness and his clarion call to 
rectify the massive injustice that huge parts of 
the world still have no Christ-follower walk-
ing among them to share word, deed, and 
miracle-Good News.  What is hard to under-
stand is why 35 years after his profound 1974 
presentation, more believers have not sacri-
ficially rushed to serve these peoples Ralph 
loved so intensely.

Drawing to a close

I, Bill Taylor, was present at the Lausanne 
Congress in 1974, a very young 32-year-old 
missionary educator based in Guatemala—
having arrived after the Winter family’s 
journey to the USA. That Lausanne address 
truly was a watershed, prophetic word for 
many, though I confess it also created internal 
conflict in me. How could I justify my serv-
ice in Latin America when so many people 
categorized it more in the “reached” category 
(whatever “reached” really meant). But it was 

a healthy tension, and it prepared me, unex-
pectedly, for the truly global role in the WEA 
Mission Commission that would come 12 
years later.

Winter was not without his controversies, 
nor his detractors. Not everybody felt he had 
the right word on many issues in the world of 
missions and mission. He was charged with 
being the architect of “managerial missions” 
(whatever that really meant). Some found it 
a challenge to try to dialogue with him as a 
peer. His strength—that single-minded focus 
on the frontiers, and what it would take to 
“finish the task” (another issue to differ over) 
and the laser eye on the un-reached peoples 
(less-reached, harder-to-reach, perhaps previ-
ously-reached but not today), perhaps might 
have minimized other key ways of looking at 
history and mission. His influence in world-
wide missiological circles was uneven, but 
surely within the global Evangelical mission 
family, he cast a huge shadow. He forced all 
of us to grapple with his ideas, his structures, 
his passions, his writings. He made many of 
us much better missiologists, not only by the 
things we agreed with him on, but also on 
the disagreements. He was a consistent friend 
(and friendly critic) of the WEA Mission 
Commission, and for this we are grateful.

A giant oak has fallen. He has perma-
nently changed his address. He lives on, how-
ever, through his close family and friends and 
colleagues, and in the ideas he germinated 
and brought to flower and fruit, in the count-
less thousands of words he wrote, in the mis-
sion structures he helped bring into being.

He will be missed. He still speaks. ‹‹
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FeatURe aRtiCle ConneCtionS

the BUSineSS aS MiSSion 
ManiFeSto

the laUSanne (lCWe1) 2004 FoRUM 
BUSineSS aS MiSSion iSSUe gRoUP WoRKeD 
FoR a YeaR, aDDReSSing iSSUeS Relating to 
goD’S PURPoSeS FoR WoRK anD BUSineSS, 
the Role oF BUSineSS PeoPle in ChURCh 
anD MiSSionS, the neeDS oF the WoRlD 
anD the Potential ReSPonSe oF BUSineSS. 
the gRoUP ConSiSteD oF MoRe than 70 
PeoPle FRoM all ContinentS. MoSt CaMe 
FRoM a BUSineSS BaCKgRoUnD BUt theRe 
WeRe alSo ChURCh anD MiSSion leaDeRS, 
eDUCatoRS, theologianS, laWYeRS anD 
ReSeaRCheRS. the CollaBoRation PRoCeSS 
inClUDeD 60 PaPeRS, 25 CaSeS StUDieS, 
SeVeRal national anD Regional BUSineSS 
aS MiSSion ConSUltationS anD eMail-
BaSeD DiSCUSSionS, CUlMinating in a WeeK 
oF FaCe to FaCe DialogUe anD WoRK. 
theSe aRe SoMe oF oUR oBSeRVationS.

Affirmations

We believe that God has created all men 
& women in His image with the ability to be 
creative, creating good things for themselves 
and for others - this includes business. 

We believe in following in the footsteps 
of Jesus, who constantly and consistently met 
the needs of the people he encountered, thus 
demonstrating the love of God and the rule of 
His kingdom. 

We believe that the Holy Spirit empowers 
all members of the Body of Christ to serve, to 
meet the real spiritual and physical needs of 
others, demonstrating the kingdom of God.

We believe that God has called and 
equipped business people to make a Kingdom 
difference in and through their businesses.

We believe that the Gospel has the power 
to transform individuals, communities and 
societies. Christians in business should there-
fore be a part of this holistic transformation 
through business. 

We recognise the fact that poverty and 
unemployment are often rampant in areas 
where the name of Jesus is rarely heard and 
understood. 

We recognise both the dire need for and 
the importance of business development. 
However it is more than just business per se. 
Business as Mission is about business with 
a Kingdom of God perspective, purpose and 
impact. 

We recognise that there is a need for job 
creation and for multiplication of businesses 
all over the world, aiming at the quadruple 

bottom line: spiritual, economical, social and 
environmental transformation.

We recognise the fact that the church has 
a huge and largely untapped resource in the 
Christian business community to meet needs 
of the world – in and through business - and 
bring glory to God in the market place and 
beyond.

Recommendation

We call upon the Church world wide to 
identify, affirm, pray for, commission and 
release business people and entrepreneurs 
to exercise their gifts and calling as business 
people in the world – among all peoples and 
to the ends of the earth. 

We call upon business people globally to 
receive this affirmation and to consider how 
their gifts and experience might be used to 
help meet the world’s most pressing spir-
itual and physical needs through Business as 
Mission.

Conclusion
The real bottom line of Business as 

Mission is AMDG - ad maiorem Dei gloriam – 
for the greater glory of God 

Business as Mission Issue Group
October 2004

Convening Team: 
Mats Tunehag
Wayne McGee
Josie Plummer

www.businessasmission.com  ‹‹
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Introduction

Business as Mission (BAM) is a relatively 
new phrase, but it is based on concepts 
as old as the Bible. Business is about 

creating products and services in the physical 
arena—also described as value added 
processes. God is the original entrepreneur 
who created good things in the physical 
arena. He told Adam and Eve to be involved 
in business through tilling the garden—giving 
them work which added value to what had 
been created.

Everyone on this planet relates in some 
way to business and is dependent upon busi-
ness activities and profit. Business also has 
very strong transformational powers and the 
capacity to meet diverse needs. Thus, we need 
to ask what the mission of business is, or in 
other words: what is business as mission? I 
will suggest another term, CSR+, and explain 
it later.

What water?

Do fish know that they are swimming in 
water? Probably not. The water is a given, a 
framework within which they operate—their 
paradigm as it were. The non-profit paradigm 
is the water in which the church swims. We 
are not even aware of it.  Our usual response 
to meeting needs is through a non-profit 
system, through an NGO of some sort. We 
collect money here and give away a service or 
product over there. 

BAM is not an added activity or program 
within that framework. It is a different par-
adigm. BAM also responds to spiritual, social 
and economical needs, but through busi-
ness. The purpose of church, missions and 
business is the same—to demonstrate the 
Kingdom of God. But churches and Christian 

NGOs are non-profit entities, whereas busi-
nesses need a profit. There are commonalities 
and differences between the two structures:

1. Churches / NGOs  
* Glorify God 
* Serve people
* Meet various needs
* Not for profit

2. Business
* Glorify God
* Serve people
* Meet various needs
* For profit, but not exclusively

 

Tear down that pyramid!

The dichotomy (divide) between sacred 
and secular, between the spiritual and physi-
cal realms, is not biblical, but stems from 

Greek Gnostic philosophy. This philosophy 
has been deemed heresy by the Church; nev-
ertheless, it still permeates our thinking, our 
theology and our mission strategy.

Greek Gnostic Dichotomy

* Good * Bad
* Spiritual * Physical 
* Sacred * Secular 
* Clergy * Laity  

The dichotomy has also resulted in a 
flawed view of the church and its members 
instead of the biblical concept of the Body of 
Christ. This non-biblical view is very common 
and influences most churches on all conti-

9

Mats Tunehag

the MiSSion oF BUSineSS: 
CSR+
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nents. Greek Gnostic influence applies value 
to people with “spiritual vocations” and looks 
down upon people in business. To be a pas-
tor is thus seen as a higher calling, a spiritual 
ministry; we even use the term “full time 
ministry.” If one really wants to serve God, 
one should aim at climbing the pyramid, 
towards the “higher callings.” By implication, 
business people are often viewed as not serv-
ing God but rather as dealing with Mammon, 
not even making it onto the pyramid. We 
have substituted the “Pyramid of Christ” for 
the Body of Christ. (see picture on page 9)

A biblical role model: a businesswoman

Business people are not second class citi-
zens in God’s Kingdom. The Bible even por-
trays a businesswoman as a godly example of 
how to serve others and meet various needs. 
Let’s briefly look at Proverbs chapter 31:

16 She considers a field and buys it; 
She does a market assessment and invests
Out of her earnings she plants a vineyard. 

She makes a profit and reinvests
18 She sees that her trading is profitable, 

She keeps books and manages cash flow
24 She makes linen garments and sells them,

She is involved in manufacturing and 
retail

and supplies the merchants with sashes.
She has set up a supply chain 

20 She opens her arms to the poor and extends 
her hands to the needy. 

She uses part of profit for charitable work
15 she provides food for her family

She is a breadwinner in the family 
and portions for her servant girls.
And provides employment

31 Give her the reward she has earned, and let 
her works bring her praise at the city gate. 

Her work in business should be recog-
nized and is certainly commendable

Aid vs. Trade
In these days of global economic crisis, 

it may be good to remind ourselves about 
some good news. The percentage of the world 
population living in extreme poverty has 
decreased significantly from 42% in 1990 to 

25% in 2005. Where there has been more 
trade and less aid, more people have been lift-
ed out of poverty. China is one prime case in 
point: in 1990 about 60% of the population 
lived in extreme poverty; in 2005 this per-
centage moved to approximately 16%. India: 
51% in 1990 changed to 42 % in 2005.

Does aid help long-term? In the past fifty 
years, more than $1 trillion in development-
related aid has been transferred from rich 
countries to Africa. Has this improved the 
lives of Africans? No! Many would in fact say 
that the recipients of this aid are not better 
off as a result of it, but worse—much worse. 
Aid tends to:

 undermine the integrity and dignity of the 
people 

 create dependence, fuel corruption, under-
mine democracy and stifle development 

 create governments accountable to Western 
donors 

 damage entrepreneurship, and decrease 
innovation 

Yet church and mission agencies are still 
very much a part of this industry, steeped in 
the non-profit paradigm. Even major interna-
tional Christian conferences (Lausanne, WEA, 
Call2All) still swim in the same water with 
little reflection on the assumed paradigm and 
its long-term effectiveness. 

Freezers to Eskimos and heaters to the 
Sahara?

Is the church a group of people who 
have all the answers to questions nobody is 
asking? Is Christian-sponsored aid addressing 
symptoms instead of root causes, providing 
services which are neither reproducible nor 
sustainable? I hope not, but fear it often does. 
This is in part because of the non-profit para-
digm.

A market analysis of the world to which 
Christ sends us leads to the observation that 
the non-profit response to various needs is 
insufficient. Where you find poverty stricken 
people, you frequently see unemployment 
ranging from 30 to 80 percent.  In the same 
areas, hundreds of millions of young people 
will be coming into the marketplace looking 
for jobs. The name of Jesus is rarely heard in 
these regions. Rampant unemployment and 

low prospects for decent jobs makes people 
vulnerable to human trafficking and prostitu-
tion. These evils and dire needs correlate. 

We can never have long-term, sustain-
able and relevant solutions unless we address 
economic issues and business development. 
BAM gives an extraordinary opportunity 
to demonstrate the love of God among the 
least, the lost and the lowliest.

BAM = CSR+
The only global, extensive and fairly com-

prehensive assessment that has been done 
in the global BAM movement was the global 
BAM think tank which functioned during 
2003 – 2004 under the Lausanne auspices. 
Its report provides an important framework 
for those involved with Business as Mission 
around the world. Most would understand 
BAM to be about real, viable, sustainable 
and profitable businesses; with a Kingdom 
of God purpose, perspective and impact; 
leading to transformation of people and 
societies spiritually, economically, socially 
and environmentally—to the greater glory 
of God. To that should be added a major 
focus on people and areas with significant 
spiritual, social and economical poverty.

Tunehag is 
a Swedish 
writer, 
consultant 
and lecturer. 
He has 
worked in 

about half the countries of the world, 
developing global strategic alliances.
He is Senior Associate on Business 
as Mission (BAM) for the Lausanne 
Movement and World Evangelical 
Alliance, WEA. He initiated and led the 
Lausanne global think tank on BAM. 
Tunehag also works with a global BAM 
Investment Fund.

He writes editorials on international 
affairs for a national newspaper in 
Sweden. Tunehag is the President of 
the Swedish Evangelical Alliance and 
a global spokesperson on Religious 
Liberty for WEA. He serves on the Global 
Council of Advocates International.

FeatURe aRtiCle ConneCtionS
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In a limited business paradigm, the primary or sole focus is on maximizing profit 
for the owners. The growing corporate social responsibility (CSR) movement 
emphasizes accountability to society as a whole for the “triple bottom-line” 
impact of social and environmental outcomes as well as financial results. BAM 
affirms all of these but also includes a 4th bottom-line, intentionally revealing 
and honoring Christ and seeing Him transform lives through business. BAM is 
CSR+, as it were. The + can also be seen as a cross – putting everything under 
the Lordship of Christ.

1. Why not micro finance?
Short–term, one may see successes for 

individuals and families through micro busi-
nesses, but long-term it risks keeping socie-
ties in poverty. Microfinance accelerates the 
proliferation of the informal sector like trad-
ers, kiosks and subsistence farms. We also 
know that SMEs (Small and Medium-sized 
Enterprises) are a key to the development of 
economies. This sector is largely vacant in 
poorer countries and areas. (See diagram)

2. BAM is not Business for Mission 
BAM is not a fundraising strategy. It is 

not an alternative and new way to financially 
support traditional Christian ministries. 

3. BAM is not fake business 
BAM is real business, not Christian char-

ity in a business disguise. BAM is not fake 
businesses existing solely to provide visas 
for missionaries to enter countries otherwise 
closed to them. 

4. BAM is different from but related to tentmak-
ing

The term tentmaking is linked to the 
apostle Paul who made tents.  He had a 
“secular” job and thus supported himself 
while working in “the ministry.” (The terms, 
their use and implications, often reinforce the 
sacred/secular divide, which is contrary to 
the biblical holistic concept.) In mission cir-
cles, tentmaking often means someone taking 
up a job with a company in a foreign country, 
providing opportunities to share Christ with 
colleagues and others. Tentmaking is a good 
and valid concept, but is not to be confused 
with BAM, although some overlap exists and 
they have complementary emphases.
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3. Education and training
The gap is significant: there is a definite 

need for BAM to be taught in Bible colleges, 
mission courses, theological seminaries, liber-
al arts colleges, etc… BAM needs to be taught 
and researched as it relates to economics, 
business, theology, and missiology. 

4. Capital
One of the biggest hurdles for BAM busi-

nesses around the world, especially in and 
around the so-called “10/40 Window,” is 
securing investment capital. BAM is not built 
on traditional models of charitable fundrais-
ing and donations, but on a foundation of the 
disciplined allocation and return of capital. 
One of the biggest challenges for the global 
BAM movement is the lack of BAM invest-
ment funds—capital managed with vision, 
professionalism, excellence and integrity.
5. Mentors

Many BAM practitioners (BAMers) want 
and appreciate mentors, people with business 
experience and knowledge, who share the 
passion for the least, the lost and the lowli-
est, and who are willing and able to serve and 
come alongside. Because BAM companies 
strive for a holistic impact, the movement 
needs mentors with expertise and skills 
regarding all four BAM bottom lines. 

6. Prayer
We mustn’t underestimate the power of 

and the need for prayer, which is even more 
critical as we enter into the market place with 
a Kingdom of God invasion strategy. BAMers 
must have prayer partners who intercede for 
them, their businesses, their employees, their 
many relationships, and their impact on peo-
ple and communities. Furthermore, pastors 
should be encouraged to ask business people, 
“How can we pray for you and your business 
this week?” 

7. BAM and human trafficking
Report after report from the UN, the US 

State department, the OSCE and others show 
that unemployment makes people vulnerable 
and creates high risk areas for trafficking. 
Adequate prevention must include job crea-
tion through wholesome, intentional business 
development focused on these people and 
areas. We also face the question, “Out of traf-
ficking (most often for the sex industry)…
into what?” Without jobs in healthy environ-
ments there can be no restoration and holistic 
transformation of individuals. 

8. Case studies
God’s people have been involved in 

business throughout history and all over the 
world. But there are many untold stories, 
even in the history of the church and the 
history of missions. We also need to docu-
ment contemporary BAM initiatives. We owe 
that to ourselves and posterity, for qualitative 
development of BAM, as a basis for prayer, for 
vision impartation and for training. Historical 
and contemporary case studies are part of 
a review process, which will help the global 
BAM movement to learn, revise, regroup and 
sharpen praxis. Please note that a large part 
of BAM initiatives are in Asia and their stories 
may be told in Korean or Bahasa. We mustn’t 
be fooled and believe that the Internet, books 
and conferences in English fairly reflect what 
is going on.

9. Evaluative tools
There is a need to develop instruments 

using agreed key indicators of personal and 
societal transformation which will help meas-
ure this quadruple bottom-line impact. BAM 
requires more than Christians in business 
alone; among others, we need academia to 
assist and be an integral part of the BAM 
movement as it wrestles with a wide range of 
issues.  ‹‹

Looking ahead: needs, gaps and 
challenges

In the last fifteen years, the BAM concept 
has spread across the world and the number 
of BAM initiatives has grown dramatically. 
However, there are still major needs and gaps 
in the global BAM movement. Below, I will 
attempt to identify and briefly elaborate on a 
few of them. The following points can be used 
for prayer, discussion, planning and action:

1. Vision impartation
We have many reasons to rejoice and 

praise God for the growth of the global BAM 
movement. But there is still a major need for 
further and wider vision casting. Since BAM 
is a triangular drama which involves church, 
business and missions, the BAM vision needs 
to be imparted among these three constituen-
cies, especially targeting church and mission 
leaders and Christians in the market place.

2. Concept clarification
Unfortunately, there is sometimes a con-

fusing misuse of the term BAM. Let’s be clear: 
BAM is not  “Business for Mission,” a fund-
raising activity facilitated by the profits gener-
ated by business. Neither is BAM “Business 
as Platform” i.e., an attempt to obtain visas 
to do “real ministry.” Rather, genuine BAM is 
the practice of business as a calling and min-
istry in its own right, a manifestation of the 
Kingdom of God.
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ork is an intrinsically theological issue. 
In his essay, On Human Dignity, Jurgen 
Moltmann writes, “A person’s conception of 
work always stands in close relationship to 
his or her understanding of the gods, or of 
the meaning of his or her life.”  Think of the 
Ancient Greeks; for them, the heaven of the 
gods was a work-free zone and they consid-
ered work to be only suitable for slaves, not 
for self-respecting free men aspiring to be god-
like.  The Bible paints another picture, which 
has shaped first Jewish and then Christian 
thinking differently.  

We only get five words into Genesis 
before we first encounter work; in the begin-
ning, God created.  We believe in a creator 
God, that is, in a God who works.  The 
psalmist writes, “The heavens declare the glory 
of God; the skies proclaim the work of his 
hands” (Ps 19:1).  And when God created, he 
saw that what he had made was good; he had 
job satisfaction.  That has implications for 
us as people made in the image of a creator 
God.  We are creative by nature; we too can 
look with satisfaction at what we have made 
or done and declare it good.  Work is not just 
instrumental, providing food and shelter for 
us and our families, or even for providing dis-
cipline in which we can grow spiritually; work 
is a fundamental aspect of us.

Furthermore, the second creation account 
recorded in Genesis 2 makes even more 

of human work.  In verse 5 we read, “No 

shrub of the field had yet appeared on the 
earth and no plant of the field had yet sprung 
up, for… there was no man to work the 
ground.”  We seem to be a necessary part of 
the creation, a created partner for God in his 
work. The second century Rabbi Akiva taught 
that God deliberately left the world unfin-
ished so that it could be completed by the 
work of mankind.  The Old Testament also 
gives a natural rhythm to work by punctuat-
ing it with Sabbath.  The command, “Six days 
you shall labour and do all your work,” con-
tinues with, “but the seventh day is a Sabbath 
to the Lord your God. On it you shall not do 
any work.” Even God rested after his labours!

So far so good.  But for most of us, work 
is not always completely enjoyable.  We feel 
a real tension; it can be good and satisfying, 
but it can also be hard, boring and unfulfill-
ing.  Even the words we use reflect this ten-
sion; labour, drudgery and toil sound nega-
tive, while work, employment and occupation 
sound creative and positive.  There is a theo-
logical reason for this tension, and it comes 
in Genesis 3: the Fall!  God tells Adam, 
“Cursed is the ground because of you; through 
painful toil you will eat of it all the days of 
your life.”  Work will no longer be enjoyable.  

Karl Marx had a word for it; alienation.  
But theologically, we can see that the primary 
alienation is from God.  Our rebellious spirits 
have separated us from him, and because 
we are separated from God we end up being 
alienated from other things.  Through the 
early chapters of Genesis we read about suc-
cessive cuttings off, about different alienations 
resulting from the one key alienation.  We 
are alienated from our true potential, from 
our work, from creation and we are alienated 
from each other. All these affect our experi-
ence of work.  The tension we feel about 

work is the tension between being made in 
the image of God and yet being separated 
from him.  What was meant to be a blessing 
can become a curse.  

But all is not lost!  As Christians, we 
know that there is a way back to God, a way 
we can overcome the primary alienation: 
Jesus. And overcoming the primary alienation 
starts reversing all the consequent alienations.  
If we can be redeemed then so can our work.  
The Old Testament prophets looked forward 
to the day when work would be redeemed 
from its curse and relieved of its ambiguities, 
and where fallen, exploitative systems will be 
replaced by God’s just reign.  Isaiah writes 
of the creation of a new heaven and a new 
earth, a New Jerusalem where God’s people 
“will build houses and dwell in them; they will 
plant vineyards and eat their fruit.... They will 
not toil in vain” (Isa. 65: 21-23).  With the 
resurrection, that new creation has started.  
We live in the now and not yet of inaugurated 
eschatology.  We see signs of the Kingdom; in 
Christ we are citizens of the Kingdom but we 
still wait for the Kingdom to be all in all when 
Jesus returns.  Some of the tensions around 
work remain, but we work alongside Jesus, 
connected to him through the indwelling 
Holy Spirit.  And through the Spirit we start 
to understand his Kingdom purposes and see 
new meaning and value in our work.  We are 
transformed by the Spirit, and can start to 
transform the world around us.

Genesis 1:28 is sometimes referred to 
as the creation mandate; ruling, subduing, 
reigning, having dominion over the earth.  Is 
there a “new creation” mandate?  Is our work 
only of any use in maintaining the old order, 
or can we work with Jesus in bringing in the 
new order?  

Originally from the high 
tech business sector, Rev.
Dr. Bridget Adams has been 
a consultant for the past 15 
years, and as part of that 
work holds non excutive 
directorships. She also 
developed roles in spiritual 
leadership in business.
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If when Jesus returns and the Kingdom 
comes in its fullness everything that is already 
here is destroyed, then there is little hope for 
any of our work.  But Paul writes about not 
just destruction but also revelation, through 
the test of fire; “his work … will be revealed with 
fire, and the fire will test the quality of each man’s 
work” (1 Cor. 3:13).  In fact, the whole passage 
in 1 Corinthians talks about both destruction 
and revelation.  What is not of God will be 
destroyed, but what is of God will be revealed.   
I find it interesting that the great story of the 
Bible starts in a garden, but ends in a city.  
This is a city “whose architect and builder is 
God” (Hebrews 11:10), but nonetheless, the 
idea of a built city rather than a created garden 
gives me hope that our work can be used in 
the new creation.

It is not that we can bring in the new crea-
tion; in the end that will be a gift from God.  
But the New Testament encourages us to work 
for the Kingdom as well as wait in expecta-
tion for it.  Paul exhorts the Corinthians to, 
“Always give yourselves fully to the work of the 
Lord, because you know that your labour in the 
Lord is not in vain” (1 Cor. 15:58).  For me, 
Jesus’ parable of the talents (Matt. 25:14-28) is 
as close as we come to a “new creation” man-
date.  Jesus talks in the context of his return, 
and what we are to do with what he has given 
us so that we will be ready for it.   The story 
is about using the Lord’s possessions to work 
with and gain more, and for us that means 
fearlessly using our money and our gifts to 
build the Kingdom for when he comes back.

Everything that we’ve outlined above leads 
us to believe that all our work has a mission 
possibility.  Jesus tells his followers, “As the 
Father has sent me, I am sending you” (John 
20:21).  We are sent out to do his work, help-
ing to implement his great Kingdom plan “to 
bring all things in heaven and on earth together 
under one head, even Christ” (Eph 1:10). 
Business people have always been involved in 
God’s mission; in the New Testament we are 
introduced to Paul, Lydia, Dorcas, Priscilla 
and Aquilla amongst many others.  Business 
as Mission (BAM) provides a key route for the 
transformation that we are called to bring in 
the world around us, building the Kingdom.  
That is especially true today.  Let me explain 
why.

Broadly, and perhaps crudely, speaking, 

in the pre-modern period the church shaped 
society; in the modern period, the nation 
state shaped it; and in the contemporary, 
or post-modern, world, society is shaped 
by businesses.  And they shape it across 
the whole world, operating across national 
borders in globalized markets.  By the end 
of the last century, neo-liberalism, where 
market forces are given precedence over all 
other considerations, had created a society 
where economics had replaced science—
which the century before had used to replace 
theology—as the main way in which society 
attempts to explain the world.  From church 
to nation to business; from theology to sci-
ence to economics.  Our world has changed 
and the church can no longer shape the 
world around it directly.  But people haven’t 
changed, their need for God hasn’t changed 
and God’s plan hasn’t changed.  If it is busi-
ness that shapes the world, then why can’t 
the church work in and through business to 
shape it for good and for God?   Shaping it 
for good brings greater justice and relief from 
poverty for the world’s poor.  That’s being 
good news.  Shaping it for God brings an end 
to the alienation from the one true source 
of “life in its fullness” for all people. That 
involves telling good news. Both are needed 
for the Kingdom to come.

Many years ago, in his seminal book, 
Christ and Culture, Richard Niebuhr looked 
at Christian responses to the surrounding 
culture.  His analysis remains pertinent today, 
and his examples reassure us that the choices 
that we have now are not new ones.  Do we 
go with the flow and make the most of it?  Or 
do we stand on our convictions in opposition 
to the surrounding culture?  Or, perhaps most 
challenging of all, do we stand with Christ in 
an attempt to transform the culture around 
us?  In our current situation, the church has, 
either intentionally or unintentionally, tried 
“Christ against business.”  A more fruitful 
approach, which fits with our theology of 
work, could be “Christ transforming busi-
ness.”   Transformed business can transform 
the world.  

So this is a biblical theology of work and 
business.  But I am also charged with shar-
ing a practical theology.  Thank God he is 
always practical!  That the biblical principals 
outlined above work in practice has been 
demonstrated by many BAM projects, some 

of which are reported in this issue.  I want 
to share with you some of our experience in 
Watford, UK.  

Under the umbrella of WorkPlace 
Inspired, a group supporting Christians in 
the workplace, we have for some years run 
a group called Entrepreneurs Inspired.  We 
have also set up an office complex, The Hub, 
for Kingdom businesses.  More recently, we 
have founded the Kingdom Business School 
(KBS), aimed specifically at equipping and 
releasing new BAM companies in our area.  
As well as teaching, we incubate new busi-
nesses and support and refresh existing ones.  

Everything we do is founded in 
prayer and worship; that is our purpose as 
Christians, but also if our businesses belong 
to God then he is the CEO and we must 
always listen for his voice and direction.  
Likewise, if God is the CEO then all the busi-
nesses must display his excellence in which-
ever sector they are working. The KBS has 
links with Warwick Business School, and has 
a world class faculty of successful business 
people so that we can teach excellence. 

The biggest and most successful of the 
Watford BAM companies to date is Presence; 
Presence Retail operates two gift shops, a cof-
fee house and a spa, as well as an online busi-
ness.  It currently employs around seventy 
people.  Other companies include building 
companies, a recruitment company, a dance 
school, coaching and training companies and 
a company that manufactures specialist parts 
for wheelchairs.  There are other exciting new 
businesses on the horizon. 

The joy of being a BAM community is 
that as well as supporting each other, new 
visions are released daily, along with the peo-
ple to implement them.  “So in Christ we who 
are many form one body, and each member 
belongs to all the others.” (Rom 12:5)  

Theologically and practically, work with 
God is Kingdom building work. ‹‹  

Links;
www.workplaceinspired.com 
www.kingdombusinessschool.org 
www.thehubwatford.com 
www.ilovegifts.co.uk 
www.thespa-at-presence.co.uk 
www.watfordinternship.co.uk
www.wsol.org.uk 
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This common cause—namely, a commit-
ment to extend, in both depth and reach, the 
kingdom of God, with the Triune 
God, Father, Son and Holy Spirit, 
at its center. For the purposes of 
this brief article, and at the great 
risk of oversimplification, this common cause 
and the tasks associated with its execution 
will be taken as a working definition of “mis-
sions.” Similarly, “church” will be taken to 
mean the most comprehensive gathering of 
the people of God, walking by the rule of 
Christ, wherever they might be found. And 
finally, “business” will refer to that vast and 
diverse array of human activity which has 
economic trading in goods and services, 
employment creation, and monetary profit-
making, or its equivalent, as key features. 

The fact is, of course, that in common 
usage the terms “church,” “missions” and 
“business” also have specific, visible, organi-
zational implications, so that by “church” is 
often meant the local congregation, whereas 
“missions” refers to a variety of agencies 
oriented towards specific ministries and geog-
raphies, and “business” is used to identify 
a particular commercial enterprise. With 
both these working definitions and tangible 
manifestations kept in view, the roles and 
responsibilities of each, and the tensions yet 
promising synergies between them, will be 
briefly explored. 

The church has often been suspicious 
of profit-making business. For example, from 
a geo-political perspective, it is common for 
Christians to react against the colonialism of 
the past, which often was combined in an 
unholy alliance with mission activity assisted 
by commerce. More recently, Christians have 
watched in dismay at the exploitation of the 

poor by unethical multinational corporations, 
concerned at the apparent failure of globali-

zation to equitably deliver on its 
promises. Still more immediately, 
as in the current period of global 

economic crisis, business is seen 
as inherently flawed, untrustworthy, abusive, 
and the cause of all that has gone wrong. 

Unfortunately, this negative attitude, 
while to some extent justifiable, is often naïve 
and even hypocritical, and more importantly 
overlooks the fact that there are literally thou-
sands of excellent, ethically-run businesses 
led by serious, trustworthy and competent 
women and men, to the great benefit of mil-
lions of people. Business can and should be 
ethical, and, indeed demonstrate the truth 
of Christianity in genuine love of God and 
neighbor.

And if the church has often struggled 
with its attitude toward business, what 
of its attitude towards those, particularly 
Christians, who are called into business? 
It is not at all unusual, in every country of 
the world, to see business men and women 
viewed with misunderstanding, jealousy, 
ambivalence, utilitarian pragmatism, and 
even outright hostility—by their brothers 
and sisters in Christ! They may be valued 
for the money they bring into the coffers of 
the church and mission agencies, yet remain 
largely unappreciated and without affirmation 
for the work they do.

To be fair, Christians involved in business 
have often been central to the very problem 
they lament, and must share the blame for 
their contribution to the problem. Willing 
disengagement, lack of accountability, intimi-
dated complicity in unethical practices, and 

a host of other temptations or failings have 
widened the gap and heightened the tensions.

Business is an essential and indispen-
sable part of society. It will be, whether 
Christians participate in it or not. Why 
shouldn’t they be part of Christian missional 
activity? The redemptive power of the gospel, 
influencing every part of society, including 
the business environment, like salt and light, 
is intrinsic to the very nature of our ministry 
as Christians. Business does not only serve 
the goals of mission—it is mission!

Given this widespread and pervasive 
tension, yet filled with hope in seeing what 
God is doing around the world, what roles 
and responsibilities are we all called to exer-
cise for the sake of the Kingdom? First and 
foremost, worship. Worship is central. While 
its form, expression, and content may vary 
in each context, worship is as much a part 
of the life of the local congregation as it is of 
the mission agency as it is of the intentionally 
God-honoring business. All we do, wherever 
we are, should be seen as an act of presenting 
ourselves, as a reasonable service, in response 
to the worthiness of the Living God and in 
pursuit of His likeness. Conversely, any con-
duct unbecoming the excellence of the Holy 
One should be challenged by the church as 
detrimental to His mission in His world. 

Linked with the primacy of worship is 
the responsibility to discover, develop, teach, 
and mentor one another into a robust theol-
ogy of work and ministry. The intellectual, 
emotional and practical division of life into 
sacred and secular activities, with its implicit 
or explicit assigning of relative worth, sig-
nificance and spirituality, must be vigorously 
attacked and dismantled. In its place, an inte-

Peter Shaukat
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grated view of Christian apprenticeship, service 
and ministry must be deliberately constructed 
and promoted. 

Following hard on the heels of this will 
flow new prayerfulness, prophetic encourage-
ment and admonition, and widespread demon-
stration and proclamation of the whole gospel 
by the whole church in the whole world to the 
whole world. 

With scripturally based, spiritually alive 
discipleship issuing into a passion for global 
mission as the foundation, the second critical 
set of roles and responsibilities has to do with 
providing resources for the task. It is here too, 
that tensions arise; yet nowhere else is there 
more fruitful ground for synergy. 

While we are witnessing in our day excit-
ing, perplexing, appropriate, old and new 
expressions of “church,” the end result is the 
same: it is the people of God, congregated 
in any number of ways that represent the 
key resource in the hands of God to accom-
plish the mission of God. It is a healthy 
development that, for increasing numbers of 
Christians, “church” no longer only means 
the group that meets for an hour or two a 
week in a recognizable building by that name 
at the corner of streets X and Y in city Z. It 
is an encouraging sign that “church” and 
“para-church” language no longer categorizes 
the way we see local congregation and mis-
sion agency, for we are all part of the church, 
and all have something critical to contribute 
to completing the task. Whether in the pew 
or on the factory floor, the people of God are 
found everywhere, must be mobilized from 
everywhere, and sent everywhere. This is the 
ultimate synergy.

In practical terms, it is unlikely that local 
congregations, on their own, will have the 
capacity, competency, or consistency to see 
some of the greatest missiological challenges 
around the world through to completion, and 
this applies specifically as well to business-as 
mission initiatives. The notion that the church 
in this narrow, localized sense is God’s chosen 
(i.e., sufficient) instrument for the evangeliza-
tion of the world is unsupportable, theologi-
cally, historically, or practically. On the other 
hand, the notion that the local church in any 
place has no responsibility, role or resources to 
contribute to the task is equally flawed. From 

its founding at Pentecost, the church has, and 
will continue to send and support missioners 
for the sake of the Kingdom. 

This raises the question of the place of 
the mission agency. As it is with expressions 
of “church” so it is with “missions.” They 
too are undergoing profound, vitally neces-
sary changes, and are emerging in forms and 
in places that would have been unimagined 
even a few years ago, sometimes with poten-
tially fatal flaws, more often with phenomenal 
potency. Their contribution to the task remains 
critically important. In particular, many agen-
cies are wrestling with the issues of business, 
and “business-as-mission” in a sort of “should-
we-shouldn’t-we, can-we-can’t-we?” internal 
struggle. And when the answers to these strug-
gles are in the affirmative, it only then raises an 
abundance of questions having to do with the 
“how” and “what” their contribution should 
be. Mission agencies are a rich resource of 
expertise, experience and energy dedicated to 
the task, and will be left out of the mix only at 
the great expense of all.

Where then, is the place for business in 
general, and for a specific business in particu-
lar? It is sometimes thought that the “business-

as-mission” movement, as a discernible, fresh 
impulse of the Holy Spirit (although it is in 
fact more of a rediscovery for the church of 
an ancient heritage), is about the commercial 
enterprise. This is only partly true. It is becom-
ing more widely understood that business FOR 
mission is certainly a necessary and legitimate 
means of providing financial resources for mis-
sions in general, either by the use of business 
profits given directly by its owners into mission 
causes, or, much more extensively but less 
frequently recognized, by the sustainable jobs 
it provides for Christian individuals, who then 
give to the church and its mission tasks. More 
recently (say, in the last fifteen years or so), 
the understanding of business AS mission has 
begun to grip the church with fervent imagina-
tion.

Key features that the synergistic resource 
specific business initiatives can bring to the 
church in mission include the following:

 providing meaningful and sustainable 
employment opportunities is a demonstration 
of kindness, grounded in the just and

creative character of God;
 modeling successful business grounded

in God’s truth is a tangible witness to the 
transforming character of the gospel;

 increasingly, the “ecclesia,” 
the people of God, are to be 
found on the shop floor, in facto-
ries, and in other work settings, 
espe-cially in countries where 
suspicion and

hostility to the gospel is 
strong;

 the most natural and cred-
ible opportu-nities to evange-
lize—“gossip the gospel”—and to 
disciple men and women, are 

among employees, suppliers 
and customers of businesses led 
by committed Christians.

No discussion of synergy and 
how to resource the mission task 
can be complete without touching 
on the issue of finance.

 It is here that some of the 
most significant and difficult 
questions arise, particularly with 
regard to the respective roles of 
the local church, the mission 
agency, and the business 
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community. An indepth treatment of the sub-
ject is beyond the scope of this article, and in 
any case, many others are attempting to deal 
with it.

Nevertheless, some general observa-
tions can be offered here to help differentiate 
between the appropriate roles, responsibilities 
and risks for each party that might be contem-
plating a financial involvement in the task at 
hand. First, any adopted ap-proach needs to 
be contextualized for the legal and regulatory 
environment from andin which a specific busi-
ness initiative is being undertaken. There is a 
genuine risk of well-intentioned parties putting 
their particular entities at risk by failing to 
understand and follow the rules. Second, it 
should be realistic under the economic and 
personal circumstances of the participants 
in each situation. In general, in many (if not 
most,at the present time) of the situations 
where missional effort is most needed, it is 
unlikely that additional financial resources 
allocated to the people involved in business-as-
mission initiatives will not be needed. Third, 
it should aim to distinguish between aid and 
charity on one hand, and broadly accepted 
business criteria of investment, risk, responsi-
bility and reward on the other, and move along 
an intentional trajectory towards accepted 
norms for genuine, sustainable commerce.

Facilitating Christians in business to 
engage in business as a missional calling is 
therefore part of God’s plan for global mis-
sion today. It will require the engagement of 
the whole church—thought of in its broadest 
terms—to make it happen. The call to extend 
the kingdom of God—both in reach and 
depth—is incumbent upon us all and consti-
tutes our core identity. To the extent that the 
business world is a critical part of human soci-
ety, the local congre-gation, mission agency, 
and businesses need a strategy to engage; 
otherwise they may miss out on a huge part 
of what they are called to be. These strategies 
will be different because capacities and callings 
are different. Without a plan, gifted business 
people will be left sitting on the sidelines. On 
the other hand, we must avoid over-reach, 
expressed in statements such as: “Business-as-
mission is the strategy for the 21st century.” 
Business-as-mission is “a” strategy, indeed a 
key strategy, but it is only one of many. 

Business-as-mission is still relatively young 
as a discernible movement. It is fresh and gath-
ering a lot of momentum. There is going to 
be a lot of immaturity. Mistakes will be made. 
Given the nature of how God works, there is 
undoubtedly substantial 

work being done that no one knows 
about. The movement is still hampered by a 
significant amount of confusion around what 
its goals are, what it is about, and how to 
measure impact, etc. As it ages, we must work 

and hope to see greater clarity and stabiliz-
ing; may God keep us from paralysis!

In closing, it is worth noting that ten-
sion is unlikely to ever disappear entirely as 
Christians continue to grapple with these 
issues. Nor should tension be feared. 

Indeed, without tension, many beautiful 
and functional outcomes in our world would 
not be possible. In biochemistry and human 
physiology, delicately balanced tensions at the 
molecular level contribute to maintaining a 
healthy organism. In engineering, astonishing 
structures, held in place against powerful natu-
ral forces by carefully balanced tensions, bridge 
distances and bring people, goods and services 
together. In the community of faith, tension 
and differing perspectives and disagreements 
will most certainly arise. 

What Christians do need to do is a much 
better job of speaking the truth in love, 

engaging in genuine listening, establishing 
appropriate expectations of one another, 

and finding ways to work together for the 
glory of God. ‹‹

Peter Shaukat was born and raised in Toronto, 
Canada. 

A graduate in Chemical Engineering, he also 
holds a diploma in Professional Studies in 
Education, and an MBA.

Peter has lived and worked in a cross-
cultural missional capacity throughout Asia, 
Europe, the Middle East, South and North 
America for over thirty years. He is the founder 
and CEO of a global investment fund with 
a portfolio of business-as-mission initiatives 
across the Arab world and Asia.

My first exposure to Business as 
Mission (BAM) was in the year 

2000, when a group of entrepreneurs gath-
ered near Machakos in Kenya to consider 
an alternative business model that could 
be a strategic vehicle for advancing God’s 
Kingdom. At that time, the global economy 
was continuing its meteoritic growth that 
seemed to have by-passed Africa. Eight 
years later, at the end of 2008, the global 
economic downturn became a reality as the 
world witnessed its worst recession since 
the 1930’s.  Once again, Africa seems not 
to have suffered as much, with a delayed 
impact now being registered months later. 
The wealthier African countries that have 
oil or minerals have felt the biggest blow as 
global markets shrink. Will the same market 
forces that denied Africa its prosperity also 
be at play delaying the impact of the market 
collapse, or can Africa provide a new plat-
form for economic opportunities?

Since that first BAM meeting, the 
global ecology has also continued to domi-
nate the news with record temperatures 
or rainfalls registered.  Africa, with its 
comparatively small population and vast 
expanses of untapped natural resources, 
can, if properly managed, become the buffer 
the world needs to mitigate the effects of 
climate change.  Africa’s wealth lies in her 
people. Despite the material lack, Africa 
has registered one of the fastest church 
growth in the last century. Africa is a land 
of paradox, a place of laughter, and a land 
of conflict. One common observation made 
by many Westerners when they first come 
to African villages is, “how can they look so 
happy yet they have nothing?”

 Can Africa be developed without 
destroying its social and environmental 
wealth? The exploitation of her natural 
resources by outsiders is often the cause 
of her internal conflict, so that instead of 
the minerals benefitting her citizens, they 
become the trigger for conflict. Greater 
material wealth does not equate to greater 
happiness. The fact that antidepressants are 
the greatest selling over-the-counter drug in 
the affluent USA has been well documented.  
Can the world learn from Africa or can 
Africa learn from the world? The Christian 
entrepreneur—the “Bussionary”—is a much 
needed asset for our times.

August 2009 Final.indd   17 9/9/09   9:55 AM



FeatURe aRtiCle ConneCtionS

18

The current global economic crisis 
provides a window for the church to con-
tribute to the debate of alternative 
economic systems. If we are to 
heed the Lausanne call to take 
the whole gospel to the whole world, 
there is need to acknowledge the work of 
the church as touching every sector and 
therefore a need for the church to be visible 
in all areas of life including the economy.  

To the attentive and concerned observer, it 
is clear that fifteen years after the demise 
of communism, the victory of capitalism 
has not brought the promised increase in 
freedom and prosperity for the citizens 
of the world. In fact, for most people in 
the global South life has got worse, not 
better. (The Oikos Journey: A Theological 
Reflection on the Economic Crisis in South 
Africa, The Diakonia Council of Churches, 
2006: 22)

One can name many African lead-
ers, both within the church and outside, who 
have written on the political challenges fac-
ing Africa, but African Christian writings on 
economic development are few. Christianity 
has been seen by the general populace as pre-
paring one for the hereafter, but silent on the 
here and now.  The Diakonia Council, in their 
Oikos Journey, uses the image of oikos to chal-
lenge the church to engage with the economy. 

Oikos means a home or household. From 
this we get two words, “economy” and 
“ecology.” A concern for economics—
oikos-nomos—has often been discon-
nected from a concern for ecology—oikos-
logo—or the environment.  But in fact the 
two are closely linked and both relate to 
the establishment and undergirding of a 
society reflecting God’s will.

Business as Mission (BAM) integrates 
these related factors into a business plan 

that seeks the quadruple bottom line (QBL): 
financial, spiritual, social, and environment 

returns on investment.
While the majority of society 
spends more than 50 % of any wak-

ing moment in economic activity, the 
pulpit—apart from seeking the tithe—has 
been silent, leaving economic language to 
“the development departments and NGO.” 
Mugambi, quoting J V Taylor, remarks:

The consequence of this missiological 
error has been a superficial acceptance 
of Christianity, which is displayed in for-
mal, ecclesial settings, and suspended in 
the normal, daily life of the majority of 
African Christianity.  J.V. Taylor used the 
phrase “classroom religion.” Reflecting on 
Christianity in Uganda in 1963…  (J.N.K. 
Mugambi, 343)

If African economies remain poor and her 
markets underdeveloped, does this constitute 
a threat or an opportunity for BAM in Africa?

Church Mission Society has recently 
spawned off an African-based Mission organi-
zation, CMS Africa. CMS Africa, in its desire 
to remain pioneering and relevant, is explor-
ing private equity rather than charity to grow 
its mission. Herbal Gardens Ltd. is a for-profit 
company that CMS Africa has helped to incu-
bate. Herbal Gardens Ltd. targets farmers in 
marginalized semi-arid communities by help-
ing them grow Aloe Vera and then purchasing 
this from them to process and sell. The expe-
rience of Herbal Garden Ltd. has reflected the 
typical challenges of doing business in Africa. 
The company is located in Nairobi, Kenya, 
thus impacted by Kenya’s macroeconomic 
environment. Set up as a BAM business, its 
share holders want to realize a return on their 
investment. They were encouraged to invest 
in the company because they saw its QBL 
impact—but as one share holder remarked—

“Do not play around with our money: we are 
not a charity.” 

The key principle in choosing this as 
a business was that it targets the poor and 
would mobilize local resources to produce 
goods for a local market first, thus minimiz-
ing foreign exchange exposure.

The challenges of BAM in Africa
Long incubation period: It takes a 

long time to secure premises and licenses. 
Establishing a successful business means that 
one needs huge amounts of capital and time 
spent on payroll before any productive activi-
ties. A commitment to integrity means that 
one can be shut out of a particular supermar-
ket chain for several months. Honest busi-
ness pays a high price in terms of time delays 
where others could accelerate the process 
through bribery.

The unstable political environment: 
The post election conflict in Kenya at the 
end of 2007 meant that the country lost five 
months of any kind of production.  Many 
African countries are politically unstable.  
How does this influence the kind of busi-
nesses that can be started? Social instability 
is possibly one of the biggest factors that will 
influence BAM in Africa. There is a correla-
tion between increasing democratic space 
such as in Ghana, Botswana and South 
Africa and economic stability. Zimbabwe and 
Kenya’s less than transparent elections have 
had a direct impact on the economy. The 
rule of law is rare in many African countries, 
increasing the risks of business. What will it 
take for BAM initiatives to serve as realistic 
vehicles for entry into the most vulnerable 
nations that are the neediest in terms of 
social and economic transformation?

Dennis Tongoi

The Challenges and Opportunities 
For Business As Mission:  

A Perspective From Africa
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Low public capital:  Businesses become 
more profitable as they minimize costs. The 
decaying or absent basic infrastructure in most 
African countries leads to high cost of inputs. 
Can business make a profit and compete 
where the cost of electricity is prohibitive and 
unreliable, for example?

Lack of markets: Lack of disposable 
income due to low wages and high taxation 
means that money does not circulate. In addi-
tion to this, Africa does very little trade within 
herself.  Each country or region is fragmented 
into small unviable economic units, cut off by 
colonial political and trade borders that limit 
growth and rob businesses the opportunities 
of the economies of scale.  A BAM network in 
Africa must seek to address this.

The opportunities for BAM in Africa
To develop and grow markets:  Lack 

of markets, on the other hand, provides a 
tremendous opportunity to grow and develop 
markets.  Several African countries rely on 
primary agricultural products or raw materi-
als. There is a great opportunity open for 
value addition. Africa’s opportunities for green 
technologies due to the availabilities of wind, 
solar and hydro have vast potential. One can 
observe the success of companies that have 
sought to empower local communities reap-
ing great rewards for themselves and their 
hosts. Being poor can sometimes mean that 
there are plenty of opportunities for growth. 
CK Prahalad  argues this case very well in his 
book, The Fortune at the Bottom of the Pyramid: 
Eradicating Poverty Through Profits (Upper Saddle 
River, NJ: Wharton School Publishing, 2004).

Influence public policy: The rules of 
engagement at the global level must be re- 
examined.  A leading Agricultural Consultant 
in Malawi observes that since the government 
begun subsidizing basic inputs such as fertiliz-
er—the country has managed to yield surplus 
maize. For many years it was considered OK to 
subsidize European, Asian and American farm-
ers but wrong to subsidize African Farmers.  
BAM must target policy reform to provide 
even playing fields.Ulrich Duchrow argues for 
an alternative economic model in his book 
Property for People, Not for Profit: Alternatives 
to the Global Tyranny of Capital (London: Zed 
Books, 2004).

Developing the human capital: Though 
an underdeveloped human resource can 

be a threat to business, this could itself be a 
business opportunity. Many African countries 
will welcome those who come to empower 
their youth through training in business skills, 
in-formation, communication, and technol-
ogy skills.  Developing job makers rather than 
job seekers can vastly change the landscape 
for the continent. There is need to transform 
the entitlement mentality, where governments 
are expected to provide everything which that 
keeps the people passive, to an empowerment 
mindset where people seek opportunities:  
Muhammad Yunus with his Gremlin Bank 
in India and Jamii Bora Trust  in Kenya have 
shown that the poor are bankable. 

The need for a global BAM coalition:  
The 10th characteristic of a BAM company as 
described by the Lausanne Working Group 
30 on Business as Mission indicators states: 

[The Company] seeks to harness the power 
of networking with like-minded organisations.  

As the proverb states: two are better than 
one and a three-strand cord is not easily 
broken (Ecclesiastes 4:12).  Companies 
that are networked can be a powerful force. 
Often multiple organisations (for-profit or 
non-profit) can accomplish more for the 
kingdom by working together than by work-
ing separately. Good kingdom businesses 
seek out those relationships and are open 
to serving other organisations that have 
similar goals.

Several National BAM networks are evol-
ving.  Two of them, Kenya and Uganda, have 
begun to collaborate. BAM in Africa will ben-
efit much from a Global BAM alliance, where 
not only secondary markets are explored but 
also where there can be an exchange of theo-
logical teaching, technology, skills and capital.   

Someone has remarked that many Eas-
tern cultures do business based on covenant 
relationships. The West has tended to work 
from contracts.  Kingdom companies have a 
higher reason and purpose to collaborate. An 
international BAM network can provide an 
opportunity for the Christian Business frater-
nity to express our covenant relationship real 
“ecumenism,” or in other words, a sharing of 
our resources in the field of business.  In the 
past centuries, no continent has developed 
economically without access to Africa’s wealth 
of natural (and human1) resources; we observe 
that China, the emerging economic giant, is 
more aggressively engaging with Africa. The 
development of a global BAM alliance could 
be a strategic opportunity to advance the  
Kingdom through related QBL models across 
all our regions, giving the Body of Christ not 
only an alternative economic model but also 
an economic voice. ‹‹

1 African slave labour was the engine that drove the 
global economies for centuries

Christianity has 
been seen by 

the general popul-
ace as preparing 
one for the hereaf-
ter, but silent on the 
here and now.  
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Paulo’s career at a world-renowned inter-
national business consultancy was taking off. 
Nonetheless, he felt a deep longing to make a 
greater difference for God than he thought he 
was making in business. He sought the advice 
of his pastor and others, all of whom sus-
pected that God was leading him and his wife 
Maria to become missionaries. Paulo couldn’t 
argue with them; he genuinely sensed God’s 
calling on their lives. His counselors further 
suggested that Paulo quit his job and go to 
the only place that could really prepare them 
to become missionaries, seminary, and then 
raise their support and be sent out by their 
church through a traditional mission agency. 
While he had a nagging feeling that perhaps 
this wasn’t the best option for them, there 
didn’t seem to be any other possibility, so he 
quit his job and they went to seminary. 

Seven years later, Paulo and Maria had 
four years of seminary and two years of cross-
cultural missions experience under their 
belts, but they were back in Brazil, frustrated 
and thinking they may never return to the 
mission field. Fortunately, a friend told them 
to contact a certain innovative mission agen-
cy. Paulo called and told their story to the 
head of the mission who listened carefully, 
then replied, “So you thought your seminary 
prepared you for missions, but in reality it 
was your business school, as much or more, 
that equipped you for missions, wasn’t it?” 
His words rang true in Paulo’s heart and he 
immediately knew that he would again be a 
missionary, but a different kind of missionary 
using a different kind of model!

Paulo’s story is not unique. Hundreds, 
if not thousands, of Brazilians have found 
themselves in Paulo’s shoes in recent years. 
They feel called to missions and the only 
response their church leaders know to give 

them is, “quit your profession, go to semi-
nary, get ordained, raise your support, and 
be sent as a traditional missionary.” This was 
often good advice in the past, but times have 
changed, and this “traditional missionary 
model” is often not the most appropriate one 
to employ, especially for people coming from 
countries like Brazil and going to contexts 
that are restricted. What they need is a model 
that will help them overcome the four major 
obstacles that they face, one that will help 
them “get out, get in, stay in and sink in.” 

Fortunately, this model exists! It is an 
innovative and powerful tool for taking the 
gospel to the ends of the earth in a natural, 
holistic, relevant and effective way. It was 
successfully employed by the apostle Paul, 
by many early-Church Christians, by the 
Nestorians, the Moravians, William Carey, 
and many others. And it is a model that is 
geared toward making the most of all that is 
distinctly or uniquely Brazilian. It has come 
to be known as “Business as Mission” (BAM).

As we look at the four obstacles, it will 
increasingly become apparent why “BAM” 
is such a relevant and effective way for 
Brazilians (and others!) to impact unreached 
peoples for the glory of our King.

Getting Out
Brazilians many times simply cannot get 

out of the starting blocks and to the field due 
to a lack of financial resources. “Difficult” is 
an understatement when it comes to raising 
and maintaining a donor base. According 
to Ted Limpic, “Brazilian [mission] agencies 
cite ‘lack of financial support’ as the greatest 
single cause of missionary attrition.”1 This 
is a heartbreaking, though understandable, 
1 In William D. Taylor, editor, Too Valuable to Lose 

(Pasadena, CA: William Carey Library, 1997), 149.

reality. The overall economic situation in our 
country until recently had been characterized 
by poverty, corruption and inflation. It can be 
argued that there is not much money avail-
able to give, or that the right people don’t 
have it, or don’t have the vision to give it. But 
should potential missionaries be disquali-
fied from serving the Lord cross-culturally 
simply because their churches don’t have 
the resources or vision to send them? The 
obvious answer is NO! The solution for the 
Brazilian church, then, is a model that can 
creatively access and utilize the numerous 
resources that CAN be found in Brazil (and 
not just money, but talent and people, espe-
cially the so-called and often undervalued 
“laypeople”), for God’s global glory. 

But the financial obstacle is only the 
first of four, and the traditional missionary 
model— even when the missionary manages 
to raise all of his or her support—does not 
usually provide the means to overcome the 
next three.

Getting In
I get fired up when I read stories about 

people like Brother Andrew and George 
Verwer and others who are willing to risk 
their lives in order to briefly infiltrate 
restricted contexts in order to share Christ 
or encourage believers. I thank God for 
them! I also thank Him for the thousands of 
Brazilians who, with the same sense of calling 
and conviction, seek to enter such contexts 
as tourists in order to advance God’s cause 
there. But while these are viable means to 
enter many countries, they do not provide 
credible long-term solutions. In many of 
these places, Brazilians who enter on tourist 
visas are restricted to months or even weeks 
at a time, and then they must leave the coun-
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try and re-enter with a new stamp in their 
passports. This constant coming and going is 
neither practical nor credible. On the other 
hand, nearly all countries are happy to grant 
longer-term business visas to those who are 
willing and able to do genuine business. And 
many Brazilians fit this bill. Having learned by 
experience to “dar um jeito” (“make a way,” 
in the sense of finding or inventing a solu-
tion), Brazilians are entrepreneurial by nature, 
so “BAM” just makes sense.

Staying In
If getting in is difficult, staying c an 

prove to be nearly impossible (especially on 
a tourist or student visa), and staying with 
credibility is more elusive still. However, the 
BAM model helps the missionary hurdle both 
obstacles. And if the missionary is Brazilian, 
he or she will have numerous business oppor-
tunities knocking at their doorstep, for Brazil 
has been blessed with a plethora of things 
that are distinctly or uniquely Brazilian, 
around which businesses can be built. Have 
you ever listened to bossa nova, whose charm 
and flair and “cool sensibility” captivates with 
every note and every beat? Or had your nos-
trils filled with the heavenly smells exuding 
from a churrascaria, a Brazilian steak house 
that is unlike any other in the world? And 
what about capoeira, a uniquely Brazilian 
blend of dancing and martial art? Did I men-
tion the “earth’s lung,” the Amazon rainfor-
est, most of which inhabits Brazilian territory? 
Or coffee? Or...well, you get my point. Oh, 
wait a minute. I should mention just one 
more item that is distinctly Brazilian. It’s a lit-
tle thing called football, the “beautiful game,” 
as Pele called it. One of the reasons it is so 
beautiful is that it opens doors for Brazilians 
time and time again, all over the world. 

When Brazilians unite their natural busi-
ness skills with those things that are distinctly 
or uniquely Brazilian, they overcome a key 
obstacle by creating opportunities to “stay” 
for the long run among the people they want 
to reach, in a way that is both viable and 
credible. This is crucial, since church planting 
movements don’t happen overnight. Neither 
are communities and societies and peoples 
and nations transformed in one generation, 
which brings us to our final challenge. 

Sinking In

Staying for decades among a people 
group does not guarantee that effective minis-
try will take place, that lives will be changed, 
that churches will be planted and that socie-
ties will be transformed. Cross-cultural work-
ers must find mechanisms by which they 
can penetrate social networks in order to 
proclaim the Gospel fully, in word and deed. 
They must penetrate to the worldview level 
of a culture, and the best way to do that is by 
rubbing shoulders with “real people” every-
day, empathizing with them as they struggle 
to make ends meet and deal with the existen-
tial issues of life. The traditional missionary 
model often neither encourages nor allows 
for this kind of “real life,” “in the trenches,” 
incarnational ministry to occur. The Word 
who became flesh and dwelt among us was 
not an aloof religious professional and nei-
ther should we be! He could empathize with 
people because He understood and practiced, 
in the truest sense, a “theology of pres-
ence.” The BAM model is a “no-brainer” for 
Brazilians because it allows them to strategi-
cally place themselves among “real people” 
and then put one of their strongest traits—
their relationality—to work for the glory of 
the King. You just haven’t met a “people per-
son” until you’ve met a Brazilian! And when 
that “people person” has a natural, viable and 
credible venue (a business!) to develop rela-
tionships, it is safe to assume that under the 
Holy Spirit’s guidance lives, families, commu-
nities and even societies will be transformed. 

Getting out, getting in, staying in, sink-
ing in. That is the challenge our missionaries 
face. I am convinced that the BAM model will 
serve us well in the 21st century, unleashing 
the church for effective, holistic, God-pleasing 
frontier ministry.  ‹‹

João Mordomo has 
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WhY iS 
BanglaDeSh 
PooR anD 

taiWan RiCh?
This admittedly provocative title is intended 

to help us drill down into important questions: 
how and where we might most effectively apply 
resources for the extension of the Kingdom of 
God through business? This brief article will 
attempt to show that there are good reasons to 
understand and unleash larger numbers of genu-
ine entrepreneurs, and create environments con-
ducive to the development of small and medium 
size companies, or “SME’s.”  The definition of 
SME varies, but most would accept that a busi-
ness of moderate capitalization requirements, 
employing perhaps 20 – 250 employees or so, 
would be a typically acceptable description; such 
is the case here.

It is a fact that SME’s are the backbone of 
economically healthy countries, be they so-called 
“developed” or “developing.”  Most certainly, 
none are perfect.  Agreed, there is no bind-
ing association between economic and moral 
development.  Yet it is beyond dispute, and true 
anywhere in the world, across a long historical 
timeline, that countries with vibrant and numer-
ous SME’s tend to experience a number of 
positive socio-economic changes. Apart from the 
relatively large number of jobs created, SME’s also 
help bring larger segments of the economy into 
the formal sector. This in turn contributes to the 
creation and growth of an essential tax base from 
which other socially desirable outcomes can be 
supported, such as hospitals, schools, roads and 
other infrastructure.  

Furthermore, while the authors are not 
uncritically espousing any particular political 
system as “the way,” there is generally a desirable 
association between a robust taxpayer base and 
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the development of participatory (“democratic”) institutions associated 
with justice and good government. Conversely, any failed or failing state 
(economically, socially, politically) will show unmistakable signs of the 
SME sector being under attack or largely absent, as at least one major 
contributing factor to the decline.  

SME’s also seem to fare better even in times of economic crisis, as 
the May 21, 2009 issue of The Economist reports:

“In contrast to the doom and gloom coming from Europe’s biggest firms, 
many SME’s are cautiously optimistic. The main umbrella organization for 
Germany’s more than 4m SME’s predicts that its members’ sales will con-
tract by only 2% this year. The country’s renowned Mittelstand will therefore 
outperform the economy as a whole, which the government expects to shrink 
by 6%. A survey last month of 804 French SME’s found that just over half of 
them expected revenues to either stay flat or increase in 2009. 

Europe’s SME’s, defined as firms with fewer than 250 employees, collec-
tively employ 88m people and account for two-thirds of private-sector employ-
ment. As big companies send jobs out of the country in an effort to reduce 
costs, smaller firms are becoming increasingly important as domestic employ-
ers. And although most SME’s are tiny mom-and-pop operations, with little 
capacity or desire to grow, their number also includes fast-growing, innova-
tive firms which, if properly nourished, could become tomorrow’s champions.” 

These perspectives need to be put alongside the pervasive, increas-
ingly popular, and in the view of the authors, often unquestioning effort 
to promote micro-enterprise, both through NGO’s and even commercial 
interests. Will micro-enterprise really help poor nations in the long 
term? How is it that Bangladesh (famous as a micro-enterprise country) 
is still endemically poor and Taiwan (a country of SME’s) is rich? How 
might a more intentional focus on SME’s in countries like the first have 
a more effective impact? 

Professor Milford Bateman wrote in The Financial Times (26 
December 2008) about the danger of micro-enterprise as a big picture 
strategy, over the long term. 

“Put simply, to the extent that local savings are intermediated through 
microfinance institutions, the more that country or region or locality will 
be left behind in a state of poverty and under-development. This is an “iron 
law of microfinance.” Focusing on isolated cases of micro-enterprise success 
simply does not add up to economic development. The reason microfinance is 
supported is overwhelmingly political/ideological – the economic rationale is 
simply not there.”

Professor Bateman contrasts Bangladesh with other relatively rich 
countries, also in Asia:

“The East Asian countries managed to develop brilliantly through 
channelling much, if not most, of their savings into serious growth-oriented 
sustainable business projects. This is the reason many East Asian countries 
may have started at similar GDP levels as Bangladesh in the 1970s, but have 
since then massively outpaced Bangladesh in terms of growth and develop-
ment. Economics 101 shows conclusively how critical savings are to develop-
ment, but only if intermediated into growth- and productivity-enhancing 
projects. If it all goes into rickshaws, kiosks, 30 chicken farms, traders, and 

so on, then that country simply will not develop and sustainably reduce pov-
erty.”

Dr Peter Heslam, at Cambridge University comments further on the 
issue: 

“Although the development community is becoming more willing to 
affirm the positive potential of business, this tends to include only micro-
credit and fair trade. But of much greater long-term significance are private 
equity and the core activities of multinational corporations, not least in facili-
tating the conditions needed for small and medium-sized enterprises (SME’s) 
to flourish. SME’s are the world’s foremost creators of new jobs, wealth and 
opportunity, making healthy contributions to gross domestic product in many 
of the developing economies that are growing.”

To this we would add the observation that the majority of micro-
entrepreneurs (so called) are not in fact “wired for,” skilled, or particu-
larly interested in the roles and responsibilities of job-creation, leader-
ship and management required of far-reaching entrepreneurial activity. 
While the nurture of their family is of critical significance, their calling 
into and suitability for broader leadership in business is another matter.

Dr. Heslam comments:

“Some may wonder whether entrepreneurship has biblical warrant. But 
if entrepreneurship is about innovation, judgment and risk-taking, archetypal 
figures such as Abraham, Jacob and David reflect, despite their faults, strong 
entrepreneurial traits. Yet the primary model of entrepreneurship occurs at 
the very start of the Hebrew Scriptures, where the curtains open on a God 
who overflows with innovation, wise judgment and the willingness to take 
risks – especially the risk of creating human beings and inviting them to join 
his start-up as stewards of the earth.”

Importantly, beyond socio-economic changes, SME’s, particularly 
under the leadership of committed Christian business men and women, 
contribute to the spread and credibility of the gospel. In our experience, 
the attempt to share the gospel in hostile environments one family at 
a time is often stymied by social and spiritual obstacles of suspicion, 
pride, jealousy and fear. The advantage of SME’s in this context is sig-
nificant as a missiological strategy. Potentially dozens if not hundreds of 
families can be represented in a non-threatening, natural work environ-
ment, in which the values and truth of the gospel can be demonstrated 
and articulated and “apprenticed-into” new and old followers. The crux 
of the matter, of course, is that the SME must be genuine in every way 
to be credible as a testimony.

On the basis of these reasons, we call the church and the global 
BAM movement to place greater emphasis on cultivating and enabling 
entrepreneurs and the SME’s of which they have been made stewards. ‹‹

The authors of this article are Mats Tunehag and 
Peter Shaukat. Their biographies already are shown in 
earlier articles from their hand in this journal.
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Today as a greater number of 
business initiatives are 

integrated with the purpose of fulfilling the 
Great Commission (GC), there exists a wide 
spectrum of Business as Mission companies. 
BAM—at least according to the authors—is a 
strategic method that has come to mean see-
ing church plants arise as a result of GC for-
profit businesses being located in least-evan-
gelized areas.  Historically, when a person or 
a mission agency decided on using business 
in conjunction with a long-term incarnational 
presence in a creative access area, there were 
two options considered—stand-alone tent-
making in a placed job or micro-financing.

Stand-alone 
tentmaking is a 
dangerous and 
difficult path for 
many reasons. For 
example, it is dif-
ficult to make a 
long-term impact 
when a team 
consists of only 
one player. Even 
within the context 
of a GC company, 
where GC goals 
are present, there 
still exists a press-
ing need to update 
and/or create new 
GC goals annu-
ally, in order to 
maximize kingdom 
effectiveness. Without a GC plan, let alone 
an environment geared for long-term BAM 
work, it is difficult to affirm stand-alone tent-
making as a high-win percentage GC option.  
Tentmakers have often been sent out poorly 
equipped, with few spiritual mentors and 
models, and typically stayed less than three 
years in a 10/40-window; thus, comparatively 

little church planting was done. 

The realm of micro-enterprise has dif-
ficulties as well, as there is a continual need 
for non-profit support, especially if one is 
looking for non-nationals to be a part of their 
team. Often, the business and the mission 
agency struggle to collaborate, as they each 
have different strengths. Unless both sides are 
carefully and consistently managed, either the 
mission agency or the business may lose its 
focus and/or vision. 

Additionally, and key to our discussion 
here, even businesses with fair-trade charac-
teristics are largely limited to single-digit mar-

ket penetration.

Prior to 1985, 
with a few exceptions 
mostly among the 
Mennonites, there 
were not many larger-
size BAM companies.  
Instead, most BAM 
companies were start-
ed by well-intentioned 
but business-illiterate 
missions agencies, cre-
ated as a “cover” for 
missions.  Some might 
even call them “fake” 
businesses, since they 
never achieved normal 
business metrics of 
sustainable profit-
ability. These small 

businesses failed for predictable reasons, 
including, but not limited to, a lack of inter-
national technology relationships, insufficient 
capitalization, high barriers of entry to com-
petition and a low resistance to corruption. 
The statistics, although limited, seem to be 
quite conclusive—well over 90% of these 
small-scale BAM companies failed within 

the first five years of their start-up. Although 
failure of these small BAM businesses did not 
necessarily result in these individuals leaving 
that 10/40 location, as they often reinvented 
themselves through new ventures, the original 
“cover” business was no longer viable.

There are three basic business tenets, 
which continue to hold true for BAM as we 
enter the second decade of the 21-century. 
First, more capitalization results in a better 
chance for business survival; second, more 
competitive advantage (technology and access 
to proprietary distribution markets) results 
in better business survivability; third, sound 
matching of individual skill sets with paral-
lel responsibilities and positions alleviates 
the burden of unproductive work. The sta-
tistics, again limited in scope, appear to be 
quite staggering—it appears that China has 
well over fifty percent (by total profits) of all 
Kingdom Businesses in the least-evangelized 
world, while “known” Kingdom Businesses 
in other major last-evangelized parts of the 
world (such as Africa, Central Asia, SE Asia, 
among others) by comparison have overall 
failed to make a sustaining profit (using com-
monly accepted accounting practices) during 
the past twenty-five years.

AMI is an example of a large-sized 
Kingdom Business in China. During the last 
twenty years, AMI has set up over ten opera-
tions across China in manufacturing and 
high-technology, and has proven the impor-
tance of following basic business practices by 
noting its success in attracting seven-figure 
(US$) market-based financing (debt and 
equity) on a continual basis. From a kingdom 
perspective, each AMI location has a different 
mix of GC-minded people with a variety of 
goals. For example, one to two Bible studies 
per year are normally started at its various 
business locations, with many of these devel-
oping into house churches over time. Over 
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twenty mission groups also have spiritual-
accountability contracts with AMI or with 
international workers within AMI. 

In larger-sized BAM companies, a broad 
spectrum of people and backgrounds can be 
involved, and individuals are fully or only 
partially occupied by business responsibili-
ties. This, together with a company-wide GC 
plan (which should be updated annually), 
individual worker accountability to a church 
or a missions organization, and sound busi-
ness practices, there is a much greater chance 
of survivability and sustainability from a GC 
perspective. In an increasingly competitive 
marketplace, such as China, these aspects 
of larger-sized BAM companies have become 
virtually indispensable.

Given the breadth of business styles 
today, this is by no means an assertion that 
establishing larger-sized companies should 
be the only style of BAM. However, despite 
the intensive capital and human resources 
involved, starting and growing larger-sized 
BAM companies is the method that seems 
most likely to achieve significant long-term 
success. Often, the time and effort that go 
into starting up larger scale ventures can feel 
like a real distraction—but, as experience has 
shown, the effort per person is less than in 
a small venture, and the probability of long-
term success is higher.

In summary, the potential effectiveness 
of building and growing large-scale BAM 
companies has shown, both experientially 
and factually, that it is a sustainable model, 
especially if one is looking to make a long-
term, meaningful impact on a least-evange-
lized area like China.  ‹‹ 

hUMan tRaFFiCKing:  
BUSineSS aS PReVention anD 

ReStoRation

FeatURe aRtiCle ConneCtionS

Jennifer Roemhildt Tunehag

Anya’s future should have been bright.  
Pretty and smart, she loved school—espe-
cially languages.  Home, however, was a 
different story.

Anya’s father had been an alcoholic 
for as long as she could remember.  Unable 
to keep a job, his addiction put enormous 
strain on the family finances, and her moth-
er eventually took work abroad to put food 
on their table.  When she became seriously 
ill, the burden fell to Anya to provide for her 
family.  Their already difficult situation soon 
became desperate. Unfortunately for Anya, 
there were people looking to exploit that vul-
nerability, and soon she was on her way to 
Western Europe and a job…in a brothel.

The International Labor Organization 
estimates that there are 12.3 million peo-
ple enslaved in forced labor, bonded labor, 
forced child labor, and sexual servitude in 
the world at any given time.  Nearly 80% 
of persons trafficked, like Anya, are 
used for sexual exploitation. (UN Office
of Drugs and Crime, 2009).

According to the UN protocol, traf-
ficking may be defined as the recruitment, 
harboring, or transport (movement) of 
people by coercion or inappropriate means 
(control) for exploitation (money).  Nearly 
every country in the world is involved in 
the web of trafficking activities, either as a 
country of origin, destination, or transit.

Brenda grew up in a polygamous family 
in Africa.  Each wife was expected to pro-
vide for her own children within the family, 
so Brenda’s mother was thrilled when an 
“uncle,” a distant clan member, appeared to 
offer Brenda a job in his business in Europe.  

Her wages would feed her mother and sib-
lings, and offer the prospect of an education 
to her younger brothers—and the hope of 
financial stability to her family.  That hope 
overshadowed the risks which brought her 
to the dark and dangerous streets where she 
was forced to offer her body to anyone who 
could pay.

For Phan, the situation was not dis-
guised.  Her brothers had served their time 
as Buddhist monks to assure their parents’ 
well-being in the afterlife; Phan was expect-
ed to care for their needs now.  With little 
education and few connections, Phan went 
to Bangkok hoping to find work.  A job was 
waiting—in a go-go bar, where Phan per-
forms sexual services for its clients.

Regardless of the differences in their 
stories and settings, these young women 
were made vulnerable to the abuse and dev-
astating evil of prostitution by a common 
need:  a job.  If unemployment and poverty 
create vulnerability to trafficking, what do 
solutions look like for Anya, Brenda, and 
Phan?  

Christians worldwide are involved in 
creating awareness of trafficking in their 
congregations and communities, developing 
outreaches and direct services to victims, 
and promoting good laws in their locales.  
However, one must ask the question:  out 
of prostitution and trafficking, into 
what?  BAM is one of the keys God is using 
to set women free!

PREVENTION.   
Poverty and unemployment make peo-

ple vulnerable to exploitation.   BAM busi-

Vince Liang is a junior, International Studies 
and Economics major at the University 
California. Since 2008, he has been studying 
abroad at Peking University, China, while 
interning at a USA manufacturing company 
in their Management-training program.  

Dwight Nordstrom has over 25 years 
experience in doing business as missions in 
China and Central Asia. He has also been 
General Manager of 8 factories in China 
with employment ranging from 30 to over 
750.
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Ten PrinciPles:
 BAM in AreAs of 
ProsTiTuTion And 

TrAfficking

nesses offer individuals the opportunity to 
become self-supporting and self-determining.  
“Feed me with the food that is my portion,” 
Solomon asks in Proverbs, “…[so] that I not 
be in want and steal, and profane the name 
of my God.”  Without jobs it is difficult to 
avoid prostitution and other forms of exploit-
ative labor; and without jobs it is nearly 
impossible to stay out.   

RESTORATION.    
BAM businesses offer a “future and a 

hope” (Jer. 29:11) to women who may not 
be welcomed back to their family or home, 
and a sustainable livelihood in areas where 
the minimum wage—in the unlikely event 
that such a job is available to a former prosti-
tute—is not enough to support oneself.  BAM 
also creates an atmosphere where restoration 
is possible and pursued, and where employ-
ees are given respect and resources on their 
road to reintegration.

Businesses which embrace God’s pur-
poses—and the women and men He has 
created—are a key to prevention, and an 
essential part of restoration, for those vulner-
able to and victimized by human trafficking.  
Business people, God needs you! ‹‹
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The creation of a business specifically for the 
prevention and restoration of women coming out of 
prostitution and trafficking must:

1. Provide a real job that offers job secu-
rity, fair wages, benefits, and opportunities 
for advancement.  Women who “choose” to 
go into prostitution do so to make money 
and support their families. They need a job. 
Business as Mission must provide an authentic 
job for the women, which can teach them job 
skills, give them dignity, and provide the ability 
to support their families. BAM is not charity 
and it is not rehab, nor can it be a short-term 
solution to launch these women onto some-
thing better. It must be a business that offers a 
real job. 

2. Operate with integrity and have a sys-
tem of accountability. It is imperative that any 
BAM be legal, above-reproach, and a respecter 
of the laws of the countries involved. BAM 
specifically for prevention and restoration of 
women coming out of prostitution and traffick-
ing is no exception. Not only is this a biblical 
principle, but bringing women out of prostitu-
tion and trafficking creates enemies among 
those who exploit them and those (govern-
ments included) that turn their eye. A business 
that is above reproach will not give adversaries 
easy ground to shut it down. Anything done 
under the table for convenience sake puts eve-
rything at risk and misrepresents God to the 
world.

3. Have a kingdom motivation, purpose 
and plan. While the goal of a business is for 
profit, for a BAM, the ultimate goal is not profit 
alone. The purpose is to bring women out of 
sexual exploitation and employ them in a busi-
ness model that enables holistic transformation 

to take place on an individual and ultimately 
kingdom level. A sustainable business is not 
dependent on charity, which in turn allows for 
more jobs. Profit is the motivation of traffickers, 
pimps, and those who exploit women. In the 
kingdom of God, profit counters that exploita-
tion by being the resource that brings freedom. 
Profit is a resource to impact the kingdom.

4. Strive for excellence and restore digni-
ty. BAM does not create “sympathy products.” 
The product should stand alone in its ability to 
sell. The women want credit for their work, not 
sympathy for what they used to do. Excellence 
restores their dignity. Women coming out of 
prostitution want people to admire the work 
they do and not label them as ex-prostitutes. 
They want to live in their God-given identi-
ties of “new creations.” A successful BAM will 
believe that the women have talents and skills 
and, with training, the potential to excel in 
their work. They may need more training, but 
it should not be assumed that their work is 
simply handicraft and below par. 

5. Seek to employ the least qualified and 
train them to be well qualified. A BAM set up 
to restore women coming out of prostitution 
will differ from the majority of businesses by 
seeking to employ those who have no quali-
fications. The applicants, by in large, lack the 
necessary qualifications for successful job 
placement and are fearful of further rejection. 
Through this model, the women qualify espe-
cially when they don’t qualify elsewhere. Plan 
for training and allow time for learning from 
mistakes. It may take longer to become organ-
ized and efficient, but strive for it and believe 
in it. The women may have more catching up 
to do than qualified applicants, but many will 
in time become highly skilled and competent.

Jennifer Roemhildt Tunehag is the founder 
of Lost Coin/Nea Zoi, a ministry reaching 
out to women and men in prostitution and 
victims of trafficking in Athens, Greece.  
Jennifer currently lives with her husband, 
Mats, in Stockholm, Sweden, where 
she works as an independent missions 
consultant, catalyzing ministry among 
women and men in prostitution around the 
world.  She frequently consults with national 
and regional Evangelical Alliances on issues 
of trafficking.

Annie Dieselberg
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Heru was a professional building 
contractor at the peak of his career 

when crisis hit Indonesia in 1998. Thus, in 
2004, he decided to partner together with his 
wife in her restaurant business, which was 
picking up slowly. But through various situa-
tions, chaos arose in both business and family 
life.

Let me describe two of the major issues:

 Leadership: Mr. Heru is a process-oriented 
type of person—very strict, procedural, a per-
fectionist who demands high work standards. 
Mrs. Swan, his wife, is a relational type of 
person—easy going, creative, a strong mar-
keter, who has a tendency to be quite reactive 
in handling issues. When they began to work 
together, a big issue developed: both of them 
led the team in different directions. There 
was no agreement on leadership and business 
practices, which created clashes.

 Business: Both husband and wife worked 
hard to upscale their restaurant and increase 
revenue and business branding in their area. 
Money is no longer a big issue for the family, 
but as the business grew, the people and the 
systems were not growing. 

Their daily working life seemed to be filled 
with more frustration, especially when dealing 
with staff. Staff issues ranged from lack of dis-
cipline to lousy service, lack of trust, dissatis-
fied workers, inefficiency, and poor attitudes. 
Can you imagine how Mr. Heru felt when 
he found out a client tried to place a signifi-
cant take-out order by phone, and his staff 
answered back: “We are sorry sir, there is not 
enough time to prepare your order today…”!? 
The staff didn’t want to work harder and 
faster. The staff was clearly in the mood to 
“work as little as possible to get paid as much 
as possible.” 

 
Mr. Heru sat down in his valley of frustra-

tion under piles of tough decisions: pull out 
from the business to save his marriage; fire all 
the so called “dumb staff”; keep his ego and 
separate from his wife; close down the busi-
ness; start a new business and not involve his 
wife, etc…

In this “dark hour” of his life, someone 
called him and invited him to join a business 
camp held by the Kingdom Business 

FeatURe aRtiCle ConneCtionS
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6. Aim to be holistic, integrating spir-
itual and physical, business and personal 
development. In the West there is a tendency 
to compartmentalize and separate spiritual 
activities from everyday business. Much of 
the world, however, operates on a daily basis 
while integrating the two. Buddhist business-
es bring in monks for rituals and blessings 
and Muslims provide prayer rooms and time 
allotted for the call to prayer. If well managed, 
integrating spiritual care and development 
with daily business is not an obstacle to profit 
and efficiency but rather a benefit that bears 
fruit. Time set apart for worship, discipleship, 
and prayer ministry does not take away from 
the business but rather is good member care 
and brings blessing to the business.

7. Aim at holistic transformation that 
affects family and community. Business 
to restore women is ultimately taking on a 
family, not just an individual. If they cannot 
address the needs of their family, the women 
will not stay with the job. Plan for benefits 
that take families into consideration. Tuition 
scholarships, day care centers and counseling 
related to family issues will encourage perse-
verance and bring transformation that breaks 
a cycle of poverty and exploitation. For some, 
the family and community is so broken down 
that new community needs to be built. This 
BAM model will also serve as that new com-
munity and family for the women, giving 
them a place to belong.

8. Model and encourage Christ-like, 
servant leadership, and develop it in others.

Women coming out of prostitution have 
been exploited through the abuse of power. 
They have experienced more negative models 
of leadership than positive ones. They have 
been trained to submit and defer to the needs 
of others on demand. BAM must model lead-
ership in an attitude of humility that serves 
and honors the women and is careful not 
to exploit their willingness to serve. At the 
same time, there must be a model of humility 
which is strong in standing up for truth, jus-
tice, and integrity.

      
9.  Be pro-active in intercession and 

seek the prayer support of others.
BAM working to restore women coming 

out of prostitution and trafficking must recog-
nize the battle, which is not against flesh 

and blood but principalities and powers. The 
women come with a lot of spiritual bondage, 
which affects their work and their relation-
ships. Situations come up on the job that are 
unplanned and unexplainable other than a 
spiritual battle. Regular prayer and interces-
sion is necessary on every level. Engaging 
others to pray will provide a lot of covering 
and support as needed.

    10.  Seek to harness the power of 
networking with like-minded organisations. 

The exploitation of women in prostitu-
tion and trafficking is a global problem that 
affects all of society on many levels. No single 
organization can successfully address the 
issues and bring transformation without a 
strong network of like-minded organizations 
and individuals. BAM stands as an advocate 
and a voice for the voiceless. A legitimate 
business has respect in the community, 
which opens opportunities for advocacy 
and networking in sectors of society that 
may not normally network with charities. 
Collaboration with like-minded organizations 
builds a strong network for advocacy, for pre-
vention, and for providing solutions to what 
has become the second largest illegal crime 
globally. Partnering with organizations locally 
and globally offers endless opportunities to 
bring holistic transformation to individuals, 
communities, and nations.  ‹‹

Annie Dieselberg is the CEO and Founder of 
NightLight Design Co. Ltd, a jewelry company, 
which enables restoration of women coming 
out of the sex industry in Bangkok, Thailand. 
Since registration in 2006, NightLight Design 
has employed over 
100 women in the 
jewelry business. 
The high quality 

jewelry is marketed 
on-line and exported 
to a growing market 
internationally. Still 
a young company, 
NLD has been on 
a steep learning 
curve to adjust to 
the unique needs 
of a business that 

specifically addresses the restoration of 
women coming out of prostitution. More 

information on NightLight is available at www.
nightlightbangkok.com.
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Community (KBC). He decided to take a 
break in his hectic life and join the camp, 
with little expectation of finding a way out. 
He had been a Christian for quite some 
time, even involved in serving as an ordained 
preacher in his local church. But it just never 
occurred to him that he could involve God in 
his business.

A personal breakthrough happened for 
him while attending the sessions in the camp.  
He opened up his mind to repurpose his 
business in God’s ways, rebuild his “wheels 
of life/life balance” (balancing family, spiritu-
ality, finances, relationships, etc.), and answer 
the call to be an agent for change in the 
marketplace by leaving a good legacy in his 
leadership role.

Heru then let himself be surrounded by 
accountability partners who challenged his 
way of seeing business as a “money-making 
machine” to seeing it as a “value-creating 
tool” to glorify God. They encouraged him to 
practice Kingdom Values in family and work.

Two years after the first camp, his busi-
ness and family were very different. I visited 
his restaurant and experienced a “wow 
moment,” observing what God has done and 
is doing through his family and business.

First, both husband and wife are learn-
ing to understand each other’s strengths 
and weaknesses and are working together in 
God’s grace for the betterment of their com-
mon future. 

When Heru surrendered his business to 
God, stepped down (in faith) as a Boss to let 
God be the Owner, and opened up himself 
to be directed and to think of himself as a 

good steward, he learned that he didn’t have 
to fight an unnecessary fight with his wife 
because he is no longer the owner. He com-
mitted to yield his rights day-by-day and to 
submit to God’s authority. 

Second, the business is not just grow-
ing—it is booming! Sales picked up very 
fast upon their act of faith to transform their 
workplace into a God-centered workplace. 
Living in the biggest Muslim country in the 
world, the majority (95%) of his staff have a 
Muslim background—and yet the staff now 
show great respect to him as a leader. Staff 
morale is strong, discipline is now a “self-
awareness” initiative, service culture is a way 
of life, and the work mentality is changing 
from “paid staff” to an “owner mentality”—
which brings them a deep sense of ownership 
in what they do. Happy staff will produce 
happy customers, which will ensure business 
sustainability.

Amidst this great workplace transforma-
tion, we discussed with Heru and his family 
what important milestones brought about 
these changes.

I’ll summarize these milestones in four 
key steps that can be practiced in workplace 
mentoring:

1. “I Do – You Watch”:  After returning 
from the business camp, Heru understood 
that change starts with him. If he demands 
changes from his wife and his staff, he needs 
to set an exemplary life of godly values that 
speak stronger than words. He started simple 
things at home and workplace: learn to lis-
ten to his wife, control his temper, greet and 
smile to his staff when he enters the office 
(which he previously never did—he tried to 
put a “heavy-look” and unfriendly boss face 

on to all of his staff). He began to lead morn-
ing briefings for the first time—he told all his 
staff that he is no longer the boss, but that he 
surrendered the business to God and would 
try his best to help his employees succeed 
in their work.  At the end of the meeting, 
they pray together. At the end of the day, he 
thanks everyone for their support in serving 
the customers, and he affirms some staff for 
their good work that day. 

Lesson learned: When is the last time we 
STOPPED demanding, and STARTED doing 
the things we expect others to do?

2. “I DO – YOU HELP”:  Before his 
personal transformation, he hardly wanted 
to share his knowledge and skills with his 
employees and he tried to solve problems by 
himself, which led to very tiring workdays. 
Now, he is committed to coach his team 
and avoid “judging/pointing fingers to find 
a scapegoat.” Rather, he avails himself to 
“hands-on” help to solve the problem and 
involves his team to find the best solutions 
for their business.

Lesson learned: How can we involve our 
team more in the process of solving problems 
and creating the values/culture in our com-
pany?

3. “YOU DO – I HELP”: “This was a key 
step in showing my support to build trust 
and confidence in my wife and my staff,” 
Heru told us. “I let them do the things that 
they have strengths in, carefully observe, and 
proactively offer my help to make them suc-
ceed. In this part, a strong supportive role as 
a leader is needed.”

Lesson learned: What kind of support do 
I need to offer to help other members of my 
team succeed?

Restoring People, Changing Businesses, 

Transforming Societies
A Case Study from Indonesia
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4. “YOU DO – I WATCH”: Surely, this 
is the best part. Have you ever dreamed—as 
a leader—that your team could perform all 
the given tasks excellently, even without your 
presence, and that you could spend most of 
your time and energy in more strategic think-
ing, expanding the business and having time 
to balance your life? 

We should always work towards this 
step, trusting our partners/team to do their 
very best in the work, allowing them to 
make mistakes and learn from them, becom-
ing their cheerleader to motivate them, and 
releasing them to reach their full potential. 

Lesson learned: When is the right time 
to step aside and let the team assume bigger 
responsibilities—to trust them, give them 
room for failures, and to celebrate their suc-
cesses? ‹‹

The writer serves on the board of leadership 
in Abbalove Ministries, a dynamic and 
mission minded cell-church with more than 
17,000 members in Jakarta, Indonesia. 
He also co-founded the Kingdom Business 
Community, a ministry which is dedicated 
to help marketplace leaders instill Kingdom 
Values in their workplace. KBC has been a 
strong catalyst for the marketplace movement, 
with more than 1500 business owners and 

professionals trained 
and equipped to be 
agents of change in 
each of their respective 
fields.

His life motto is: 
“No days without 
improvement”
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ChiCKenS, CoMPUteRS, 
anD Steel PaRtS

Why Business-BAsed MinisTry is so 
effecTive

Matt in Asia

What do chickens, computers, handi-
craft items and steel parts have in common? 
These are all business-based ministry (BBM) 
ventures which are reaching people with the 
Gospel. 

SIM has a long and wonderful history 
in pioneer church planting through medical 
work, education and community develop-
ment, and remains committed to them. 
However, we are in a new era of missions and 
SIM is keen to explore the strategic poten-
tial of new forms of Gospel ministry. Sports 
ministry is one example; business-related 
activities are another. We are convinced some 
people and communities can be more readily 
reached through business than via more tradi-
tional means. 

Experience shows that a BBM can serve 
and bless a community in many ways, ena-
bling Christians to live out the Gospel, effec-
tively sharing Jesus Christ on a day-to-day 
basis among those with whom they work. 
Moreover, as the examples below demon-
strate, BBM opens many new avenues for 
people (including early retirees) with business 
and professional skills to become involved in 
cross-cultural missions, often working along-
side qualified national colleagues.

When one is involved in BBM, it means 
that a legitimate business is operating for the 
purpose of maintaining an effective Gospel 
witness in an area. Often times this allows a 
Christian to live in an area and relate to those 
they might not be able to otherwise. BBM is 
not a “cover” or “method of being secretive.” 
Christians operate businesses to be able to 

minister to the needs of a community and to 
openly live out and proclaim the Gospel. 

Being involved in a BBM, one must con-
sider strategic values and practices for effec-
tive church planting efforts. First, the busi-
ness needs to be respectable. The company 
needs to be real and not a fake, otherwise 
respect would be lost. The business must be 
respected within the community it serves. 
Therefore, when working among those who 
don’t eat meat, it would not be wise to oper-
ate a meat-related business. A respectable 
company and the role one plays within the 
company are foundational in the effectiveness 
of the BBM, as the Gospel is lived out among 
non-believers. 

Second, the role of one’s work within 
the BBM must give access to the commu-
nity being reached. It is vital that every day, 
through word and deed, there are opportuni-
ties to bring the kingdom of God to others. 
By doing so, the business and ministry go 
hand in hand. Someone who is involved in a 
BBM engages those in the workplace inten-
tionally and naturally as they work together. 

Third, the business should be a blessing 
to the community. BBM is a strategy to allevi-
ate poverty, to offer employment opportuni-
ties, and to earn income to re-invest in the 
local community. By providing steady jobs, a 
community will be helped in many ways. For 
example, employees are financially enabled 
to educate their children and receive proper 
medical care. The business can also give back 
to the community in various ways as it shares 
its resources both in terms of finances and 
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people. BBM is a strategic way to serve a com-
munity. 

Fourth, BBM provides an essential exam-
ple to new believers. It models to believers that 
evangelism and church planting can take place 
as one integrates daily living with ministry. 
Believers will discover that ministry should 
be a natural outflow of their relationship with 
Jesus, and it doesn’t have to be separate from 

their regular work.

As previously mentioned, chickens, com-
puters, handicraft items and steel parts are 
current BBM ventures that are having an eter-
nal impact in the communities where they are 
based. These examples are strategic businesses 
which are seeking to change lives through 
Jesus Christ.

Chicken farm. 
There is a national church-planting team 

operating a small-scale chicken farm. The 
chickens they raise are typically healthier than 
other Muslim-operated chicken farms in the 
area, so the Muslim chicken farmers are asking 
for advice on how to raise healthier chickens. 
This BBM is a blessing to the community by 
training other chicken farmers in better meth-
ods of raising chickens. It is giving the national 
team credibility in the area and opportunities 
to interact with Muslims daily as they reach 
out to their neighbors with the love of Jesus. 
This small business also generates the funds 
needed for a church planter to live in this city 

to minister to Muslims. The church planters 
on this team are trained in evangelism and 
church planting, using BBM as their approach 
to the community. 

Computer company. 
A computer software development com-

pany, started several years ago, is a legitimate 
business which is providing job opportunities 

and generating in-
come that is put back 
into the community. 
This BBM provides 
the Christian em-

ployees tremendous 
opportunities to freely 
share Christ and to 
live out the Gospel. 
In an area where there 
are only a few small 
churches, people are 
having an opportunity 
to hear for the first 
time about the One, 
true God.

Handicraft businesses. 

Both an 
expatriate and a 
national, in two 
separate Muslim-
dominated loca-
tions, are run-
ning very suc-
cessful handicraft 
businesses. Not 
only are these 
businesses pro-
viding employ-
ment, they are 
also providing 
daily access to 
those unreached 
with the Gospel, 
and people are 
coming to faith 
in Jesus. In one 
location, after 
many years of 
faithful and dedi-
cated service, 
entire families 

are coming to faith in Christ. God is using the 
businesses to have an eternal impact on the 
community. 

Steel business. 
One national team has just started a new 

work making steel parts to export. The team 
leader says it’s a “dream come true” to have 
a viable business right in the heart of the 
Muslim area where ministering to the needs of 
Muslims will be a daily occurrence. 

Please pray for these businesses to bring 
many people to faith in Jesus. Please pray that 
these are not just “businesses” which operate 
in strategic locations, but that each of them 
will have an eternal impact in the lives of those 
who are being reached with the Gospel.

Each of these, and other BBMs, takes a 
tremendous amount of dedication, effort and 
time. It is exciting to see God at work in such 
ventures. Business-based ministry is a strategic 
way of reaching the unreached with the king-
dom of God through the love of Christ. ‹‹

A chicken fArm, operAted by A church-plAnting teAm, is A 
blessing to the community, As fArmers Are trAined in better 
wAys to rAise chickens

A ccomputer softwAre development compAny is A legitimAte 
business which provides job opportunities And generAtes income 
thAt is put bAck into the community
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CaSe StUDY on BaM SMe FRoM
 KoRea to otheR PaRtS oF aSia
(BUSineSS MiSSion FoCUSeD on KoRean WoRlD MiSSion)

Joseph Lee

In the past three years, business as mission 
has become a hot topic in Korean world mission. 
The concept of BAM has been widely introduced 
and understood in Korea since the Lausanne 
meeting in Pattaya, Thailand in 2004. 

However, there are a lot of barriers on the 
frontier when it comes to actual implementation. 
Implementation of BAM ministry is simply out of 
the question in some places, and it almost always 
faces complex legal and conventional systems. 

In this article, I will present information 
about BAM, and focus on how business as mis-
sion can be applied and established to the reality 
that Korean ministers face.

First, I would like to classify three regions 
where most of the Korean mission works have 
been established over the past twenty years.  
These are: Limited Access Region (East Asia, 
including China), Creative Access Region (Central 
and Southwest Asia) and Closed Region (Middle 
East, including Persian area). 

Then, I will briefly present the business mis-
sion ministry established through Korean workers 
thus far.

East Asia, including China (Limited Access 
Region)

For many years, a number of Korean compa-
nies in this region have been fostering a holistic 
mission that includes church planting and disci-
pleship training. For instance, one kitchenware 
manufacturer of 2,500 employees in country V 
has been providing medical services for ten years. 
Every year, they connect about thirty children suf-
fering from heart disease with Korean hospitals. 
This company is an excellent model of BAM also 
because they have closely connected with the 
local society by actively providing medical serv-
ices and cultural ministry (e.g., Taekwondo).

In country C, there are some BAM com-
panies that are closely related to local mission 
works, such as church planting and disciple-
ship training. They are large companies that 
exceed 1,000 workers and are undertaking 
sustainable ministry under both the accept-
ance and restraints of government.

Central and Southwest Asia (Creative 
Access Region)

Legal and conventional systems for con-
ducting business in this region are even more 
complex than in East Asia. Many pastors are 
looking to start businesses to obtain visas. 
Recently, some tent-making ministers from 
several mission agencies have been trying to 
develop small businesses such as restaurants 
and taxi companies. These businesses are 
in progress and would typically take two to 
three years to flourish.

In Central and Southwest Asia, it is very 
challenging to establish manufacturing busi-
nesses that can employ a large number of 
workers due to a lack of infrastructure and 
fierce competition with Chinese products. 

There is one good model by a dedicated 
Korean missionary who has experience in 
working as a banker for thirty years. He estab-
lished Micro Credit Financing Company in 
country K seven or eight years ago, which is 
running well to this day.

Middle East, including Persian region 
(Closed Region)

This region is the most difficult and 
has many disadvantages for running busi-
nesses. Business as a platform to attain visas 
is urgently needed for the workers. From 
my personal experience, this platform or a 

similar concept can eventually move towards 
the BAM ministry. It is hard for a business 
to survive from the beginning if you directly 
implement BAM concept. A careful step-by-
step strategy is needed for developing BAM 
ministry in this region.

Korean business ministry

I am grateful that BAM ministry is 
becoming popular in many places. We must 
now discover how we can develop BAM 
ministry in these specific regions (Limited/ 
Creative Access/ Closed Region) for a mis-
sional breakthrough, which Korean Mission 
Society considers as top priority. 

The answer is to mobilize well-trained 
businessmen with strong spiritual founda-
tions for upcoming spiritual warfare. I believe 
that it is a pressing issue and a contemporary 
challenge for the Korean churches. 

I pray that the Korean churches will be 
faithful and obedient in carrying out this hon-
orable calling.  ‹‹ 

Lee has worked as an international trading 
specialist for over 30 years and was a 
senior executive officer at a manufacturing 
corporation. Since 2007, he has been a 
mission mobilizer and Managing Director of 
Senior Mission Korea (an organization that 
mobilizes movement for elderly Christians 
in Korean churches aged between forty 
and eighty). He also serves as associate 
director of KWMA (Korean World Mission 
Association) 
and as BAM 
mobilizer 
in Korea, 
conducting 
Business 
Mission 
Forums
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Trev Gregory

what local development priorities there are 
and which other communities should be 
‘blessed’ in this way.”

A Business but not a business...

Trade Right International is a business 
as it conforms to what John Amalraj wrote 
in the IMA Quarterly journal: a “business 
helps address the needs of the developing 
world.  Sustainable business creates jobs 
and helps people support themselves and 
their families.  Employment also gives peo-
ple dignity and the opportunity to trans-
form their communities.”2

While business is financially innova-
tive and efficient, it does not have a direct 
mechanism to apply business practices to 
eliminate poverty, or engage in evangelism 
as a main goal, rather they are by-products.  
By their very nature, businesses are not 
equipped to deal with these issues.  This 
is not because of executives, board, or 
shareholder greed.  The problem lies in 
that business is, at its very center, capital-
ism.  Again, Muhammad Yanus explains 
how, “capitalism takes a very narrow view 
of human nature, assuming that people 
are one-dimensional beings concerned 
only with the pursuit of maximum profit.”3  
Therefore, free-market theory leads to the 
notion that you are contributing to society 
and the world in the best possible manner 
if you concentrate on getting the most for 
yourself.  

It is at this stage that many busi-
nesses counter with a Corporate Social 
Responsibility (CSR) program, or if 
Christian, they offer a CSR with Bible 
2  John Amalraj, “Business as Mission or Mission 

as Business,” IMA Quarterly. Jan-March 2007.
3  Muhammad Yanus, Creating a World Without 

Poverty, p. 18.

references!  But this really is not an answer.  
While it is built upon Scripture quotes and 
good intentions to “make as much money as 
you can” and donate a tiny portion to social 
causes and Christian mission (and publicize 
the fact), it is in direct contradiction to the 
Investors and Shareholders objective to make 
money and increase the value of the company.  
Therefore, business is socially responsible 
only if it does not impact making and increas-
ing profit.

So, perhaps we need a different model 
where business has the goal, not by-product, 
of social development and Christian mission?

A Charity but not a charity
On the other hand, Trade Right 

International is a mission agency as it is an 
attempt, and therefore an experiment, to 
express integrated cross-cultural mission, 
social business, aid development, and local 
church growth/discipleship.  The approach 
is deliberately multi-faceted and so has foun-
dations which challenge some of the more 
traditional practices of the mission enterprise 
of compartmentalisation.  At the same time, 
Trade Right International’s  practices and 
procedures reflect the upside-down nature 
of the Kingdom of God; i.e.—the 1st shall be 
last, a bias to the poor, etc.  This means they 
target poor rural areas rather than cities.  In 
this way, there is a deliberate working on 
the ground—often in the bush—with rural 
pastors and church leaders who, because of 
economics, are disenfranchised from the main 
movements and networks happening in the 
cities.  Such places do not need prescriptive 
styled mission or branded boxed and booked 
Christianity, but rather facilitators or catalysts 
to motivate, encourage and equip them into 
meeting needs within their communities in 
holistic ways with the gospel.

Tucked away in the Upper Eastern 
Region of Ghana, an experiment is taking 
place. As anyone can testify who has travelled 
to this far northern area which shares its 
border with Burkina Faso, this is not a place 
which can offer a high-tech clinically control-
led environment.  Therefore, the experiment 
taking place is influenced by uncontrollable 
forces, but this is an experiment to see if an 
idea can stand up in the real world.  

Trade Right International—the instigators 
of the experiment—is not a charity, NGO, nor 
a registered incorporation or limited company.  
It is a “Community Interest Company:” a 
hybrid of a non-profit and limited company.  
It can trade and make a profit—like a con-
ventional company—and at the same time 
can solicit donations and carry out social 
initiatives—like a charity, but without the 
cumbersome legislation.  Muhammad Yanus, 
founder of the Grameen Micro-Finance Bank, 
calls such an entity a “Social Business.”  He 
goes on to define it as, “a business designed 
to meet a social goal... It sells products at 
prices to make it self-sustaining.  The owners 
of the company get back the amount they’ve 
invested in the company over a period of 
time, but no profit is paid to investors in the 
form of dividends.  Instead, any profit made 
stays in the business—to finance expansion, 
to create new products or services, and to 
do more good for the world.”1  In fact, Trade 
Right International has taken this last aspect 
of doing more “good for the world” seriously 
and has entered into their Memorandum 
and Articles of incorporation: “Profits shall 
be returned and 50% used in local develop-
ment projects for health and education.  The 
remaining 50% will be given to projects and 
Trade Right International initiatives in other 
poor communities.  In each case, Trade Right 
International community workers will decide 
1  Muhammad Yanus, Creating a World Without 

Poverty, (New York: Public Affairs, 2007), p. XVI.
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 Established a Shea Nut business network.
 Trained 350 women in Shea Nut harvesting.
 Introduced a process and procedure for 

checking locally the quality of Shea Nuts, 
which has lead to increased quality.

 Began to assess perceived community devel-
opment needs in education and health.

 Held a Rural Pastor’s Training Seminar.
 Empowered Believers to share their faith 

because of the increased service to the local 
community.  One result of this was the con-
version of a Muslim family and improved rela-
tions with the local mosque leaders.

 Resourced a mission outreach week in 
February 2009.

There have been considerable chal-
lenges, primarily as a result of the global 
economic recession.  Unfortunately, neither 
the European nor Asian exporters opened 
purchasing in the port of Tema, thus we were 
unable to fully operate throughout the sea-
son.  The effect on the overall market was to 
push the price of Nuts down to an all time 
low of $9 per 85kg sack, when usually the 
average port price is $35 per sack.  While this 
has been devastating from a profit viewpoint, 
Trade Right International has continued to 
assist and support the area.

At present, Trade Right International is 
learning the lessons of Year 1 and implement-
ing changes.  Like most business “start-ups” 
and experiments, the need for more capital 
infusion is always an issue.  But the goals 
remain the same and perhaps, just perhaps, 
the rural poverty stricken Upper Eastern 
Region of Ghana will resound with the sing-
ing of thanks and praise as they send sup-
ported missionaries cross-culturally as a result 
of this new hybrid, rather than sending and 
selling their children into bonded slave labor.  
Perhaps, just perhaps.

You can follow Trade Right International 
at www.tradeRIGHTinternational.com or to 
receive regular updates via the FaceBook 
group, Trade Right International.

Trev Gregory can be contacted via:  
Trev@tradeRIGHTinterbational.com ‹‹

Further, Christian mission is funded 
mainly through grants and donations.  
Often times this, in the West and Northern 
Hemisphere at least, has been greatly fuelled 
by tax incentives.  However, it has led to over-
dependence on such funding sources with a 
drop in un-productivity because of the rise 
in accrued government legislation.  In an 
increasingly competitive sector, the number of 
non-profits seeking donations and grants has 
outpaced the supply of “donor dollars.”

Meanwhile, in the mission-developing 
nations located mainly in the Southern 
Hemisphere, there is little or no culture of 
Western styled philanthropic giving.  One 
common expectation is that mission-develop-
ing nations will adopt the same donor lead 
structures as the West.  

Theologian Martin Kähler, in 1908, com-
mented that theology began “as an accom-
panying manifestation of Christian mission” 
and not as a “luxury of the world-dominating 
church.”  A century later, perhaps the maxim 
should be “the manifestation of Christian mis-
sion” is for all Believers and not exclusively 
the “luxury of the world-dominating church” 
with its finance and systematic doctrine.  

Therefore, perhaps it is time for some 
fresh creative and innovative thinking and 
experimentation?

I have been wrestling with these prin-
ciples for some considerable time and have 
discussed and debated with colleagues and 
friends—where often my thinking, writing, 
and action has gotten me into hot water!  

32

FeatURe aRtiCle ConneCtionS

Now the experiment has begun and 
failure is an option!  No matter how unrea-
sonable, visionary, or pragmatic Trade Right 
International might be, shaping and carry-
ing out a transformational initiative is the 
result of trial and error.  John Elkington and 
Pamela Hartigan write that social entrepre-
neurs “who dream big must be prepared for 
setbacks, even the fall-flat-on-their-face vari-
ety.” He then adds a very telling note, “some 
societies punish failure more than others; 
such cultures are more risk averse and less 
entrepreneurial.”1  Failure can be invaluable 
for future success and the most important 
thing is to regroup and head toward the goal.

The experiment
Trade Right International was born out of 

a conversation with a group of Ghanaian rural 
pastors on sustaining Christian ministry with-
out the reliance of outside donors, while at 
the same time being integrated into the local 
community and being able to give to others 
beyond themselves.  A tall order by anyone’s 
stretch of the imagination!

Working in twenty churches in ten vil-
lages in the Upper Eastern Region, Trade 
Right International began operations in 2008, 
acting as a “cash crop” agent for women who 
harvested Shea Nuts.  This region of Ghana 
is rich in Shea Nuts, which are harvested 
from July to February for export for use in the 
cosmetic and confectionary industry. By work-
ing through local village and town Women 
Associations and church congregations, Shea 
Nuts are bought from women who have col-
lected them in the bush.  They are then trans-
ported to Tema, where they are sold for export 
and processing.

Year 1 results
 1000 women were given employment with 

a direct impact on more than 4600 people. 
 Began to combat Human Trafficking: This 

area has one of the highest rates of Human 
Trafficking among Children in Ghana.  Three 
families have decided not to sell a child into 
Bonded Labour as a result of this initiative.

1  John Elkington and Pamela Hartigan, The 
Power of Unreasonable People – How Social 
Entrepreneurs Create Markets That Change the 
World, (Boston, MA: Harvard Business Press, 
2008), p. 200.

Trevor Gregory is working in several 
regions of the world mobilizing (young) 
people for missions. He serves the 
WEA Mission Commission as one of 

the leaders for the 
Mission Mobilization 
Task Force (MMTF). 
Since several years 
now, Trev also is 
involved in Fair 
Trade activities.
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Church and mission growth over recent 
decades has not always happened in a 

context of humility, service and mutual respect 
between members of the Body of Christ. Too 
often we have been shaped by the attitudes and 
behaviors of cultures, whether as a mission work-
er or a national believer. A group of concerned 
mission leaders and practitioners from every con-
tinent met together to share their deep desire for 
reconciliation and unity in the missional church. 
All long to see the whole church taking the  
whole gospel to all continents. Yet we recognize 
that we cannot move forward healthily together 
unless we are able to address the past, learn 
together in the present and build a common 
vision for the future. Possibly the single greatest 
factor impacting the health and fruitfulness in 
mission today is the need to learn how to wor-
ship and work together as brothers and sisters 
from every nation, people, tribe and tongue. 
This vision resulted in the birthing of the Global 
Dialogue Task Force during the WEA Mission 
Commission Consultation in Pattaya, Thailand, 
2008. 
  
Since Pattaya, a small group has begun laying the 
foundation for the work of the Task Force  
through the development of clear Terms of 
Reference and the involvement of excellent repre-
sentation from the key stakeholders. Among the 
goals of the Taskforce are the following: 
 
1. To model, encourage, stimulate and facilitate 
dialogue among different communities within the 
global mission in order to address failures and 
hurts from the past and create opportunities for 
shared learning and growth. 
2. Encourage all national mission movements 
to engage in reflective processes that encourage 
appropriate mission strategies, methodologies  
and structures and communicate these within  
the MC community for shared learning 
3. Encourage all MC Task Forces and Networks 
to consciously take into consideration the issues 
related to North/South dialogue, particularly the 
Training, Mobilization and Member Care groups. 

 
Interim Co-Facilitators: 
1. Dr Paul Bendor-Samuel 
International Director, Interserve 
 
2. REUBEN EZEMADU (author of this article)
International Director, CMF Inc Continental 
Coordinator, MANI 
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The digital revolution 
in information and 
communication technologies 

(ICT) has created the platform 
for a free flow of information, ideas and 
knowledge across the globe. The Internet and 
other ICTs have become important global 
resources not only for communication and 
business development, but also for poor 
communities to improve health, education, 
food security, community capacity building 
and job creation. ICT is today an umbrella 
term that includes all technologies for the 
management (research, record, sort, store and 
analysis) of information and communication 
of that information through the most 
appropriate media. The World Summit on 
an Information Society (www.itu.int/wsis/
index.html) organised by the United Nations 
from 2003-
2005 helped 
to facilitate 
collaboration 
between 
various global 
sectors to 
use ICT as 
a vehicle for 
addressing 
needs in 
communities 
and encourage trade. The 2009 Global 
Information Technology Report of the World 
Economic Forum www.weforum.org/pdf/
gitr/2009/gitr09fullreport.pdf) outlines the 
importance of ICT within the present global 
context.

ICT has also become important in 
global mission sectors, such as theological 
and missionary education, church planting, 
evangelism and transformational development. 
A number of co-operative ventures to use ICT 
more effectively in mission have developed 
during the past few years. The best known is 
the International Conference on Computing 
and Mission (ICCM - www.iccm.org), an 
annual informal gathering of people who have 
a common interest in computers and mission. 
People involved in ICCM share a vision of 
cooperation for effective use of technology 
bringing the gospel to every nation. The 
International Internet Strategic Alliance 
(IISA) connects Christians to share the gospel 
with difficult-to-reach people through ICT 
by equipping, training and encouraging 
Christians in difficult religious contexts. 

A number 
of Business as 
Mission related 
enterprises in the 
ICT sector have been 
established. These 
ventures include 
ICT infrastructure 
development, 
website 
development, 

information management and 
telecommunications. One of the more 
innovative type enterprises is the development 
of community computer centres and Internet 
cafes in little evangelised areas of the world. 
These centres and cafes are great ministry 
platforms as they allow Christian workers 
to meet people while providing a source of 
financial support for the church-planting 
team (see http://cybermissions.org/icafe). ICT 
Business as Mission enterprises have great 
potential in reaching people with the gospel, 
but also in bridging the digital divide in the 
global mission community that had been 
identified as an obstacle in mission initiatives.
 ‹‹

Innovative Business as 
Mission Approaches

in Mission-orientated Information
& Communication Technology 

Initiatives
Sas Conradie

Sas Conradie works 
with CMS. He also 
is the facilitator for 
the Joint Information 
Management 
Inititiative (JIMI), a 
taskforce of the WEA 
Mission Commission. 
Sas can be contacted 
at: sas.conradie@
cms-uk.org JIMI would like to get in touch with people 

involved in ICT Business as Mission

Update on the north-SoUth (Global) 
dialoGUe taSk Force
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       A    At the beginning of this decade, 
I was traveling through Mozambique and was 
requested to speak to an audience of rural vil-
lagers who had traveled some distance for this 
gathering.  While working through a Bible 
passage, I noticed that the audience was fall-
ing asleep.  I changed my mode of delivery.  
There was a momentary jolt, but they man-
aged to fall asleep again!  

My communication seemed ineffective.  
After the trip, I was determined to find 
out why the audience was not hearing.  
This sojourn of discovery radically altered 
my thinking, and sent me into a journey 
of learning—exploring the world of oral 
communicators.

Oral learners with us

From the time of the Gutenberg Bible, 
Christianity “has walked on literate feet” and 
has directly or indirectly required literacy of 
others.1  But, 70% of all people in the world 
are oral communicators—those who can’t, 
don’t, or won’t learn through literate means.  
Four billion in our world are at risk of a 
Christless eternity unless literate Christians 
make significant changes in evangelism, 
discipleship, leader training, and church 
planting.  

The numbers may seem large, and even 
UNESCO is trying to wrap their arms around 
the matter of literacy and oral communicators.  

In a recent 2008 publication2 they 
revealed a sense of bewilderment by 
publishing each country’s definition of 
literacy.3  Some countries did not have any 
definition, while others had a definition, 
but based on a specific age range; and, one 
simply defined literacy based on how many 
characters are recognized.  All the while, 
they are masking the reality of primary oral 
learners—those who can’t, don’t, or won’t 
learn through literate means.

In a postmodern era, visual and audio 
communications is also gathering momentum 
in the West.  Visual-based learning and 
communications have given rise to 
“secondary” oral learners, meaning those that 
might be literate, but prefer to communicate 
in an oral manner.4  Thus, the spectrum of 
oral learners spans the range from illiterates, 
semi-literates, functional literates, literates, 
post-literates, and the visually literate.  

Oral learners within us

We commence life as “oral” learners.  As 
we went off to school, many of us learned 
shaped items called alphabets; in sequencing 
these letters we made sounds and words; 
by stringing them together we composed 
sentences.5  We learned to read.

As we progressed through the 
august halls of educational institutions, 
we read to learn.  In general, the 
printed world became our source of 
information, and the formation of how we 
learn.  Thus, there are distinct differences 
between oral and print communicators.  

For example, oral communicators tend 
to learn by hearing, observing, imitating, 
listening, repeating, and memorizing 
proverbs, traditional sayings, stories, songs, 
and expressions.  Print communicators, on 
the other hand, tend to learn by seeing, 
reading, studying, examining, classifying,  
comparing and analyzing.

Thecontrast goes deeper.  Oral 
communicators tend to think and talk 
about events, not words, and the usage 
of information is embedded in the flow of 
time and usually within a storyline.  Print 
communicators tend to think and talk about 
words, concepts, and principles and manage 
knowledge in scientifically abstracted 
categories.  Then, they store this knowledge 
in print or digital formats rather than stories.

In the aspect of tradition and values 
retention, the approaches are also different. 
Where oral communicators tend to 
value tradition, group communication, 
and interaction with others, the print 
communicators tend to value novelty, one-
to-one communication, and learning done 
mostly alone.6

Thus, making disciples of oral learners 
means using communication forms that are 
familiar within the culture:  stories, proverbs, 
drama, songs, chants, and poetry. Literate 
approaches rely on lists, outlines, word 
studies, apologetics, and theological jargon. 
These literate methods are largely ineffective 
amongst two-thirds of the world’s peoples. 
Of necessity, making disciples of oral learners 
depends on communicating God’s Word 
with varied cultures in relevant ways. Only 
then will the gospel be able to reach to “the 
uttermost parts of the earth.”  ‹‹

1 According to Mr. JimSlack,International Missions 
Board, their internal research has shown that a 
community moving from illiteracy to literacy of only 
30% has generally taken 125 years.
2 Education for All Global Monitoring report, 
2008. Link available at www.unesdoc.unesco.org/
images/0015/001547/154743e.pdf
3 Ibid, pages 236-243
4 Making disciples of Oral Learners, International 
Oraliry Network & Lausanne, 2005, p.58
5 A body of literature and studies have matured on 
“multipleIntelligences”. See link at www.newhorizons.
org/future/Creating_te_Future/crfut_gardner.html
6 For a collection of resources, please refer to: Walter 
J. Ong Orality and Literacy and P.F. Koehler: Telling 
God’s story with power.

ORAL Communicators and the Gospel
Samuel E. Chiang

Samuel E. Chiang 
serves with the 
International Orality 
Network.

His family has lived 
in Hong Kong since 
1991
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The Mission Mobilization Task Force 
(MMTF) assembled in Pattaya, Thailand in 
late 2008 to continue dis-
cussion and make plans 
for the final phases of 
its research project.  Over 
the last few years, the MMTF has been con-
ducting research on the culturally diverse 
practices of mission mobilization within 
the Protestant evangelical tradition (for the 
research proposal of the current work, please 
see the April 2007 edition of Connections).  
The meeting in Thailand gave the team 
opportunity to report on the experience of 
conducting interviews using qualitative tech-
niques, discuss timetabling and scheduling, 
and consider budget issues. In addition, time 
was set aside for instruction on the initial 
analysis of transcribed interviews. 

As the current remit of the MMTF is the 
undertaking of this project, it has been our 
intention, with these updates, to introduce 
the Mission Commission community to some 
of the foundational issues pertaining to the 
rationale and methodology of our research. 
In the April, 2007 issue of Connections, 
we highlighted the distinction between 
quantitative and qualitative approaches and 
confirmed that the MMTF’s project would 
adopt a qualitative framework. In the August, 
2007 Connections, the discussion focused 
on reliability and validity in research. Here 
we noted that whereas quantitative research 
(particularly with the use of questionnaires) 
can establish a high level of data consist-
ency (known in the social scientific world 
as reliability) this can potentially come at a 
price, namely validity, which pertains to the 
depth and substance of the questions being 
asked and the responses given. A qualita-
tive approach that incorporates the use of 
open-ended interviewing seeks to allow the 
interviewees to express their responses at 
their own pace and in their own words. Of 
course, if validity has the potential to be the 
Achilles’ heel of the quantitative approach, 

Mission Mobilization Taskforce 
Research Update and Missiological Considerations (Part 3)

then reliability could be regarded as the same 
for qualitative approaches. Discussions of 

appropriate research meth-
odology continue within 
the world of social science 

and so they should. While 
some lean towards one approach and some 
the other, healthy, respectful debate helps to 
ensure stringency and re-evaluation in both 
camps. 

The MMTF has almost completed its 
data collection. This has entailed each team 
member conducting numerous interviews 
with missionaries, church leaders, work-
ers from missionary sending agencies, and 
members from a variety of congregations and 
church communities. The transcribed inter-
views have amassed volumes of data which 
now become the primary documents for 
analysis. This raw material becomes the focus 
of the project’s next phase, which is well 
under way. A central focus of our meetings in 
Pattaya concentrated on the mechanics of ini-
tial text analysis. Key concepts in qualitative 
interview analysis are the identifying of signif-
icant quotes and the creation of codes. As each 
interview is reviewed, the researcher identifies 
and marks out any initial quote which seems 
pertinent to the project and the themes being 
investigated. Codes are classifications of con-
cepts and/or ideas found within the interview 
text. They operate on a level of abstraction 
from the text and can be used as a means 
of comparison between ideas expressed in 
the interview data. Along with the creation 
of codes and the highlighting of significant 
quotes, the research requires copious note-
taking or memos, which will start to form 
the narrative of the finished study; the entire 
enterprise is extremely time-consuming. 

Scheduling for the project puts the main 
task of writing-up the findings within the year 
2010, with the first anticipated published 
findings due sometime in 2011, along with 
any accompanying presentations at Mission 

Commission events. As the MMTF moves into 
the final stages of this project, we thank you 
for your continued prayers in this work. We 
are excited at what the research will tell us 
about the global experience of mobilization 
and perceptions of the missionary endeavor. 

The Mission Mobilization Task Force 
(with region represented)

Trev Gregory (Co-Chair, United Kingdom)
Min-Young Jung (Co-Chair, South Korea)
Malcolm Gold (Primary Researcher, USA)
Alison Clarke (Romania)
Jo Jowett (United Kingdom)
Hikari Matsuzaki (Japan)
Tom Mullis (United States)
Duncan Olumbe (Kenya)
Kannan Rajendran (India)
Carlos Scott (Argentina)
Jamie Wood (New Zealand) ‹‹

Malcolm Gold (primary investigator)

Dr. Malcolm 
Gold is an 
Associate 
Professor of 
Sociology 
at Malone 
University. 
He holds 
a bachelor 
degree in 
history and 
sociology 

from 
Birmingham University, a master’s degree in 
philosophy and social theory from Warwick 
University and a PhD in sociology also from 
Warwick. His research focuses on various 
aspects of contemporary evangelicalism. 
His first book, The Hybridization of an Assembly 
of God Church: Proselytism, Retention, and 
Re-affiliation, was published in 2003. He is 
currently working on an introductory textbook 
on the sociology of religion.
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Kent Parks

Trans-national, purposeful 
collaboration:  

Excitement is growing as the multi-
continental Steering Committee (SC) finalizes 
plans for Ethnê09 (Bogota, Colombia—
November, 2009).  Major trans-national 
networks (i.e., North African Partnership, 
India Mission Association, SEALINK [SEAsia 
UPG network], Central Asia Consultation, 
COMIBAM, Movement of Africa National 
Initiatives, etc.) are collaborating to do what 
no network could do alone—that is, the re-
invigoration of a global “unreached people 
group (UPG)” focused prayer initiative con-
necting prayer networks (and 3 million-plus 
intercessors) from every region of the world.  
The SC is multi-continental, yet COMIBAM 
is providing the core leadership (The India 
Mission Association will be the SC-core for 
Ethne2012).

A “Body of Christ” Missiology: 
 In spite of cultural and language dif-

ferences, we have begun to forget who is 
“Global South and Global North” because 
consensus is our only method of operation.  
We will only reach the unserved by showing 
up as a “multi-colored, multi-lingual” Body of 
Christ who has become family along the way 
to completing the task (thus reversing the 
Babel curse)—and hearing these “peoples” 
say in amazement, “Look how they love each 
other!”  

Why 2009

—before the four key “2010” meet-
ings the following year? The only focus of 
Ethnê09 is the “last one fourth of the Great 
Commission” as we, a significant cross-
section of the global church, stimulate ways 
to help the rest of the global church more 
effectively serve the Least Evangelized.  Major 
“UPG-focused” mission leaders can col-
laborate in new initiatives without having to 
defend the concept.  

Who Is the Focus? 
The least evangelized block is mainly 

Muslim, Hindu and Buddhist.  It is probably 
50% urban.  It is young.  Without express 
cross-cultural action and planning, this 
27.9% of the world (found in every continent 
and not just the so-called 10-40 Window) 
will remain “ignored.”  This term “ignored” 
is the term used by the Indonesia’s Peoples 
Network to locate the responsibility for this 
unreached segment of the world. Therefore, 
the Ethnê Initiative focuses on the 27.9% of 
the world where the ekklesia still does not or 
almost does not exist—plus the 12% more 
where the ekklesia is such a small group that 
significant outside help is still needed.

Major Initiatives:  
Please check the website (www.ethne.

net) to read of major advancements produced 
by the movement:  

1. A potentially multi-lingual website;
2. A global UPG prayer initiative; 
3. New UPG networks (e.g., 

EthneEurope); 
4. A “Frontier Crisis Response” network 

which helps nearby believers leave 
long-term transformational teams in 
place long after the crisis; 

5. Getting Member Care to UPG work
ers who have little access to such care; 

6. An EthnoArts Strategy group; and 
7. A “Church Planting Movement” stra-

tegy group which is helping stimulate 
movements in a number of countries. ‹‹

Kent Parks is currently 
serving as SEAsia 
Regional Facilitator 
for the Network for 
Strategic Missions and 
as the Facilitator for 
SEALINK and emerging 
SEAsia UPG network.

ethnê iS a gloBal netWoRK FoCUSeD on 
SeRVing the 28% oF the WoRlD’S PeoPle 
WithoUt aCCeSS to the gooD neWS oF 

JeSUS the SaVioR.
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As members of the Religious Liberty Partnership 
(RLP) meeting in Toronto, Canada, we stand with 

our Christian brothers and sisters in Sri Lanka who 
seek the restoration of peace and reconciliation within 
their nation and who uphold fundamental human 
dignity, justice and rights, including religious freedom.  
We specifically call on all Christian denominations 
and organizations worldwide to take this appeal for 
prayer to their members in recognition that we are 
One Body united in Christ.

The RLP acknowledges:
 That the humanitarian crisis resulting from long-

term ethnic conflict, heightened by senseless acts of 
violence, directed against civilian populations and the 
religious persecution now existing in Sri Lanka have 
curtailed the full functioning of civil society through-
out the country.

 That although extreme elements within religious 
sectors have called for anti-conversion laws, the Sri 
Lankan government has taken care to protect the con-
stitutional right to freedom of religious choice by not 
enacting proposed laws subjecting religious conver-
sion to criminal scrutiny.

 That there are efforts being made by the Sri Lankan 
government to restore law and order to populations 
that have been threatened for years.  We hope and 
pray for the protection of the innocent civilian popu-
lations recognizing this as a crucial goal to achieve.  
Our Sri Lankan brothers and sisters support efforts to 
resolve the complex divisions within society.

 That despite intimidations and irregularities, there 
is a functioning Parliamentary democracy in Sri Lanka 
with regular elections being held.

 That the Christian Church in Sri Lanka, represent-
ing all ethnic communities, is making every effort to 
care for and meet the humanitarian needs of all reli-
gious and ethnic groups.

We call on the worldwide church:
 To pray that no law will be enacted which would 

inhibit the free exercise of religious conscience and 
choice.  Religious freedom is never advanced by coer-
cion or compulsion, but by civil society development 
and the economic prosperity that results from the 
protection of this fundamental freedom.

 To agree with the church in Sri Lanka that the 
existing law is sufficient to address any suspicions of 
forced or of induced conversions. 

 To support the Sri Lankan church as it fulfills its 
mandate to affirm human dignity and to care for and 
assist the marginalized and hurting people.

 To urge and support our governments to encourage 
the Sri Lankan government and the Liberation Tigers 
of Tamil Eelam (LTTE) to return to the negotiating 

project, headed up by Ian Benson 
of the UK based Missionary Training 

Service, ground the IMTN directory to a halt. 
The reason was simply expediency, not wanting 
to unnecessarily duplicate the efforts of others.
For a number of years now, theIMTN.org  
redirected inquiries to the Evangelical Training 
Database(found on the www.trainforChrist.org
website), where institutions could register and 
people could search for training programs.  

This arrangement was not without its chal- 
lenges though. As the trainforChrist.org devel- 
oped, it became increasingly difficult to filter 
through the many training courses to find de- 
dicated missionary training programs.  Discus- 
sions with the Missionary Training Service led 
to a collaborative development.  In February of 
2009, Ian Benson was invited to become a staff 
member of the IMTN as the Associate Director
 of Information Service.  This brings the Evan- 
gelical Training Database together with the  
IMTN and makes it possible to develop a new 
 World Directory of Missionary Training.   
The intent of this new directory is to filter  
missionary training programs from the list of  
available evangelical training programs on the  
database so that missionary training programs 
 and schools will be more easily accessed by  
those seeking training.  This directory is now  
online featuring self-registration and mainten- 
ance of contact and course information.  You  
will easily find the World Directory of  
Missionary Training at www.theIMTN.org

The IMTN invites missionary training 
programs to register and categorize themselves 
as belonging to the World Directory of Mis- 
sionary Training under the following cond- 
itions:
1.Shorter term programs (one year or less)  
must be dedicated missionary training pro- 
grams (not principally discipleship or biblical 
studies courses).
2. Longer term programs (over one year) must 
offer a major or a minor in missiological  
training/studies.
3. All registrants must comply with the terms 
and conditions stipulated by the Evangelical 
Training Database.    ‹‹

In 1995, Ray Windsor 
published the 2nd edition of the 
“World Directory of Missionary Training 
Programmes,” a catalogue of over 500 mis-
sionary training programs from around the 
globe.  This was one of the early missionary 
training resources published by the Mission 
Commission of the World Evangelical 
Alliance and the International Missionary 
Training Network (known at that time as the 
International Missionary Training Fellowship).  
As is the case with any printed directory, 
it did not take long before this valuable 
resource was outdated.  

The Mission Commission of the WEA 
occasionally studied the possibility of repub-
lishing this list, and these discussions began 
to focus on the developing Internet technol-
ogy as a preferred medium of delivery.  It was 
soon apparent that an online directory would 
allow institutions to register and update their 
information, which would better serve the 
needs of the institution as well as provide 
current information for those researching 
available missionary training. As such, when 
the IMTN developed its website “TheIMTN.
org,” one of the goals was to provide a direc-
tory using a self-registration and updating 
feature.  

Before this project could advance very 
far, this aspect of the IMTN website was 
intentionally halted.  
News of the Evangelical Training Database 
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Rob Brynjolfsen is married 
to Silvia from Argentina they 
served together with 
WEC International in South 
America, Europe and 
Equatorial Guinea and 
were involved primarily in 
leadership development. 

Rob was the founding director of Gateway 
Missionary Training Centre, Langley, BC, 
Canada and presently is the pastor of 
Esperanza Multicultural Church, Burnaby, BC, 
Canada and the program director for Gateway 
Missionary Training Centre. He also is in 
leadership for the Integral Ministry Training 
Centre (IMTN)
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Toronto Statement on the Crisis in Sri Lanka

Brian O’Connell

table and resolve differences through a negoti-
ated settlement.

 To pray that the LTTE and the government 
of Sri Lanka will cease hostilities, respect 
international humanitarian norms, safeguard 
passage for the evacuation of civilians, and 
take every effort to minimize civilian casual-
ties by making safety zones and Internally 
Displaced Persons (IDP) camps truly safe and 
widely known.

 To support humanitarian efforts to ensure 
that there is food and medical care available 
to the civilian populations, as well as to sup-
port the full provision of comprehensive serv-
ices wherever civilians are located.

 To pray that internationally accepted stand-
ards of protection and care are carried out 
within IDP camps, including the freedom of 
movement to civilians and access of outside 
aid agencies to the civilians in the camps and 
among other displaced communities.  

 To pray for and support the freedom of 
worship and access to priests and religious 
leaders, including allowing them to visit IDP 
camps, since there are no compelling security 
or other bases for constraining these funda-
mental rights.

 To pray for the many churches located 
within the conflict zones.  These peace lov-
ing citizens from all ethnic backgrounds are 
uniquely placed to assist in restoring peace 
and rebuilding and reconciling the commu-
nity.

The Religious Liberty Partnership 
commits:

 To support work towards the religious 
rights of all Sri Lankans, including the rights 
to freely change one’s beliefs and freely propa-
gate those beliefs without governmental inter-
ference or permission.

 To support international, regional, and local 
efforts to end hostilities, resolve the conflict 
and seek an enduring peace in Sri Lanka.  

Issued by the Religious Liberty Partnership (April 2009)

 To encourage other likeminded organiza-
tions to also promote and support this state-
ment.  We stand in solidarity with the church 
in Sri Lanka which endeavors to extend 
prayer, humanitarian assistance, and as loyal 
citizens of the country, urging their govern-
ment to abide by international standards for 
humanitarian assistance and religious free-
dom for all. 

 To call on the worldwide church to partner 
with the Sri Lankan church in extending its 
aid in the reconstruction and rebuilding of 
communities, as well in extending assistance 
to victims of religiously motivated violence 
and injustice.

 To call on the international community to 
renew its efforts to strengthen the governmen-
tal ability to affirm human dignity values.

 To call for all our constituencies and the 
church worldwide to pray for the Sri Lankan 
church as it seeks to respond in a Christ-like 
fashion to any religious liberty violations, and 
to pray until this crisis has been resolved and 
the freedom of all citizens are fully restored 
under the rule of law.

Members of the Religious Liberty 
Partnership (websites are listed for prayer 
resources and additional information):

 Advocates International, USA:  www.advo-
catesinternational.org

 All India Christian Council, INDIA:  www.
indianchristians.in/news

 China Aid, USA:  www.chinaaid.org
 Christian Solidarity Worldwide, UNITED 

KINGDOM:  www.csw.org.uk
 Danish European Mission, DENMARK:  

www.daneu.dk
 Friends of the Martyred Church, FINLAND:  

www.martyredchurch.net
 HMK, SWITZERLAND:  www.hmk-aem.ch
 Hilfsaktion Märtyrer Kirche, GERMANY:  

www.h-m-k.org

 International Christian Concern, USA:  
www.persecution.org

 International Institute for Religious 
Freedom, GERMANY, SOUTH AFRICA, SRI 
LANKA:  www.iirf.eu

 Jubilee Campaign, USA:  www.jubileecam-
paign.org

 Norwegian Mission to the East, NORWAY:  
www.nmio.no

 Middle East Concern, MIDDLE EAST:  
www.meconcern.org

 Open Doors International, THE 
NETHERLANDS:  www.opendoorsuk.org

 Release International, UNITED KINGDOM:  
www.releaseinternational.org

 The Voice of the Martyrs, CANADA:  www.
persecution.net

 World Evangelical Alliance Religious Liberty 
Commission, GLOBAL:  www.worldevangeli-
cals.org/commissions/rlc

For more information on the Toronto 
Statement or on the Religious Liberty 
Partnership, contact Brian O’Connell, RLP 
Facilitator at: 

 Brian@REACTServices.com; 
 +1 425-218-4718. ‹‹

The Religious Liberty Partnership 
(RLP) is a collaborative effort of 
Christian organizations from around 
the world focused on religious liberty.  
The RLP seeks to more intentionally 
work together in addressing advocacy 
and in raising the awareness of reli-
gious persecution globally.  Members 
of the RLP are primarily involved 
(that is the majority of their time, 
personnel, and resources) with min-
istry to persecuted Christians and/or 
on religious liberty issues in whatever 
context and strategy.  
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Trading Company; gives a comprehensive his-
tory and draws conclusions to learn from for 
today’s business as mission activities.

de Soto, Hernando. The Mystery of Capital, 
Why Capitalism Triumphs in the West and 
Fails Everywhere Else. New York, NY: Basis 
Books, 2000.

Examines the problem of why some 
countries succeed at capitalism and others 
fail. He finds a link to the legal structure of 
property and property rights of each nation.

Eldred, Kenneth A. God is at Work: 
Transforming People and Nations through 
Business. Ventura, CA: Regal Books, 2005.

Examines the objectives and approaches 
of kingdom business—for-profit business ven-
tures designed to facilitate the transformation 
of people and nations.  Gives a history of 
business as an agent of mission and 
current examples.

Goheen, William. The Galtronics 
Story. Wipf and  Stock, 2004.

The story of one international business 
that has been a means to bring blessing to a 
nation and the gospel to the people.

Grudem, Wayne. Business for the Glory of 
God: The Bibles Teaching on the Moral 
Goodness of Business. Wheaton, IL: 
Crossway, 2003.

Examines how business, in particular 
ownership, employment, profit, money, ine-
quality of possessions, competition etc. may 
glorify God. 

Knoblauch, Dr. Jorg and Jurg Opprecht. 
Kingdom Companies: How 24 Executives 
Around the Globe Serve Jesus Christ 
through Their Businesses. Self published, 
2004.

Introduces kingdom companies—those 
businesses that operate on biblical values and 
as a means of spreading the gospel. Highlights 

principles for kingdom companies through 
short company profiles. 

Lai, Patrick. Tentmaking: Business as 
Missions. Carlisle, UK: Authentic Media, 
2005.

A comprehensive manual on tentmaking, 
with an emphasis on presenting Jesus to the 
least reached peoples. Addresses aspects of 
working cross-culturally in a business and the 
workplace as the primary arena of ministry. 

Middelmann, Udo. Christianity Versus 
Fatalistic Religions in the War Against 
Poverty. Colorado Spring, CO: Paternoster, 
2007.

Explores and explains the need for world-
view shifts; how a Judeo-Christian worldview 
is conducive for human development, includ-
ing business development. Also deals with the 

inadequacies of aid, and proposes 
business as a key to restoration of 
human dignity and wealth crea-

tion.

Moyo, Dambisa. Dead Aid: Why Aid Is Not 
Working and How There Is a Better Way 
For Africa. New York: Farrar, Straus and 
Giroux, 2009.

Moyo describes a sharp contrast between 
African countries that have rejected the aid 
route and prospered versus others that have 
become trapped in a vicious circle of aid 
dependency, corruption, market distortion, 
and further poverty, leaving them with noth-
ing but the “need” for more aid. 

Novak, Michael. Business as a Calling: 
Work and the Examined Life.  New York: 
The Free Press, 1996.

Examines the interplay between religion 
and business and the effect on the moral and 
social condition of a nation.

Olson, J. Gunnar. Business Unlimited: 
Memories of the Coming Kingdom. Orebro, 

Plummer & Tunehag

Baer, Michael R. Business as Mission: The 
Power of Business in the Kingdom of God.  
Seattle, WA: YWAM Publishing, 2006.

Baer challenges Christian business people 
to move from unbiblical, compartmentalized 
thinking about their ministry and business 
lives.  He addresses the characteristics of a 
kingdom business that will have an impact on 
the world. 

Befus, David R. Kingdom Business:  
The Ministry of Promoting Economic 
Development. Miami: Latin America Mission, 
2002.

Befus writes from his experience in inte-
grating ministry with economic activity and 
presents five models of integration. Spanish 
and English translations.

Befus, David R. Where There Are No Jobs: 
Enterprise Solutions for Unemployment 
and “Public Goods” for the Poor. Miami: 
Latin American Mission, 2005. 

Befus explores methodologies for tackling 
unemployment and bringing transformation-
al development through: service enterprises, 
public goods support, business incubators, 
micro credit and revolving loans, business as 
mission.

Chan, Kim-kwong, and Tetsauno 
Yamamori. Holistic Entrepreneurs in 
China:  A Handbook on the World Trade 
Organization and New Opportunities for 
Christians. Pasadena, CA:  William Carey 
International University Press, 2002.

Practical information on the economic 
changes taking place in China and the oppor-
tunities for Christian business entrepreneurs 
being created.

Danker, William. Profit for the Lord.  
Eugene, OR: Wipf & Stock, 2002.  Originally 
published by Eerdmans, 1971.

Economic activities of the Moravian 
Mission movement and the Basel Mission 

MiSSional BUSineSS
annotateD BiBliogRaPhY
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SE: ICCC, 2002. Copenhagen: Scandanavia 
Publishing House, 2004. 

The autobiography of Gunnar Olson, 
founder of the International Christian 
Chamber of Commerce. A story of an inti-
mate walk with God which has lead to the 
author being used to influence nations. 

Prahalad, C.K. The Fortune at the Bottom 
of the Pyramid: Eradicating Poverty 
through Profits. Upper Saddle River, NJ: 
Wharton School Publishing, 2005.

The relationship between business 
and development in developing nations. 
Examining the entrepreneurial ability and 
buying power of the poor.

Rundle, Steve, and Tom Steffen. Great 
Commission Companies: The Emerging 
Role of Business in Missions.  Downers 
Grove, IL:  InterVarsity Press, 2003.

Introduces principles for Great 

Commission Companies in the context of 
globalization. Provides five case studies from 
businesses involved in mission.

Rundle, Steve, ed. Economic Justice in a 
Flat World: Christian Perspectives on 
Globalization. Carlisle: UK: Paternoster, 
2009.

Leading economists address how current 
global economic integration and globalization 
affects the poor. 

Seebeck, Doug and Timothy Stoner. My 
Business, My Mission: Fighting Poverty 
through Partnerships.  Grand Rapids, MI: 
CRC Publications, 2009.

The story of partnerships developed 
between Christian business people, mobilized 
with the idea that God has called them into 
mission through business, and entrepreneurs 
in developing countries, in order to fight 
poverty.

Sherman, Doug, and William Hendricks. Your 
Work Matters to God. Colorado Springs, 
CO:  NavPress, 1987.

Clearly sets out theological basis for work 
having intrinsic value in itself and in contrast 
to the “sacred-secular dichotomy.”

 
Silvoso, Ed. Anointed for Business:  How 
Christians Can Use Their Influence in 
the Marketplace to Change the World. 
Ventura, CA:  Regal, 2002.

Silvoso shows how ministry in the 
marketplace should go hand in hand 
with building God’s kingdom and trans-
forming society. He urges the church 
to overcome the barriers that remain to 
integrating business and ministry.

Silvoso, Ed. Transformation: Change 
the Marketplace and You Change the 
World. Ventura, CA: Regal Books, 2007.

Silvoso addresses five ideas that are 
essential for the transformation of people 
and nations: discpling nations, reclaim-
ing the marketplace, looking at work as 
worship, becoming salt and light and 
eliminating poverty.

Steffen, Tom A. and Mike Barnett, 
eds.  Business as Mission: From 
Impoverished to Empowered. 
Evangelical Missionary Society Series 14. 
Pasadena, CA: William Carey Library, 

2006.
A collection of essays on the subject of 

business as mission from the Evangelical 
Missionary Society conferences of 2005.

Stevens, R. Paul.  The Other Six Days:  
Vocation, Work, and Ministry in Biblical 
Perspectives. Grand Rapids, MI:  Eedermans, 

1999. Explores the theological, structural and 
cultural reasons for the divide between those 
who “do” ministry and those to whom it is 
“done.” Stevens shows that the clergy-laity 
division has no basis in the New Testament 
and challenges all Christians to rediscover 
what it means to live daily as God’s people. 

Stevens, R. Paul. Doing God’s Business: 
Meaning and Motivation for the 
Marketplace. Grand Rapids, MI: Eerdmans, 
2006.

Stevens explores the potential of business 
as a location for practicing everyday spiritual 
disciplines and as a source of creativity and 
deeper relationship with God.

Suter, Heinz and Dr. Marco Gmur. Business 
Power for God’s Purpose. Greng, SW: VKG 
Publishing, 1997.  

Introduction to the role of business in the 
task of world evangelization, including history 
and ethics and some cases. Concludes with 
some principles for application.

Swarr, Sharon B. and Dwight Nordstrom. 
Transform the World:  Biblical Vision 
and Purpose for Business.  Center 
for Entrepreneurship and Economic 
Development, 1999.   

A Biblical introduction to the domain of 
business followed by some practical guides and 
principles for developing “Great Commission 
businesses.” 

Tunehag, Mats, Wayne McGee & Josie 
Plummer, eds. Business as Mission. 
Lausanne Occasional Paper No.59, 2005.

Landmark paper defining and describing 
the business as mission movement and set-
ting out a challenge to the global church to 
respond. A global, extensive and comprehen-
sive assessment of BAM in theory and praxis. 
The report provides an important framework 
for many BAMers around the world.

Yamamori, Tetsunao, and Kenneth A. Eldred, 
eds. On Kingdom Business:  Transforming 
Missions through Entrepreneurial 
Strategies. Wheaton, IL:  Crossway Books, 
2003.

Divided into three parts: case studies, 
essays and conclusions, this is a thorough 
introduction to the concept of kingdom busi-
ness from a broad range of experienced con-
tributors. ‹‹
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the “10 Guiding Principles of Good 
Business as Mission” particularly useful. It 
is so easy in the pressures of everyday life 
to lose perspective. Those of us who have 
grown up in Western cultures, based as 
they are on Greek thought, have a natural 
tendency to dualistic thinking. Something 
that starts out with the right goal in mind 
can easily get diverted by tyranny of the 
urgent. Building these ten principles into 
the operating principles of any kingdom 
venture is imperative.

 
The paper includes four 

examples of organizations that 
are involved in business as mission 

activities. However, understandably, given 
the limitations of a paper of this nature, 
the stories are greatly summarized and 
lacking in detail. People interested in this 
subject would be well advised to supple-
ment the reading of this paper with other 
books that describe in more detail stories 
of successful practitioners. ‹‹

Why is Indonesia the world’s most popu-
lous Muslim country? This is the question 
Michael Baer posed to an Indonesian. The 
answer the Indonesian gave demonstrates 
why business is such an important tool for 
the spread of the gospel. When the Dutch 
traders arrived in Indonesia, missionaries 
from Holland accompanied them. They set up 
mission compounds from which they would 
conduct mission trips, make a few converts 
and then return to their mission compound. 
When the Muslims arrived in Indonesia, they 
arrived as traders, merchants, manufacturers 
and artisans. They lived among the popula-
tion as an integral part of them and their faith 
transferred naturally to the local population. 
Business as mission is not a new gimmick. 
It is not a platform to spread the gospel. It is 
an authentic way of life that has the power to 
transform communities.

 
For those who are new to business 

as mission, this paper is an outstanding 
resource. Part 1, “Setting the Scene,” defines 
what business as mission is and what it is 
not. This is very important because much 
of what is labeled business as mission these 
days is usually just a platform for doing mis-
sion. The authors then go on to outline the 
biblical foundations for business as mission 
and place it in the context of the world today. 
They outline the opportunities and challenges 
facing this new “Global Movement.”

 
In Part 2, the authors get practical by 

first listing “10 Guiding Principles for Good 
Business as Mission Practice” and then demon-
strating their application through showcasing 
four examples of Kingdom businesses. A few 
of the principles outlined in this paper are 
that Kingdom business:

 must be profitable and sustainable in the 
long-term, 

 must have a Kingdom motivation, purpose 
and plan

 must aim for the holistic transformation of 
individuals and communities.

 
Many people respond enthusiastically 

when the concept of business as mission 
is mentioned, but the discussion remains 
largely academic. We see very few business-
men or women taking up the challenge to go 
cross-culturally and establish businesses with 
a missional purpose. The authors have, there-
fore, included a section on mobilization in Part 
3. This is followed naturally by a discussion 
of the role of mission agencies in 
this new paradigm.

 
In the final section, this paper 

becomes very practical again. It suggests 
specific action steps that all the role players 
(from individuals to Christian media) can 
take and then ends with a business as mis-
sion manifesto.

 
For unknown reasons, the mission 

world, until now, has overlooked the power-
ful role business can play in redemption. 
Missionaries and mission agencies have been 
quick to adopt most tools that can forward 
the kingdom, like medical missions. Business, 
however, has been the orphan child.  And 
yet, when entering many parts of the world 
we find that business people are welcomed 
with open arms. The positive role that busi-
ness can play in mission goes well beyond 
providing a platform for the preaching of the 
gospel. Business, done biblically, is in itself 
redemptive. Written in 2004, this paper is as 
timely as ever.

 
The authors have done an outstanding 

job of covering most bases with regard to this 
subject. Thus, for those who are tackling this 
topic for the first time, this document is an 
excellent primer. It covers the theological jus-
tification for business as mission but also cov-
ers much of the practical angles too. I found 

Piers Vander

ReVieW oF laUSanne oCCaSional PaPeR no. 59
on BUSineSS aS MiSSion, MatS tUnehag, ed.

Piers vAnder is The direcTor of gloBAl 
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“The goal of business is to maximize sharehold-
ers wealth.” That is the mantra of many business 
schools and Wall Street.  For Christian business 
people, the result of living by this philosophy is 
a dualistic life, racked by tensions. On the one 
hand, the Christian business person wants to serve 
his Creator and Savior. On the other hand, maxi-
mizing profit is the order of the day. So people in 
this situation try to resolve the dilemma by giv-
ing generously to the church and other Kingdom 
organizations.

Jeri Little demonstrates, in vivid techno-color, 
that there is a different way—a biblical way. Jeri, 
an accomplished businessman and entrepreneur, 
lives his life in tune with the Lord he serves. 
Business is mission to Jeri because he realizes 
that every part of his life is intended to serve his 
Master. Merchant to Romania is a remarkable story 
of the courage and faith of an ordinary person liv-
ing out his faith.    

At one level, this book simply tells the story 
of Jeri’s adventures from the coast of California 
to rugged Romania. Jeri lived the comfortable life 
of a successful insurance executive. He owned a 
large 5000ft2 house and had all the trappings of 
success.

Challenged by his friend and mentor, Dan 
Dyk, Jeri tentatively ventured into the world of 
mission by embarking on a vision trip to Romania 
before the collapse of communism. Returning 
home to California, Jeri expected to pick up 
where he had left off. But he could not. His visit 
to Romania had changed his life and his faith was 
about to be tested in many unique and remark-
able ways. After a number of follow-up trips to 
Romania, God led Jeri to relocate his family there 
in order to establish his first business venture—a 
thrift store—in the town of Iasi. Communism, 
especially in its unique Ceausescuan form, had 
devastated the economy of the country. Quality 
used clothing from America proved to be in 
great demand in Romania. One store grew into 
multiple stores and a profitable business that 

not only provided jobs for desperate nationals, 
but also produced profits that could be plowed 
back into local ministry. Above all, the business 
was an enormously important tool for the disci-
pling of Romanian believers. Through the rigors 
of everyday business, Jeri was demonstrating to 
Romanians how to be faithful stewards of God’s 
resources. 

      
The thrift stores were only the first step in 

God’s plan for Jeri in Romania. Jeri became over-
whelmingly convinced of God’s call to pursue fur-
ther business ventures in Romania. This book tells 
how Little Texas, an American-style restaurant, was 
started—and how it eventually developed into a 
successful hotel.

At a deeper level, this book has a profound 
message for the attentive reader. It reveals what 
can be achieved when we abandon ourselves to 
God in service of his mission of redemption. It 
also is a story that is applicable even to those of 
us who are not called to travel halfway across the 
world to evangelize a nation.  The principles that 
Jeri lives by can be implemented by all of us—
whether home or abroad. For instance, Jeri’s insist-
ence on ethical business standards brought him 
in direct confrontation with local businesses and 
authorities as corruption is the norm in Romanian 
life. But this gave Jeri the opportunity to demon-
strate the kingdom of God in ways more powerful 
than any sermon could achieve. It is difficult to 
overstate the impact that Jeri and Little Texas have 
had on the people of this town.

      
 Business as mission has become a popular 

theme in 21st-century mission work. However, 
there are very few current examples of effective 
BAM models. Little Texas is one of the few. This 
book is a refreshing and honest account of the 
journey Jeri and his family took as they followed 
God’s call on their lives. Read it—and be chal-
lenged to follow their example. ‹‹

MeRChant to RoMania: BUSineSS aS 
MiSSionS in PoSt-CoMMUniSt eaSteRn eURoPe

JeRi little, DaY one PUBliCationS, 2009, 224 PageS

Reviewed by: 
Piers Vander
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Now, take the next step!

iBAM standard is the full 5 week course covering 

all aspects of business as mission, for those who are 

preparing to launch a business as mission project or 

those already involved who want further equipping.

Dates: !16 January – 19 February

Cost:  US$2800

iBAM 2010: Preparing you for successful business as mission initiatives 

iBAM includes:
! Biblical, theoretical and practical foundations 

for business as mission. 

! Personal development and cross-cultural 

understanding. 

! Business development, teaching and 

coaching on business operations. 

! The opportunity to develop a business plan 

and focus in on knowledge and skill gaps.

iBAM explore is a 3 week option for those 

investigating business as mission, for multipliers in other 

organizations or those with some business experience 

who want a foundation in business as mission.

Dates: !!16 January – 6 February

Cost:        US$2000

iBAM incorporates dynamic classroom teaching, discussion and group work plus visits to local businesses, one-on-

one coaching and an eye-opening one week field trip to visit business projects in the SE Asia region. 

The Introduction to Business as Mission (iBAM) course is designed to stretch your thinking, deepen your 

understanding and address the practical questions, the how-to’s. 

Introduction to Business as Mission Course
16 January to 19 February 2010   Chiang Mai, Thailand

3 easy ways to connect
Call us  +44 20 3239 3574

Email to bamtraining@oval.com

Visit   www.businessasmission.com

“High quality speakers, visits to practitioners and teaching in 

what!s involved in business in a missional context make this 

a vital course for people seeking to explore business 

as mission.”  Participant 2009

Course team
iBAM training is facilitated by the Youth With A Mission, Business as Mission Resource Team, in partnership with 

internationally recognized teachers and experienced business coaches. Business as mission practitioners and 

business people give input throughout the course. Our Resource Team supports business as 

mission projects world-wide through networking, communication and training. 

We affirm and equip the new wave of people called by God to make an impact in the 

nations through business. Business as Mission

August 2009 Final.indd   43 9/9/09   9:56 AM



August 2009 Final.indd   44 9/9/09   9:56 AM


