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  Foreword




  In the summer of 1998 I received an e-mail from a friend who was participating in a series of meetings at the Oxford Center for Mission Studies. He was seeking input on a discussion they were having about the difference between what they were calling “Business as Mission” and “Business with a Christian Hat.” I remember being intrigued by those terms because they captured something I too had been thinking about, namely, how to explain the difference between Christian-owned businesses that are actively seeking to advance the cause of Christ in the neediest parts of the world and those that are “merely” doing business, albeit with integrity and grace. Eventually, Tom Steffen and I adopted the term Great Commission Companies to describe the former. The latter term quietly, and thankfully, disappeared.




  Much has changed in the ten years since those meetings. The term Business as Mission (BAM) is now almost ubiquitous in mission circles, and it is hard to find anyone who does not support the idea or claim to be involved in it in some form or fashion. However, many are feeling ill-equipped or confused. With the passage of time the term is now being applied to a much wider range of activities than originally envisioned. Some are even starting to push back, asking, in effect, Where’s the beef? Much of the ambivalence or skepticism can be attributed to the fact that theologians and missiologists are still catching up, trying to understand the many different facets of BAM and how they fit (or don’t) with God’s timeless plan for humankind and the purpose of the church.




  One thing is clear: BAM is not the be-all and end-all of missions. Economic transformation alone does not educate children nor eradicate disease, for example. But there is now abundant and compelling evidence that a properly motivated and managed business can, in its own unique way, draw attention to Christ and be a profound blessing to a community. The question of what defines a “properly motivated and managed business” is the subject of this book. Neal Johnson is uniquely qualified to write it. After a distinguished business career in international and domestic law and banking, and years on the mission field as a pastor, tentmaker, educator, marketplace ministry leader, and BAM advocate, he pursued an M.A. in international community development and a Ph.D. in intercultural studies and missiology, both from Fuller Theological Seminary’s School of World Mission. His Ph.D. focused on the emerging “marketplace mission” movement and all its many facets and players. This book represents a convergence of those varied experiences.




  In this book Dr. Johnson does a masterful job of explaining that movement and its missiological significance. He also moves the conversation forward by providing insights—drawing from his personal experience and his research—into the how-to questions that so many aspiring practitioners are asking. His book will be extremely useful to anyone interested in BAM, students as well as practitioners.




  Steve Rundle




  Associate Professor of Economics, Biola University




  Coauthor of Great Commission Companies: The Emerging Role of Business in Mission
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  Introduction




  “Faith by itself, if it is not accompanied by actions, is dead.”




  James 2:17




  “I am only one, But still I am one. I cannot do everything, But still I can do something. And because I cannot do everything, I will not refuse to do the something that I can do.”




  Edward Hall, 1822




  Whenever I speak to groups about integrating biblical principles into their businesses, leading their companies for Christ, becoming kingdom companies, practicing Business as Mission (BAM), and engaging others in the God-ordained mission of city and national transformation, I am always asked, How?




  Businesspeople everywhere see the concept, become excited about it and want to embrace it. The natural next step is implementation—doing it. And they haven’t a clue where to begin. That is the reason for this book. There are a number of truly excellent books on the market now for the chief executive officer (CEO) who wants to be intentional about integrating the Christian faith into the workplace or to use his or her God-given skills and business acumen for mission. But unfortunately, there are virtually no books that address the nagging how questions I am continually confronted with.




  There are simply no set formulas or models for faith integration, let alone the even greater task of BAM. That is understandable when we think of the myriad facets to our Lord’s interactions with humanity. So, too, the ways of doing BAM are as varied and complex as the Christians who practice it.




  There is, however, a systematic, strategic and tactical approach to the how challenge that can provide a guideline for motivated CEOs, entrepreneurs and business students who are eager to engage in BAM. This book will explore that challenge in depth as well as the reasons for making BAM the book’s primary focus.




  Of all the mission initiatives being practiced today, BAM has perhaps the highest potential for effecting sustainable, transformational, holistic kingdom impact to a hurting world. There is virtually no person on earth who is not directly or indirectly affected by the marketplace. That is true now and has been true in every era and every society throughout history. BAM’s capacity to reach the marketplace in every culture and nation in today’s world is nothing short of mind-boggling. Unfortunately, BAM is also by far the most complex and challenging mission strategy, especially in the how area. It requires a mastery of both the worlds of business and of missions (which includes the complex arena of holistic community development), and it must merge and contextualize into something significantly different than either can be alone. Further, in today’s pluralistic society, BAM’s outreach is not only international, it can also be domestic, even next door. Further, BAM is not solely oriented toward evangelism or discipleship; it is holistic—reaching the whole needs of the whole of humanity everywhere.




  But first, to build sustainability into the BAM movement, we need to educate the next generation of Christian leaders as well as CEOs, owners and entrepreneurs on both what BAM is and how to do it. My hope and prayer are that




  

    	this book will stimulate broad-ranging discussions and in-depth soul-searching as to how faith and work should and can intersect, and how Christian mission and the marketplace can be brought together in support of God’s kingdom




    	it will help people develop an intense interest in BAM and an in-depth understanding of how to do BAM in a crosscultural context




    	it will contribute to a massive new grassroots, holistic approach to mission through business that will spread globally




    	in BAM’s wake, people’s lives and their communities will be permanently and eternally transformed as they encounter Jesus and his followers in business




    	the church will come to see the enormous potential of this movement and wholeheartedly embrace it, and in so doing, will release the army of business men and women in their pews to engage the community for Christ and equip them with new forms of doing church to match the new forms of doing mission





    	this book will also cause each Christian business student, awakening entrepreneur and established businessperson to seriously consider engaging the world of BAM and using their calling to further his kingdom on earth


  




  Part One




  Business as Mission




  An Overview




  [The] idea is . . . simple: It assumes that the main players in overseas kingdom work are not trained cross-cultural missionaries or NGO professionals, but laypeople who take their current expertise (whether it is teaching, plumbing, electronics, or so forth) and use it to serve people in other nations. . . .




  “ I view the church as an army of missionaries sitting in the pews. My job is to mobilize them. . . .




  “ Some people talk about ‘business as mission,’ how we’re going to use business to do mission work. That’s an insult to the businessman, because to him business is his mission. His mission is the kingdom of God.”




  Bob Roberts Jr., interviewed by Mark Galli




  1
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  What Is Business as Mission?






  “The commercial business marketplace may well be the primary mission field of the twenty-first century.”




  Charles Van Engen




  For a blessing upon all human labor, And for the right use of the riches of creation,That the world may be freed from poverty, famine, and disaster, We pray to you, O Lord. For the poor, the persecuted, the sick, and all who suffer; For refugees, prisoners, and all who are in danger; That they may be relieved and protected, We pray to you, O Lord.




  Book of Common Prayer




  Today the term Business as Mission (BAM) is bandied about as a new church fad or mission buzzword. It has garnered a great deal of attention but not a great deal of action for three reasons: (1) it is difficult to define exactly what BAM means, (2) many people love the concept of BAM, but few really understand how to do it, and (3) those who do understand and undertake a BAM initiative seldom stop to count the true cost of the undertaking. I will attempt to clarify all three of these difficulties with this text.




  A Working Definition




  BAM is broadly defined as a for-profit commercial business venture that is Christian led, intentionally devoted to being used as an instrument of God’s mission (missio Dei) to the world, and is operated in a crosscultural environment, either domestic or international. BAM companies are themselves ministries at two levels. First, they minister to all those who are directly in the business’s spheres of influence, such as their workforce and their families, suppliers and vendors, investors and creditors, customers and clients, even competitors. Second, they engage the community they operate in and undertake holistic, people-impacting community-development initiatives. Some might say that BAM is crosscultural business plus community development. BAM is, however, not that easily pigeonholed.




  In modern times the idea of business as mission was revived and promoted as a means to gain access to countries that close their borders to traditional missionaries. The reasons that these so-called closed (or creative) access nations (CANs) or restricted access nations (RANs) deny visas to Christian missionaries are varied, but frequently they arise from either the church’s association with the nation’s colonial past or the church and its missionaries posing a threat to the country’s politically dominant religion or other power structures. Not infrequently, the secular or sectarian national government is simply anti-Christian. In practice these nations are frequently in the world’s undeveloped (predeveloped) countries that are usually characterized by rampant corruption, a wide gulf between rich and poor, a small or nonexistent middle class, endemic poverty, economic stagnation and hopelessness, limited actual religious and political freedom, and pervasive abuse of human rights.




  Having said this, I am compelled to state that any definition of BAM— including my own working definition on the previous page—is by its nature limiting and therefore inadequate. The 2004 Lausanne Working Group 30 on Business as Mission was composed of sixty-eight BAM activists from twenty-eight countries. After a week of meetings, our group concluded that it was virtually impossible to achieve a universally satisfactory definition of BAM. The best that the group could do was to note the almost infinite variety of connections between business and mission, and to discuss some of BAM’s key characteristics:




  

    	BAM is based on the principle of holistic mission




    	BAM has a kingdom perspective, kingdom business




    	BAM is different but related to


  




  – workplace ministries (marketplace ministries)




  – tentmaking




  – business for mission (donation of business profits for mission)




  

    	BAM does not condone nonbusiness and nonmissions (it must be real business and real missions, simultaneously)




    	BAM pursues profit




    	BAM comes in all shapes and sizes




    	BAM is not about jobs and money—per se




    	BAM’s ultimate bottom line is ad majorem Dei gloriam, “for the greater glory of God”[1]



  




  Nonetheless, one of the participants, Tom Sudyk, the founder and CEO of a BAM enterprise, the EC Group (Evangelistic Commerce) in Grand Rapids, Michigan, proffered a definition: BAM is “the Strategic use of authentic business activities to create cross-cultural opportunities to minister and evangelize within the business’s spheres of influence with the aim of holistic transformation.”[2] Mats Tunehag, the BAM track facilitator at the 2004 Lausanne Conference in Thailand, takes a more negative line, describing what BAM is not:




  BAM is real business, not Christian charity in a business disguise. But it is more than just business. Two approaches to business that do not come within the scope of “business as mission” by any definition are: (1) Fake businesses that are not actually functioning businesses, but exist solely to provide visas for missionaries to enter countries otherwise closed to them. (2) Businesses that purport to have Christian motivations but which operate only for private economic advantage and not for the kingdom of God. Neither do we mean businesses run by Christians with no clear and defined kingdom strategy in place.[3]




  Tunehag later gave his own definition of what BAM is: “Business as Mission is 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 great glory of God.”[4]




  Ken Eldred says, “Kingdom businesses [BAMs] are for-profit commercial enterprises in the mission field of the developing world through which Christian business professionals are seeking to meet spiritual, social and economic needs.”[5] Notwithstanding the differences in definition, the essence is the same: crosscultural Christian mission in and through business.




  R. Paul Stevens, quoting Sunki Bang of the Business Ministry of Seoul, Korea, offers some additional, useful distinguishing features of BAM:




  

    	business and mission—two isolated activities




    	business for mission—using the proceeds of business as a way of financing mission




    	business as a platform for mission—work and professional life as means of channeling mission throughout the world (in Korea such people are called businaries)




    	mission in business—hiring nonbelievers and offering chaplaincy services with a view to leading them to Christ




    	business as mission—business as part of the mission of God in the world[6]



  




  A Historical Perspective




  BAM arises from a deep, abiding concern for the impoverished people of the world, especially those in the area that has come to be known as the 10/40 Window, which was coined by Luis Bush in 1990 and describes a geographic rectangle from 10 degrees north to 40 degrees south of the Equator and stretches from West Africa to East Asia. This area contains half of the world population (about 3.2 billion people), 95 percent of whom are unevangelized (in fifty-five of the least evangelized nations), and 85 percent of whom are among the world’s poorest of the poor. The 10/40 Window’s dominant religions are Islam, Hinduism and Buddhism.[7]




  Historically, God’s people have responded to their concern for these people through traditional church or mission-agency missionaries. Some of these missionaries were supported by their sponsors, but many were not. William Carey, the father of modern missions, was a cobbler who set up a printing business in India to support himself, his family and their ministry. In fact, business has been used for centuries to support missionaries on the field, but it was not until the last two decades that it was approached as a specific mission strategy in and of itself.




  BAM’s Rebirth: From the Ashes of Colonialism




  The shift in perception and practice primarily resulted from the collapse of colonialism. During that era the church was often a useful and complicit tool in the colonial powers’ foreign policies. In most situations the colonialist state and the church worked hand in glove to subdue, occupy, govern and convert conquered peoples and nations. As such, the church incurred the enmity that was directed at the colonial powers themselves. When independence came, the colonials left almost overnight. Amid the reactionary responses, the newly independent states passed laws and policies that restricted the church’s activities and forbade missionaries from entering their countries. That is where the term restricted access nations (RANs) originated.




  The church noted that these new nations were eager, even desperate, to initiate economic reforms and to grow their business sectors. While they would not allow Christian church workers or missionaries into their countries, they welcomed Western businessmen, Christian or not, with open arms. The church saw this as an opening and began sending missionaries into these countries under the guise of business. They lied on their visa applications, entered the countries, set up shell businesses and then proceeded to use those businesses as covers to initiate mission activities. That creativity led to the term creative (or closed) access nations (CANs).




  People of those nations may have been poor and underdeveloped, but they were not stupid. They saw through the ruse and realized that these missionaries had not only lied but were adding nothing of value to the country’s economic growth. Accordingly, many missionaries were forced to leave their assignments and return home. This was tragic in several ways, but in particular it shut down the mission outreach within those countries and conveyed the wrong message to their officials and people. It told them in unequivocal terms that Christianity is a foreign, Western religion that uses lies, deception and trickery to get its way. Further, its God, this Jesus and its emissaries are not people of honesty and integrity and are not to be trusted or associated with.




  BAM Is Real Business




  BAM arose from this hotbed of controversy. Christian businessmen and women saw that while missionaries were excluded or even evicted, businesspeople were welcomed into these nations. They witnessed, often with dismay and disdain, the church’s counterproductive strategies. Being businesspeople who understood adding value to a society and—being moved by God—they purposed to use their business skills to succeed where the church had failed. That required creating (or purchasing) and operating real, legitimate, profit-oriented businesses in those countries and using them not simply for evangelism but also for holistic ministry to the people they targeted. They realized that establishing a real, for-profit business in the country was an ideal way to find legitimacy within the society; to add value to that society through the creation of jobs, products and services that benefit the people; and to develop credibility and trust for the gospel.




  This is not to say that BAM businesses were not faced with real, substantial barriers to their entry into the market. On close inspection it became apparent to these Christian businesspeople that the host countries were doing all they could to develop their nations economically, but that their businesses were in a primitive, often embryonic state. This was especially true for businesses producing exportable products; there were few that could compete on the global market. And many of these nations lacked the infrastructure so useful (essential) to rapid business growth and economic progress.




  Further, most businesses were being crippled by rampant corruption at every level of government and society. The reasons for the corruption were legion, from simple survival strategies by individuals in minipower positions to well-organized, brutal gangs and mafia, to despotic rulers at the highest levels of government. In each instance, justice, righteousness and fairness were subverted, leaving an unhealthy society in serious need of political reform, economic growth, jobs and Jesus. But such conditions—while imposing for BAM companies—ironically embody the essence of why BAM is needed. These countries are fertile, uncultivated soil that is ripe for the seeds of the gospel—seeds coming not merely from words but from seeing Christ in action through Christian businesspersons and their activities.




  BAM Is for Job-Makers




  In fall 2002, Tetsunao (Ted) Yamamori, who served for seventeen years as president of Food for the Hungry, and businessman Kenneth Eldred, founder of Kingdom Business Forums (KBF), convened a Consultation for Holistic Entrepreneurs. The purpose was to explore the BAM theme. The consultation unequivocally concluded that a BAM business is about job creation, value enhancement, wealth generation and product/service distribution at both the business and spiritual levels. To accomplish this, BAM must be about job making, never about job taking. In that sense BAM distinguishes itself from the classical concept of tentmaking. As Yamamori wrote in the preface to a compilation of the consultation’s BAM papers:




  Most tentmakers are “job-takers.” . . . In contrast to regular tentmakers, kingdom entrepreneurs [i.e., BAM practitioners] are job makers, starting small to large for-profit businesses. These businesses are not fronts to get into closed countries (with the attendant ethical problems), but real enterprises that meet real human needs. . . . Their goal is to share the gospel and make disciples across cultural divides while starting and maintaining for-profit businesses that produce tangible goods and services. . . .




  Kingdom entrepreneurs are business owners, called by God, to do ministry through business. They are business owners rather than business employees. They are entrepreneurs rather than salaried men and women. They are engaged full-time in business. They are more like Aquila and Priscilla than like Paul (Ac. 18:1-5, 24-26).[8]




  Tunehag takes the same tack, albeit a bit more caustically. He divides the business-mission world into three categories, “job takers, makers and fakers,” respectively: tentmakers, BAMers and missionaries pretending to be businesspersons.[9]




  A Strategic Economic Paradigm




  When approaching mission, the church learned long ago that its colonialist and postcolonialist mission paradigm was broken. Since then it has struggled with how to conduct mission in today’s globalized world in a way that is incarnational, holistic and strategic. BAM seems well-suited for that role, not as a replacement for traditional mission but as a strategic supplemental approach. Let’s examine some ways in which BAM is an ideal strategy to simultaneously provide economic stimulation, to be a key player in community transformation (both within the United States and abroad) and to be a specific mission strategy for evangelizing and discipling the world for Christ.




  An economic stimulus strategy. During the past two decades, mission-minded Christian businesspeople have seen that BAM—aside from its evangelistic component—has a formidable holistic, economic development component. Not only do the BAM companies create valuable products and services to meet people’s chronic needs, but in so doing, they create jobs. Those jobs in turn create wages, which give people buying power. With their increased purchasing power these new employees are now able to buy goods and services that will improve living standards, health, housing, food, education and opportunities—not only for themselves but for their children and their children’s children. Further, this process will allow people to retain the dignity, self-esteem, healthy pride and realistic hope that come from being usefully employed and economically self-sufficient.




  Economically, this increased purchasing power ignites the economic multiplier effect and spreads the economic benefit to the entire community. This occurs when the money circulates from the new employee’s hands into the hands of other shopkeepers, thereby boosting their businesses, profits and purchasing power as well. The multiplier effect also provides an increased demand for goods and services that motivates others to see a profit-making opportunity, which then creates additional jobs and produces an upward spiral of economic activity.




  This cycle is the heart of BAM’s business-development component: creating businesses that create jobs that put money in the hands of marginalized people and thereby allows them to climb onto the bottom rung of the economic development ladder. Once on the ladder the free-market economic engine begins to move, allowing them to slowly ascend upward from one rung to the next. With each higher rung the economic engine moves at a faster pace and allows the people and their communities (and nations) to develop the capacity to realize better, fuller, healthier, richer lives. It also gives these people a stake in the stability of the society and, collectively, can begin raising their hopes, aspirations and expectations. While such upward personal mobility can be potentially destabilizing in a traditionally stagnate society, it can also have a healthy political effect. If not thwarted by repressive governmental reaction, war or other catastrophic events, the end result is predictably positive: an increase in the quality of the community’s civic life, pressure for greater societal democratization and, hopefully, enhanced official accountability and even reduced corruption.[10]




  The potential economic, social, political and cultural implications of a successful BAM strategy are mind-boggling. This is not to say that the solutions to all urban ghetto problems are economic. Clearly they are not. Economics is, however, a major factor in virtually every such situation. People with productive, dignified, well-paying jobs have a greater capacity for, as the saying goes, being part of the solution rather than part of the problem. Many of the problems facing inner cities globally—drugs, violence, crime, gangs, prostitution, trash, graffiti, safety, sanitation, disease, education, welfare, health services, housing, youth and family displacement—can be positively affected when local people who are unemployed or underemployed have meaningful, society-building jobs.[11]




  In its essence BAM could be a major factor in the proverbial tide that raises all boats and all nations. There is the old saying, “Give a man a fish and you feed him for a day, but teach him to fish and you feed him for a lifetime.” BAM goes the next step and says, “Teach a man (or a woman) how to start a fishing business that creates jobs and you feed the community for generations.”




  A community transformation strategy. It has been said that a BAM firm’s chief characteristic is to “exhibit fruits, which become evident in the community” and that lead to community transformation: “A business working, creating, producing, and multiplying wealth, causes transformation to take place in the community. What was dead before takes on life. The poor become rich, the weak become strong, cities are rebuilt, houses and dwellings spring up, children are enabled, and the next generation is strengthened.”[12]




  To these BAM advocates and many others, God-honoring city and national transformation is the end game and the essence of BAM. Here are some of their thoughts:




  Simply stated . . . Kingdom business is for-profit business ventures designed to facilitate God’s transformation of people and nations. Business becomes a missions tool for ministering to those with real needs, both economic and spiritual. Addressing both needs is important for either to succeed. Though the practice of Kingdom business takes on many forms, what unites these efforts is a commitment to sustainable transformation.[13]




  Societal transformation is high on God’s agenda and the chief catalytic force to bring it about will be Christians ministering in the marketplace.[14]




  Today millions of men and women are similarly called to full-time ministry in business, education and government—the marketplace. . . . [T]hey can do more than just witness; they can bring transformation to their jobs and then to their cities—as happened in the first century.[15]




  We need to see this as a valid Christian ministry . . . an holistic ministry, to see societies transformed by the power of the gospel displayed in the market place, harnessing its power for God’s kingdom.[16]




  It is a global movement[17] that is having a global transformative impact: “There is a revival coming, revival that is returning us to our roots to understand what the early church understood—that work is a holy calling in which God moves to transform lives, cities and nations.”[18]




  A universal development strategy. While BAM started as a strategy for holistic mission to people in restricted and creative access nations, it quickly became apparent that it is a strategy that can go far beyond those nations. It is needed in every society in which there is rampant or endemic poverty or underdevelopment. In that sense, while BAM is a crosscultural strategy, it can also be used within the urban centers of the developed world. Within the United States alone, the inner cities of Los Angeles and Newark, Albuquerque and Detroit, and Seattle and New Orleans are ripe for BAM initiatives. The same can be said for Mexico City and São Paulo, Paris and London, Cairo and Johannesburg, Tokyo and Hong Kong, and Almaty and Moscow. Anyone who is familiar with any of these inner-city cultures knows that even when a local citizen enters them with a BAM initiative, it will be as much a crosscultural experience as a Christian from Orange County, Southern California, going into Bangladesh. Regardless of locale, all poor, marginalized people have dreams, ambitions and families, and all want a better life, but they need jobs, they need hope, and they need Jesus. BAM can help meet all of these needs, virtually anywhere.




  A Strategic Mission Paradigm




  Although BAM can be a powerful tool for effecting economic transformation of a community, it is so much more. At its heart it is a holistic mission strategy carrying the love and gospel of our Lord Jesus Christ to a lost and hurting world through the vehicle of business and the relationships created in that enterprise.




  [In BAM, the] emphasis is on mission as transforming community through business with an intentionality that Jesus is made known, encountered or followed. . . . This approach implies a holistic mission in which there is a conscious evangelistic engagement with the business world as a place where the Lordship of Christ and the Kingdom of God is hoped for and worked out in the decisions, culture, structures and systems of commercial life—the business of eternal living.[19]




  Certainly, we can help people holistically through BAM without giving Jesus the credit or letting the people know who their true benefactor is. But in so doing we betray those people, leaving them without the living water they really need. Unwittingly, we even portray our Christ—by his apparent absence—as an unloving, invisible, insensitive, impotent god. After all, in the final analysis these people need Jesus and his saving gospel much more than improved living standards. As one BAM practitioner is reputed to have said, “Without Jesus, we are simply giving them fuller bellies on their way to hell.”




  Therein lies the key to BAM: It is so much more than a potentially powerful business-development and community economic-transformation strategy, because it brings eternal hope and healing along with temporal prosperity.




  A Modern Mission Paradigm




  While BAM has significant historical roots within the broader church and its mission ventures, it is only in the recent past that it has assumed a life of its own as a specific mission strategy. The fact that its first appearance at a Lausanne Conference was not until 2004 attests loudly to its recent new visibility. In addition to the unique characteristics that define BAM in its modern state, six deserve special comment: BAM is a domestic and international, long-term, holistic, incarnational, contextually appropriate, empowering and real ministry to people in need.




  Domestic and International. For the first time in human history, over half of the world’s 6.7 billion people now live in urban areas. In 1990 the world’s population was 5.3 billion people; by 2020 it is estimated to increase by 2.3 billion people, to 7.6 billion. Further, of the 7.6 billion, 84 percent, or 6.4 billion, will be in LDCs (lesser developed countries) and 1.2 billion in MDCs (more developed countries) with a growth rate of about 1 percent per year.[20] This is a dramatic demographic shift from only thirty years ago. The largest cities of the world now have multiple millions of residents, with all of the social, cultural, economic, political and infrastructure issues that go with such large numbers of people living in close proximity to one another. That is compounded by the massive migration and immigration that has occurred over the past few decades. The rates of migration in many Third World cities have been far in excess of the cities’ capacities to absorb them. The resulting stress on city infrastructures alone has been debilitating. Health and welfare services, if any, are stretched to the maximum; law enforcement and educational systems are unable to cope; housing, utilities, garbage collection and sanitation services are wholly inadequate; and jobs, economic opportunity and social mobility are invisible dreams.




  Further, and perhaps most significant in the long run, where most cities were once predominantly monocultural, today there is hardly a city of any size anywhere in the world that does not have numerous ethnic, nationality and language groups. A good example is the greater Los Angeles area, which is home to more than 14.5 million people of whom 27 percent are foreign born, 52 percent of whom arrived between 1980 to 1990. Los Angeles County has 224 languages (not including dialects) spoken by groups from across the face of the planet. Thirty-eight percent speak a language other than English at home, with 69 percent speaking Spanish.[21] Similar demographics can be found in almost every major city worldwide.




  The point is that mission, which may be defined as crossing barriers (e.g., cultural, ethnic, geographic and religious) with the gospel, once was almost exclusively international. When a missionary spoke about going on the mission field it was invariably an international location distant from his homeland. It was over there—overseas, international, foreign. Over here, everyone was Christian (or Jewish), middle class and white. Over there, they were different. Over here and over there, the churches comprised ethnically similar worshipers, but in today’s migrating, populous, pluralistic, globalized world, that is no longer true. Now, urban populations are an amalgam of dissimilar looking, speaking, thinking, acting and worshiping people—and so are the churches.




  The implications of this for mission in general and BAM in particular are enormous. Quite simply it means, as Frecia Johnson has stated, that “mission is now next door as well as overseas; it is domestic as well as international.”[22] Similarly, where BAM was once exclusively used as a strategy for reaching remote, inaccessible nations, it is now a strategy that can be implemented virtually anywhere the entrepreneur has access, start-up capital and sufficient infrastructure to support the proposed business venture.




  Long term. In the days of William Carey (1793), the father of modern mission, missionaries were called to a particular foreign nation or people group and generally planned on being there for decades, if not for life.[23] In those days and in the two centuries since, missionaries were Christians who elected to spend their lives among foreign people, learning the local language and culture, bearing and rearing their children there, planting churches, shepherding their flock, and saving lost souls. Those were the days of wooden ships, long sea voyages and little or no contact with home for months or years at a time.




  How different it is today! With modern technology, travel capabilities, instant global communications, pervasive media and Western affluence, the days of life-time mission commitments to one people group or community are quickly becoming a thing of the past. Thankfully, there are still many committed Christians who are willing and available for long-term, even life-time, mission service and who are actually so serving—and they are true children of the faith. However, in today’s world the structure and strategy of missions by the sending agencies and churches has altered radically. Today a three-year commitment is a long-term commitment; today, many churches are as focused on short-term mission as on long-term mission, and today there is widespread recognition that short-term missions, while exceptionally valuable, tend to benefit the sending church more than the receiving church. In contrast, long-term missions were (and are) almost exclusively for the receiving church’s benefit and the most effective means for propagating the gospel and winning lost souls to Jesus.




  That is where BAM has an advantage. Like the missionaries of old, BAMers go to a country to establish a business and use it for mission purposes. By their very nature, businesses are designed to be long-lasting, even perpetual institutions that have a permanent presence in the community. As such a BAM entrepreneur is making a long-term if not a life-time commitment to live, work, play and minister among those people for years to come.




  Holistic. BAM entrepreneurs are committed to using their businesses as true platforms for holistic mission in the Lausanne tradition: “The holistic mission of the Kingdom is to take the whole Gospel, to the whole man, by the whole church, to the whole world. This is our mandate and our task.”[24]




  In simplistic terms, holistic mission means showing the love of Jesus to people in need by ministering to each of them as a whole human being and trying to address all of their needs and pain. In that regard it means meeting their spiritual needs for eternal well-being through evangelism and loving witness. That requires understanding their worldview of god(s) and spirituality, the powers of darkness and agentive versus empirical causation. It means meeting their emotional need for inner well-being through Jesus-centered prayer counseling and inner healing ministries. Finally, it means meeting their physical needs for outer well-being through international and economic development. As Christians we minister to the outer person to help create environments—businesses, homes, neighborhoods and communities—in which people can live safe, decent, healthy, happy, prosperous, directed lives of purpose, growth and meaning. We minister to those in pain, not just for the sake of their immediate relief but to show them that Jesus the Christ loves them and that he knows of their suffering, grieves with them over it and has sent his faithful followers to come alongside of them to help alleviate it—that is, to work with them, not dictate to them or do it for them. In that way we hope to bring eternal relief as well as physical relief. This involves ministries in areas like




  

    	
food, by providing famine and malnourishment relief and by addressing nutrition, food supplies and agricultural needs




    	
clean water, by drilling needed water wells, as well as addressing purification, sanitation, quantity, access and quality issues




    	
health and hygiene, through education at personal, family and community levels




    	
formal education, by wrestling with such issues as teachers, materials, content, physical plants, gender, access and the like




    	
economics, by creating jobs and wealth, by helping to develop community and national infrastructures, and by providing market training, skills and opportunities at both the macro and the micro levels




    	
politics, by helping address issues of governmental institutions, processes and initiatives, as well as public policy formulation relating to civil rights, justice, oppression, religious freedom and persecution




    	
power, by identifying, advocating to, working with and perhaps confronting both the formal and informal institutional, extra-institutional and traditional power structures within a neighborhood, community, region, tribe or nation


  




  In short, holistic ministry is the articulation of God’s love and the good news of Jesus through actions and deeds, as well as words, in every aspect of a person’s life.




  While BAM companies unashamedly strive for profits, that is not their only or even primary measure of success. Indeed, one of BAM’s key distinguishing precepts is its focus on holistic mission. As Steve Rundle and Tom Steffen assert, “The business itself is an integral part of a holistic mission strategy, one that meets physical as well as spiritual needs.”[25]




  BAM uses business to address the range of needs of people in a given locale. It does so both internally and externally, both within the business itself and through the business’s community outreach efforts. It is a mission methodology that addresses the whole man, the whole woman, the whole child, the whole community. Of course, no one company can deal with all of a person’s needs, but since so much of the dominant, nonspiritual needs in the world are economic or have economic roots, especially people’s jobs, BAM is uniquely suited to minister to that specific need in crosscultural contexts. Beyond that, by taking a holistic approach (which includes but goes far beyond evangelism and discipleship), the BAM Company can choose to take actions much more broadly designed and from an infinitely broader, even overwhelming, range of needs that face its employees and the community it serves.




  The later chapters on BAM models and BAM’s multiple bottom lines speak directly to this, but there they are cast from the company’s point of view. From the beneficiaries’ point of view, BAM’s holistic ministry takes on a much more personal aura. It is giving jobs to the marginalized, crippled, unemployed or underemployed with all that implies: wages, purpose, self-respect, self-esteem, personal identity, healthy pride and hope. It brings them unimaginable opportunity to work in clean, comfortable, safe and hospitable environments; learn marketable skills; receive training in health, nutrition, prenatal, sanitation, hygiene and parenting; be instructed in handling money, personal finances and conflict management; join Bible study and character development classes; receive counseling, mentoring, encouragement, support, day care for their babies, elder care for their aged parents, and summer school for their children; participate in projects that improve the quality of their lives and their community; be empowered to make decisions and to take responsibility within their jobs and the business; have the freedom and opportunity to learn about the one, true living God, his Son Jesus Christ and the workings of the Holy Spirit; and to see the gospel lived out in the daily life of the BAM team and their families. That is holistic ministry/mission—and that is what BAM is all about.




  Incarnational. If BAM’s first dominant missiological theme is holistic mission, the second is incarnational mission/ministry. Christ demonstrated this to us in a power-packed, visible, tangible way that left no doubt of his commitment to and love for us. He did this by coming to us incarnationally. That is, being God, he took human form, came to us as a baby born of woman and lived among us. He did not come as an outsider or as a stranger visiting a strange land. He came as the ultimate insider, a Jewish boy who was reared in the Jewish culture and language, who made his living as a carpenter in the family business in Nazareth, who suffered, rejoiced, wept, laughed, loved and lived as a whole human being, and who embraced the whole human experience—with all the baggage that comes with life.




  In the same way, the Jesus way, missionaries must become like insiders within the community they have been called to, living long-term and incarnationally in the midst of the people in need. It means coming alongside those people as paracletes (helpers and comforters), and meeting them as equals; it means ministering with them (reciprocally) and not to them or for them;[26] it means experiencing a mutual sense of learning, growing and healing together; it means participating with them (not vice versa) in genuine partnership to craft long-term strategies for dealing with their problems—strategies that they can own and are able to manage (without the missionary), and that can become integral to their community life.




  In short, incarnational mission means being a witness to Christ’s love for people by residing in their midst for the long term. Such commitment to others is rare in today’s world, but it is the sacrificial road that Jesus modeled and calls us to.




  Earlier missionaries, being long-term or lifetime residents of their adopted country and city, were most successful when they followed Jesus’ example and tried to become one of the people they served. Hudson Taylor is perhaps the most famous example. He broke with the prevailing mission tradition, lived among the people, adopted their language, dress, hairstyles and ways in order that he might relate to them incarnationally. In so doing he showed respect and deference to their God-given cultural experience and catered to their dignity as God’s children. Taylor viewed this as the most effective way to reach people with the gospel and to help them overcome the view that Jesus is a foreign, Western God. In those and earlier times the arrogance of the Western ethnocentric worldview and the fear of going native regrettably made such true incarnational ministry rare.




  BAM is the essence of incarnational mission, and BAMers are inherently long-term, incarnational missionaries. By definition, businesses are intended to have generational, even perpetual existence. As a practical, daily matter, for a business to survive and succeed the BAMer and his or her family must have local credibility and trust. That only comes from relating to the people to whom they are ministering, learning the language, living among the people long-term and embracing their ways—as long as the gospel is not compromised. Paul was a great example, saying he would be all things to all people to promote the cause of Christ, as long as his gospel was not compromised (1 Cor 9:22-23; Acts 17:16-28). As difficult as this is, the incarnational way is the Jesus way and makes BAM a strong, sustainable mission strategy.




  Contextually appropriate. Contextualization, or doing theology in context, permeates every mission, including BAM.[27] Although far from simple, it means that all mission activities must remain sensitive to the mission setting: the people, their culture and their ways. It means that the missionary must bring Christ into the midst of a people in ways that are harmonious with and appropriate to that cultural context. Those ways must be designed to foster biblically sound relationships with Jesus and to effectively communicate not only the gospel but Jesus’ profound love for those people in that place at that time. To do otherwise is to run the danger of destroying the God-ordained, God-blessed parts of their culture and of making God and Jesus seem like alien, hostile, foreign gods. It also prevents these people from finding a personal relationship with Jesus. Equally tragic, it robs them of the opportunity to hear his call on their lives.




  Having said this, it is important to note that “the meaning of contextualization is always open to interpretation.”[28] David Hubbard, the former president of Fuller Theological Seminary, drawing on the stage play Fiddler on the Roof, expressed it poetically:




  “Without it,” Tevye mused, “life would be as shaky as . . . as . . . as a fiddler on the roof.” The it, for Anatevka’s milkman, was tradition. For those who care about Christ’s worldwide mission, the it is contextualization, a delicate enterprise if ever there was one. Like the fiddler, the evangelist and mission strategist stand on a razor’s edge, aware that to fall off on either side has terrible consequences. . . . No word in the Christian lexicon is as fraught with difficulty, danger, and opportunity as contextualization. God’s people cannot shy from it. Even though problem-laden to the hilt, not to attempt it would be the faultiest strategy and worst discipleship of all.[29]




  This “commitment to understand mission with biblical clarity, cultural sensitivity, and spiritual wholeness” is the goal of contextualization, says Gilliland. He adds:




  The conviction . . . is that contextualization, biblically based and Holy Spirit led, is a requirement for evangelical missions today. Contextualization is incarnational. The Word which became flesh dwells among us. It clarifies for each nation or people the meaning of the confession, “Jesus is Lord.” It liberates the church in every place to hear what the Spirit is saying. Contextual theology will open up the way for communication of the gospel in ways that allow the hearer to understand and accept it. It gives both freedom and facility for believers to build up one another in the faith. Contextualization clarifies what the Christian witness is in a sinful society and shows what obedience to the gospel requires. These are the components of a theology for mission that meets the needs of today’s world.[30]




  Orlando E. Costas summarizes, “Contextual theologies are not the direct outgrowth of the traditional theological factories: the world of academia. They stem, rather, from the peculiar situation in which many Christians find themselves as they try to live their faith and fulfill their vocation in their respective life circumstances.”[31] Of critical importance, however, contextualization must be appropriate to both Scripture and the people of a given culture.[32] While a detailed discussion of contextualization is beyond the scope of this book, it is a vital element of successful BAM. As such, it is worth emphasizing that the simplicity of the concept belies its complexity in practice:




  In order to give rise to an “appropriate Christianity” in a given context, Christians in that context need to construct a method of mission theologizing in such a way that the method itself is appropriate to Scripture, to the people of that context, and in relation to the world Church, yielding over time a contextually appropriate understanding of God’s revelation to which the people of that culture may respond and by which they may be transformed (in truth, allegiance and power). This contextually appropriate methodology will need to be integrational, local, incarnational, praxeological and dialogical.[33]




  Appropriate contextualization is even more essential in BAM since both the mission enterprise and the business itself are totally dependent on acceptance by the community. Without that acceptance, customers, sales and profits will diminish and the business will be in serious danger of collapse. It will almost invariably have failed to meet local needs and expectations, ceased to garner local respect, lost influence in the community, and may even have alienated it. With the business’s demise, the opportunity for mission both within the business and within the community will also be lost—as will the hard work, dreams, morale, zeal, capital and time of the BAMers themselves.




  An interesting feature of appropriate contextualization is that in the process of doing mission, the missionary is personally affected, often significantly, by the experience. He or she goes to the mission field to affect the indigenous people and in the process ends up being changed as profoundly (or more so) as they are. In describing this phenomenon—which is exceptionally pronounced in BAMers and their families—Frecia Johnson coined the term reciprocal contextualization in 1999.




  All of us who have worked cross-culturally return home as changed people. We have lived in what to us is a new world, with new rules of behavior based on assumptions [worldviews] we often don’t understand. To the extent that we were able to adjust to that new world, then, we become bicultural. We become more than we were before we went into the other world and we were forever changed. As we became accustomed to that other world, we often began to assimilate some of the assumptions of the people among whom we worked and began to look at things from their point of view. . . . Upon returning home and sharing with our own people the insights that we had developed, we discovered that we had changed in radically new and exciting ways that often startled those who sent us.[34]




  While reciprocal contextualization can either be constructive or destructive, good or bad, depending on the individuals affected, it is a very real, marked change that BAMers and their families can expect to experience. Not only will it affect their own behavior and worldview but their relationships with other BAM team members and with their own families. Further, this relational impact is highly individualized and will be significantly different for each person, both on the mission field and upon reentry into their own culture. As many returning missionaries know all too well, their new persona can have a profound, unexpected, disquieting impact on relationships with individuals, family and church back home.[35]




  Biases. One astute commentator, Brad Smith, president of Bakke Graduate University, has voiced some strongly held opinions (what he calls “biases”) about BAM.[36] “They are good biases,” he says, “and the last one is a bit rare, but they come from many years of involvement in the field.” I would add that these are also healthy biases in that they help define not so much what BAM is as who we are who practice and advocate it. Among Smith’s biases are these critical points:




  

    	
BAM is real ministry. We frequently speak of BAM being real business and real mission, but we often gloss over the obvious: inside the BAM enterprise, whether it is business or mission, we are ministering to real people and their very real needs. “The call to business is not a call to second class ministry in God’s view. And we don’t have to be doing overt evangelism, closing our chicken stores on Sundays, or giving big money to ‘real ministries’ for God to be pleased with a business that is providing valuable good for society.”[37]





    	
BAM: Missions or mission? There is a distinction between business as missions (plural) and business as mission (singular). “The former,” Smith asserts, “emphasizes strategy; the latter emphasizes a genuine life call that results in transformed economies, societies, cultures as well as souls saved for eternity.”[38] Stated in a different way, mission (singular) is a part of missio Dei, that is, God’s grand, overarching, singularly integrated mission plan to see people of every tribe, nation and tongue reconciled to himself. Missions (plural) is humanity’s strategic and tactical efforts to be a part of missio Dei through an infinite variety of methods and ventures. In that sense BAM (singular) is what we are all about, but we may engage in missions (plural) to fulfill our small but important part in God’s grand scheme.




    	

      BAM empowers people. “People made in the image of God are made to make decisions on behalf of God (Genesis 2:19-20). That means a business that is on God’s mission is one that gives away decision-making authority to its employees and creates a culture to equip and empower them to make decentralized decisions. . . . [I]t reconnects people to what it means to be made in the image of God and opens their hearts to what God intended for them on earth, and for eternity.”[39] Here, Smith is reflecting a major thesis of businessman Dennis Bakke, the former president and CEO of the world’s second largest producer of electrical energy, AES, who says in his book, Joy at Work:



      Winning, especially winning financially, is a second-order goal at best. . . . A major point of this book is to suggest a broader definition of organizational performance and success, one that gives high priority to a workplace that is filled with joy for ordinary working people. Such a place gives all workers the opportunity to make important decisions and take significant actions using their gifts and skills to the utmost. Our experience at AES showed that this kind of workplace can be the cornerstone of an organization that is vibrant and economically robust.[40]


    


  




  It almost goes without saying that every BAM practitioner and theorist has biases or opinions born out of his or her God-given experiences. Smith’s biases are well-founded and important to absorb. Equally important, they help us realize that fulfilling both great commissions—stewardship (Gen 1:28-30; 2:5, 15, 19-20; see also Eph 2:10) and discipleship (Mt 28:18-20; Acts 1:8)—and doing missions in general, and perhaps especially doing BAM, is and always will be a work in progress. Clearly, if we as individuals are always becoming, we must realize (concede) that our BAM efforts always will be too. That realization commends each of us to approach this subject with a great deal of humility and grace—particularly when we consider the proposals on how to do BAM in part two of this book.




  The Emic and Etic




  Oddly enough, my concluding point in defining what BAM is must be a strange sounding pair of words: emic and etic. Quite simply, the emic are the insiders of the culture being targeted by mission; the etic are outsiders to the culture, such as expat missionaries or Western businessmen. Emic and etic are terms used by mission practitioners as shorthand for a very important mission concept: only insiders (emic) have the right to make fundamental changes within a given culture; conversely, outsiders (etic) have no right to make such changes, but they do have a right to advocate and model such change. And since the emic only see the trees and the etic see the forest, working in tandem they can see both and thereby effect better, healthier changes in the culture and society.[41]




  God’s etic. As the emic-etic distinction is applied to traditional missionaries, it is meant to show that (1) Jesus is the Lord of all peoples and all cultures, and he is not a foreign God but is rather their Lord and their God; (2) acceptance of Jesus and his gospel will demand major changes in the way the people think and live; (3) the missionary comes only as an advocate for Jesus and his gospel, not as the actual change agent; and (4) only the people themselves can actually incorporate Jesus and his teachings into their society. After all, the concept says, it is the insiders (the emic) who must live with the changes long-term. If they do not assimilate the changes into fundamental elements of their culture and way of life, the changes will not be sustainable. In fact, they will probably not survive the missionary’s time in the country. Further, missionary-injected concepts can actually create long-term damage to the host culture if its members do not fully embrace and claim these concepts as their own. Working together, however, the emic and etic can lead the people to God-blessed changes that improve their lives and preserve the healthy aspects of their culture.




  A legitimate question arises as to whether the emic-etic principle is applicable to BAM. As a traditional mission effort, certainly; but as a business and mission effort, it is far from clear. The BAM Company is, after all, seeking to introduce new (frequently Western and often international) business ideas, technologies, production concepts, management practices, marketing methods and money into a traditional, underdeveloped or impoverished setting. It is often expat (etic) led and globally connected, purposefully designed to bring the outside world into a culture, to remake it into a viable part of the world economic system.




  Does BAM, by being a direct change agent in an alien culture, violate this basic modern mission cornerstone and thereby risk irreparable harm to the host culture, society and its people? This question begs for an answer. To help us find that answer, let’s turn to a recent parallel in history: the fall of the Soviet Union.




  The Second World. When the Iron Curtain fell, Western business and governmental interests poured into the former Soviet Union’s (FSU) sphere of influence. A predominant part of their mission was to bring this economically backward empire into the world market, to transition the states of the FSU from their command economy to a market economy. The process caused the FSU, as the former Second World (as opposed to the First World of developed nations and the Third World of underdeveloped nations), to be relabeled the transitioning economies. In simplistic terms the First World’s mission was to bootstrap the FSU from an abacus society to a computer society overnight and to skip the intermediate steps that had burdened the rest of the world for decades.




  That strategy flies in the face of the emic-etic principle. By its very nature the modern business-driven, market economy is not a respecter of cultures, except as may be necessary to increase sales. It is an ethnocentric, even paternalist philosophy that says, “You and your family will be better off, have higher living standards and enjoy the good things of life, if you become a part of the global market economy.”




  Al Capone and the robber barons. We unabashedly subscribe to the concept that global free trade is, in the long run, the only viable path for the world’s economy if the grotesque poverty and growing chasm between haves and have-nots is to be eliminated. We note, however, that the wholesale, worldwide proselytizing of the market economy in the past two decades has raised four very important stumbling blocks. First, the new global free-market economy—in spite of such shibboleths as “think globally but act locally” or engage in “glocal” business—has launched an unrelenting attack on local cultures. We fear the long-term damage that will occur to the God-given, cultural diversity of the world. We see cultural diversity as being one of the most beautiful aspects of life on this planet and pray that humanity can find ways to preserve it in its best forms, while simultaneously helping people out of poverty.




  Second, this new economic revival has been like a new religion, but without the moral values and foundational ethics that have caused it to prosper elsewhere. Raw capitalism, unchecked by these values and ethics, can lead to widespread economic inequality, class oppression and ruthless human rights abuses. The thing that made the United States the economic envy of the world was the combination of free-market capitalism and the Judeo-Christian ethic. That ethic was overlaid on the economic system to produce boundaries and constraints necessary to allow the nation and virtually its entire population to prosper and to enjoy higher living standards.




  On the other hand, the capitalism exported to the FSU was raw capitalism, devoid of any such boundaries and restraints. The result was disastrous with its rampant cronyism, burgeoning oligarchy, monopolistic business practices, ruthless mafia and the suppression of individual initiative and freedom.




  In short, the capitalistic proselytizing that has accompanied economic globalization has been without an underlying value system. Tragically, that has led to gross excesses, distorted social systems, corrupt political systems and rampant human-rights violations, including slavery, oppression and persecution (especially of women, youth and religious minorities).




  Third, historically the American experiment in democracy and free-market economics was also seriously threatened by internal efforts to destroy both its political and its economic freedoms. The free-market system advocated by Adam Smith created a toxic environment that allowed organized crime and tyrannical dictators like Al Capone in Chicago to gain control of the local political processes. It allowed the rise of the robber barons and their powerful, monopolistic grip on the economic system. And it created excesses that led to catastrophic events like Black Tuesday (October 29, 1929) and the Great Depression.




  Only through landmark legislative action and bold executive decisions was the nation able to survive this financial crisis. Congress passed laws that moderated the raw capitalist system and regulated commerce to keep it fair, competitive and consistent with the public good. They outlawed restraints on competition (monopolies), allowed collective bargaining, and created an independent central bank (the Federal Reserve Board) to protect our money supply, regulate our banks and monitor our economy. They also created the Federal Bureau of Investigation (FBI) and its G-men (Government Men) to destroy the criminal leviathans that were strangling our cities.




  The nations of the FSU are facing similar threats today from the Russian mafia, the oligarchs and rampant corruption. Their heritage has been tsarist and communist for over a thousand years, with the public square being dominated by strongmen with virtually unlimited personal power. Ex-president and now Prime Minister Vladimir Putin is cut from that mold and can be expected to seek a way to combine free-market economics with tsarist power. He sees the Chinese attempting that transition and may be encouraged by the short-term results of their bold experiment. Whether economic freedom can continue to flourish in the context of political oppression and authoritarian government remains an open question that is central to this new century.




  Fourth, there is nothing attractive, admirable or God-ordained about the rampant sin that has accompanied raw capitalism and its aberrations. When these practices become intimately connected to the prevailing culture, they are abhorrent to basic humanity.




  As other nations embrace the capitalist system they would do well to notice what made the American system so prosperous and to understand that we went through similar struggles in the decades following the industrial revolution and the Great Depression. If we are all to find our way in this new globalized market economy, we need to undergird it with value-laden, ethical boundaries and to moderate it with governmental actions that would maximize competition and preserve economic freedom.[42]




  Perhaps nothing illustrates this better than the two most recent global failures of raw capitalism that plundered the world’s wealth and devastated its economic stability. The 1997 financial crisis that started in Thailand and the 2008 financial tsunami or meltdown that started with the subprime housing debacle in the United States. Both originated with underregulated, loose banking and mortgage lending practices, looser government supervision (e.g., Fannie Mae) and unchecked human greed. The 2008 crisis was preceded by a decade of shameful corporate practices that made names like Enron (Kenneth Lay and Jeffrey Skilling), Tyco (Dennis Kozlowski), WorldCom (Bernard Ebbers), Arthur Anderson LLP (loss of 85,000 jobs) and Bernard Madoff (the $50 billion Ponzi scheme, which may be the greatest business fraud in history) iconic symbols for the dangers of raw capitalism. This sorry episode in capitalism disclosed massive regulatory failure on the part of government that matched these examples of massive corruption. Just as the United States was rocked by these scandals, so Europe was rocked by the Siemens bribery and corruption charges, which was perhaps the greatest corporate scandal in postwar Germany. Unfortunately, the list goes on, illustrating the simple fact that human nature is fallen and that systems must always be put in place to check power, whether in the public or the private sector.




  Stumbling blocks. How is any of the foregoing discussion relevant to BAM? I suggest that it is not only relevant but is foundational, for BAM seeks to address all of these stumbling blocks. First, it respects the local culture and its people. It seeks to contextualize its presence within the bounds of that culture and to exist and operate in harmony with it. In so doing the BAM Company and the BAM team members are committed to becoming a part of the local economy, culture and society, while simultaneously creating global economic opportunities for the people to better their lives.




  Second, BAM brings foundational values that were instrumental in American prosperity and made it the envy of the world. It brings the gospel of Jesus Christ to the people in a relational way that allows them to make his gospel their personal credo. The BAM Company itself witnesses to the gospel through its Christ-centered, Bible-based management practices, its management-style evangelism and its strategic master BAM plan. The BAM team members and their families, as residents in the local community, witness in their lifestyle evangelism. Through their friendships, community involvement, social interaction and demonstrated love, they show people what Jesus is about and why he and his message should be theirs for life.




  Third, while BAM is not a governmental entity, it does promote the same values of competition, free trade and honest, noncoercive business practices as found in U.S. laws. This self-regulation among businesses is by far the best way to achieve the high ethical and fair-trade competitive standards so vital to a thriving free-market economy.




  Fourth, the sin, corruption and social degradation that are produced by raw capitalism are directly in the crosshairs of BAM companies. They seek to eliminate them within their local business communities, their industries, and their products and services. They bring biblical values to the business table and attempt to operate in alignment with them in all of their business dealings. In so doing, they seek to reinstate within their part of the global market system those values and practices that destroy the sinful aspects of raw capitalism and promote a life-honoring, life-enhancing business paradigm.




  Fifth, the BAM team’s goal is to become an insider in the culture. By definition, that is impossible, but so is becoming like Christ. Nonetheless, the apostle Paul admonished all Christians to become more and more Christlike in all they do. BAMers and their families, in their quest to become insiders, not only seek this Christlikeness but also to become more and more like the indigenous people they serve.




  Traditional civil service and early mission practice feared the concept of “going native” and did all they could to maintain their cultural identity in the midst of their foreign-duty stations. Even today, the U.S. State Department regularly rotates its diplomats to prevent them from identifying too closely with the local culture and thereby undermining U.S. national policy and interests.




  The opposite is true with BAM. The BAMer seeks to go native to the extent that it is consistent with the gospel and to making disciples. As noted earlier, Paul insisted on being all things to all people to bring them the saving knowledge of Jesus the Christ, except where such actions would compromise the core gospel (1 Cor 9:21-23). That stance is so central to BAM’s mission that it bears repeating here. Jesus engaged the people and their culture incarnationally, long-term and holistically. So does BAM.




  Finally, BAM is designed to empower indigenous people to help themselves out of poverty their own way. To that end, BAM urges BAM businesses to bring local people into the management and even ownership of the BAM businesses, and through replication and peer groups (discussed later) to assist and mentor them into starting their own businesses. In this way BAM is outsiders advocating a better way of life economically and spiritually, but it leaves societal buy-in (or not) to those new ways solely up to the insider.




  Based on this discussion I conclude that the emic-etic principle is directly applicable to sound BAM practice. As a respecter of culture, a purveyor of values and a counterweight to sin, and as a long-term incarnational mission strategy, BAM seeks to blend good market business practices into the local economy in ways that lead to an economically, ethically and spiritually improved society. It seeks to empower indigenous people and demonstrate, by example, the path to a more abundant life. Adoption of internal cultural change is strictly left up to those insiders whose lives are most directly affected. Any would-be BAMer—as an outsider (etic)—needs to understand this legitimate, self-imposed limitation and to adapt to it as one of the risks and costs of doing BAM God’s way.




  Discussion Questions




  1. The author defines BAM as “a for-profit commercial business venture that is Christian led, intentionally devoted to being used as an instrument of God’s mission (missio Dei) to the world, and is operated in a crosscultural environment, either domestic or international.” What could you add to (or take away from) the author’s definition? Based on your reading so far, write your own definition of BAM.




  2. Why is it important that BAM businesses are real businesses in every way, not just centers for ministry with a business name or component?




  3. Expanding on an old adage, BAM says, “Teach a man (or a woman) how to start a fishing business that creates jobs and you feed the community for generations.” Is job creation the primary answer to “community transformation”? Is there a difference? If so, what is it? How do these two concepts interrelate?




  4. Why is job creation in economic development important? Explain how job creation can have a positive ripple effect throughout an entire community. What is meant by the “multiplier effect”?




  5. What is holistic mission/ministry? What Scripture supports holistic mission/ministry? How can a BAM company engage in holistic mission through its regular business activities?




  6. What is meant by “incarnational mission”? How is BAM incarnational? Does being incarnational improve the mission results? If so, how? If not, why?




  7. Do you agree with Brad Smith that one way of empowering employees and respecting the image of God in them is to “give away decision-making authority to our employees”? Why or why not? What are the benefits of such a policy? What are the downsides or dangers? How can this translate into actual management policies and practices of real business? Give and discuss examples.




  2
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  BAM Models






  Model: A standard for imitation, comparison or emulation; a pattern.




  “The way you know you are successful is when the powerless value the powerful and the powerful value the powerless. Without the powerless being valued, there is rebellion. Without the powerful being valued, there is domination.




  “If God is there, He is in the powerless and the powerful, and seeks to see them connected. The marketplace is the vehicle that connects the two.”




  Lowell Bakke and Gwen Dewey




  “We worked night and day, laboring and toiling so that we would not be a burden to any of you. We did this . . . to make ourselves a model for you to follow.”




  2 Thessalonians 3:8-9




  It is somewhat presumptuous, if not wholly counterproductive, to attempt to corral the myriad expressions of BAM into a one-size-fits-all model or mold, or even to list the experiential best practices of companies that are engaged in this movement. Such attempts fly in the face of the critical importance of contextualization and work against the value of the emic and etic perspectives. There is no such thing as a ready-made BAM formula or kit—“BAM in a Box”—and any who would try to create such are arguably working against the primal forces of nature (and God) in at least four ways.




  First, the essence of entrepreneurship is creative risk-taking, engaging a complex web of factors and attempting to create something productive and profitable where it did not previously exist. This aspect of business is nothing short of the finest artistic creativity of which humanity is capable. Those engaged in creating new businesses, new products, new processes, new markets and new technologies are usually type-A personalities who will find or invent totally unique, imaginative ways of leveraging business for mission and ministry. BAM is not about restricting those God-given creative capacities and gifts, but about releasing, harnessing and leveraging it to serve God and his kingdom through purposeful, beneficial service to humankind in the name and love of Jesus. Certainly BAM practitioners can and should learn from each other, but how they adapt those lessons to their own particular businesses, products, markets, communities and cultural contexts will be as individual and different as the businesses themselves.




  Second, our Lord is creative and is continually showing us an infinite variety of ways to minister to our fellow humans on this planet. One has only to look at the countless forms of life found in nature, whether in the cosmos itself or in the more earthly geologic formations, the animal kingdom, aquatic life or the world of plants, insects, bacteria, germs, atomic particles, and subatomic particles. Consider the genius of human life and the creative intelligence at work in creating the human body. God is a God of variety who delights in creative expressions of his goodness and purpose. Surely, to fulfill the Great Commission (disciple the nations), the great commandment (love people) and the cultural mandate (steward the world), God expects his created beings to use every ounce of their creative abilities in pursuit of his kingdom’s goals.




  Third, having said that, it is also true that the Lord wants us to learn from each other and to build our lives and ministries on solid foundations gained from our individual and collective experiences. Etched over the library entrance to the University of Colorado library (where I spent many formative hours) are the words of Cicero, “He who knows only his own generation remains always a child.” With sincere apologies to Cicero, it could just as easily be said of business in general and BAM in particular, that “He who knows only his own company and context remains always at a disadvantage.” In that light, the following examples are company and contextual BAM experiences, a collage of human stories or, more academically, case studies. More to the point, they are examples of inspirational efforts that God’s people (the church) have undertaken to see his love spread by and through the business community. They are definitely not presented as BAM molds into which a company must fit or a wooden formula that dictates what a true BAM Company looks like. Quite the opposite. They are presented for mutual edification and inspiration, and as spurs to creative adaptation and imaginative imitation.




  Fourth, the following illustrations are not models. They are merely examples or stories of what various BAMers are doing in their contexts. Nonetheless, I unabashedly use the term model because each company I discuss is a concrete example of what has worked with those people in that place at that time. In that sense each company is a case study or, more to the point, a living laboratory that adds to our body of knowledge about BAM. These companies are, after all, God’s pioneers in the BAM mission field—a first generation of intentional BAMers who will make all of the mistakes (and successes) that pave the way to more effective BAM and greater victory for Christ in the future.




  Generic Models




  Titling their book Transform the World, Sharon Swarr and Dwight Nordstrom cite the “unprecedented opportunities” and “limitless potential” of BAM. As they wrestled with defining generic BAM models, they saw the chief categories as being functional BAM missional opportunities: mentoring or coaching, venture capital and other types of investments, short-term teams to help new businesses, employment with a multinational firm, training entrepreneurial Great Commission teams to undertake “business planting in frontier nations,” franchising a business by planting it “in new locations around the world,” and working with microeconomic programs.[1]




  This functional classification approach is quite valid for classifying BAM models. Another equally valid but quite different approach was enunciated by John Warton, international president of Business Professional Network. He sees “seven primary models of ‘Doing Mission through Business’ being employed in many parts of the world today.” His models reflect the range of venues in which business can be carried out crossculturally and internationally. That is, he sees BAM as mission through Christian participation in transnational corporations, multinational corporations, new businesses or joint ventures, training programs and consultancies, small and medium size enterprises, or microenterprises.[2]




  Regardless of approach—by functions, venues or otherwise—it is clear that an almost endless variety of generic BAM models exists to implement mission opportunities. In order to understand these models and how they relate to each other (and to BAM) some working definitions are in order. Some will undoubtedly see these definitions or divisions (and those presented later in the book) as splitting hairs, since in today’s multicultural, pluralistic world, all BAM is next door as well as overseas and in both small and large companies. Perhaps this criticism is right, but since the state of the movement and BAM are still embryonic, people are searching for labels to define both what they are today and where they will be tomorrow. Accordingly, the following definitions or divisions are useful, even though all aspects of business and mission are trending toward (and may eventually fall under) the single umbrella term Business as Mission.[3]




  

    	Kingdom Companies. A KC is a Christian-led company, usually in a mono­cultural setting, whose CEO is intentionally integrating the Christian faith into his company’s DNA and attempting to operate his company by biblical principles.




    	BAM Companies. These are KCs that operate crossculturally, whose CEO engages the company in holistic community development projects that have kingdom impact. (See the discussion in chap. 1.)




    	Great Commission Companies. GCCs are larger BAM companies that operate with sizable employee bases, greater resources and are often managed through executive leadership teams. The term was coined by Steve Rundle and Tom Steffen and is fully defined and developed in their seminal book Great Commission Companies.[4]





    	Global outsourcing. BAM through global outsourcing was developed by Tom Sudyk through his Evangelistic Commerce Group (EC). It is a unique model that reflects a refreshing, creative BAM strategy for mission. Calling BAM “a new frontier,” Sudyk and his EC Group utilize the outsourcing needs of U.S. firms to create BAM businesses overseas.[5] That is, EC approaches U.S. firms that have outsourcing needs and asks them to allow EC to meet those needs and simultaneously support Christian mission. He then sets up a BAM Company in a developing country to meet the new contractual requirements. For example, he contracts with U.S. hospitals to do transcription services from his BAM Company in India.




    	Overseas private equity (OPE). This term is used to denote Christian businesspersons (would-be BAMers) going outside of their own nation, usually from developed to underdeveloped nations, and buying or investing heavily in a company or factory they find there and then using that as a ministry center and a mission outreach platform.[6] It should be noted that OPE is markedly different than the EC model. In OPE, BAMers actually start, buy or invest in overseas businesses and then leverage the existing product lines and sales channels to commercial and spiritual advantage. EC, on the other hand, first identifies the needed product lines and sales channels (i.e., the outsourcing needs and product or service demands of U.S. firms) and then leverages that demand to create a business.[7]





    	Global enterprise development. This term describes the process by which Christian businesspeople or businesses (often through Christian NGOs) help indigenous people create new businesses or come alongside of existing indigenous business owners (as a paraclete) with various forms of support: providing capital investment, loans, equipment, expertise, prayer, encouragement, business training, one-on-one mentorship, hands-on business consulting and counseling, and perhaps partnerships or alliances. In this way successful businesspersons from developed countries are brought into creative, intimate partnership with budding entrepreneurs in lesser or underdeveloped countries across the globe or within the inner cities of their own countries.



      Global enterprise development is distinguished from overseas private equity. In OPE the BAM companies have or acquire an equity position in the overseas business and manage the business as the center of their evangelistic, discipleship, and mission activities. In sharp contrast, those engaged in enterprise development do not usually acquire equity ownership in the overseas businesses. Neither do they assume management control of these businesses or use the business itself as an overt platform for ministry. Rather, the motive is simply to come alongside the new or struggling businesses in poor countries and assist them with making their businesses successful and prosperous. Such assistance may not even include an overt act of witnessing for Christ or seeking to obtain conversions. Instead, it may be built on a more holistic model of simply witnessing for Christ through deeds, character and relationships, thereby demonstrating the love of Christ for all people.


    




    	Global enterprise leverage/outreach. This is a variation on global enterprise development. Here successful Christian businesspersons (frequently from developed nations) individually, corporately or in league with other businesses leverage their company’s resources to holistically help people in need, internationally or domestically, long or short term, continuously or only once.


  




  Three final points: First, these seven models often overlap within a single company (e.g., a GCC is also a KC and a BAM Company, and also may be an example of overseas private equity). Second, one priority common to all of these models (and to the ones discussed later) is that the first, primary function of the BAM Company is to maintain a healthy, profitable, sustainable business. Clearly, of necessity, evangelism, discipleship and community development must be secondary priorities. In BAM, without business there is no mission. Third, one major goal of all of these models is the utilization of the power, prestige, networks and resources of Christians in the marketplace to holistically help business entrepreneurs and others in the poorest parts of the world, domestically and internationally, and thereby, to visibly demonstrate Jesus’ love for them.




  Their Stories




  The stories that follow are arranged very roughly from the simplest to the more complex forms of BAM practice. BAM usually entails full-time paid work, but as the first example shows it can also be part-time and voluntary. It is usually focused on a single business, but as we will see with the Swiss job factory and the flying doctors, it can be a consortium of businesses, each lev­eraging their expertise and resources to accomplish kingdom impact that none of them could have achieved alone.




  For the sake of brevity, sometimes I have ascribed certain BAM features to a single company when they actually come from one or more BAM companies. Further, for security or privacy, few real names, locations or identifying characteristics are given. The examples are, however, real companies doing real business as ministry in the world. As such they portray a breadth of options that illustrate how fertile this mission field is and the enormous potential it has for helping hurting people and having a major, transformative, kingdom impact on families, communities and nations.




  The Flying Doctors. In a state bordering Mexico, a U.S. ophthalmologist (we will call him Ike) was fishing deep in Mexico. While at dinner in a Mexican café, he talked with a local missionary, Miguel, and learned that there were scores, if not hundreds, of people in that rural area who had eye cataracts. They were unable to obtain the needed eye surgeries because there were no eye doctors within the district, and even if there were, these people could not afford the operations.




  On returning to the United States, Ike continued thinking about the conversation and was deeply moved to act. He was not only a committed Christian, but his own eye clinic specialized in cataract surgeries. He shared his concern with other Christians in the local business community and ultimately put together a consortium of business owners and a workable plan. One weekend a month Ike flies into this Mexican village to perform cataract surgeries. He takes all of the needed equipment, plus a nurse. In addition, since there is no local dentist there, he is usually joined by a dentist, Dean, who brings a hygienist and a field dental unit. The local fixed-base operator at the airport agreed to furnish two airplanes for the trips and the local bank president, Barbara, agreed to cover the costs of aviation gasoline. Other expenses such as lodging, meals and in-country transportation were pledged by local churches and their mission committees. The churches also furnish Bibles and other Christian literature (particularly children’s works) in Spanish. While the group does not include a community-development specialist or church workers, it could easily be expanded in that way to meet the other needs of the people and churches in the village.




  These arrangements took care of the supply side of the mission. For the demand side, IKE contacted the missionary, Miguel, who agreed to use his contacts, influence and staff to arrange visas at the airport, customs clearances for the team and their equipment, local transportation, hotel accommodations, a suitable site for their medical procedures, local publicity of the doctors’ planned visits and other logistic support as needed.




  On the first trip into Mexico the plane made a pass over the small town, and to their delight and astonishment Ike and Dean saw a line of people several hundred yards long. They quickly cleared customs, dropped their luggage at the hotel and went to the new, makeshift clinic. To their amazement they were greeted by the mayor, church leaders and a gaggle of laughing, playful children. The women from the church had caught the vision as well and had prepared food and water for everyone, but especially for the patiently queued people in need of care. Throughout the weekend, Ike removed cataract after cataract, while Dean and the hygienist addressed the people’s dental needs.




  Businesspeople acting together in partnership with the local missionaries and churches can accomplish holistic mission in a way that none could accomplish alone. It not only met the real needs of hurting people but gave them a sense of hope and a tangible understanding of the universal brotherhood of Christ. In this simple act of BAM mercy, the blind were given sight and the sick were healed—all in the name and love of Jesus, which was made clear to the entire village.




  El Salvador. Business Professional Network (BPN) under the leadership of John Warton has been a major player in the Marketplace Mission Movement for years. High on BPN’s agenda is their small- and medium-sized enterprise (SME) program to assist start-up businesses in underdeveloped nations. This is done by making loans in the $1,000 to $10,0000 range to prequalified, indigenous entrepreneurs to launch their businesses. The loan proceeds are used for a number of start-up purposes, including obtaining shop space, equipment, inventory and working capital. In El Salvador BPN contracts with World Vision to administer the loan payments, monitor the businesses, and mentor and nurture the business owners. During a trip to El Salvador with Warton, I interacted with several of BPN’s client companies. All but one were current on their loan payments, and all understood that this program was being carried out by Christians to help them and their families improve their standards of living and to come to know the living Christ. The following businesses are among BPN’s El Salvador clients.




  Rollo: The baker. Perhaps the most successful was a baker, Rollo, who was previously unemployed and barely able to feed his family. With his loan application, Rollo presented a business plan for opening a wholesale bakery. He was awarded the funds necessary to purchase a large oven. With the oven Rollo was able to produce sufficient daily quantities of bread and rolls to meet the demand of local restaurants. The geographic spread of his customers was such that Rollo needed to augment his business with a reliable delivery system. With his profits he purchased several bicycles and contracted with a local weaver to make large, flat, covered baskets that were designed to be mounted between the handlebars of each bike. He then attracted local unemployed young men and boys to use the bikes to deliver his bread on a commission basis.




  Rollo’s business was so successful that he was able to pay off his BPN loan ahead of schedule and then applied for another loan to buy two more ovens. With these, he expanded his wholesale customer base and his fleet of delivery bikes. He also repaid the new loan and with internally generated funds was able to build a home for his family on top of the bakery. He is now a productive citizen of El Salvador, providing a much-needed, healthy, consumable product, employing over thirty people and generating additional business income for his suppliers, the building contractors, the bicycle shop and the weaver. The beautiful part of the story is that Rollo is totally deaf, and prior to this loan was unable to obtain long-term meaningful work. Now, because of Christ’s love for him and BPN’s faithfulness, he is a successful business owner and able to provide for himself, his family and a host of employees and their families for generations.




  Fernando: The furniture maker. A long drive out of the capital city took us down winding dirt roads amid thick jungle foliage and past sparse thatch huts on rickety stilts. Half-naked children and scrawny chickens ran wild in the bare, dusty yards, and pigs wallowed in their troughs trying to stay cool in the unbearable heat. Arriving at one of these homes, we were ushered into a makeshift workshop with stacks of lumber at one end, deep sawdust on the dirt floor and an antiquated crosscut saw, jigsaw and lathe scattered amid half-finished tables, chairs and wardrobes. The owner, a young man in a sweat-stained pair of coveralls, met us with a broad grin and a huge embrazo (embrace). He was excited by our interest in his business and eagerly showed off the various pieces of furniture that he was working on.




  During the interview we learned that Fernando had started his business by making beautifully finished, high-end pieces of furniture. He proudly showed us pictures of many of the pieces, and we were definitely impressed with his skills. He was indeed a gifted young man with an eye for taking a rough log, stripping it into lumber and creating a practical yet stunning work of art. The problem was that he had to put so much time into each piece that his prices were out of reach of most of his targeted clientele. Accordingly, after much thought and consultation with World Vision and BPN, Fernando changed his product from finished to unfinished furniture. Now he builds the furniture but leaves it up to the purchaser to finish it as he or she pleases. This allows him to complete more furniture faster at lower prices and to substantially increase his sales and his ability to repay the BPN loan. Further, rather than sell his furniture through his own local store, he contracted with several stores in the area to take his products on consignment. That eliminated each store’s risk and allowed Fernando access to a broader market. The increased volume of production and sales also allowed him to expand his work force and spread the benefits to other families.




  During the visit we heard about the many challenges Fernando faced in growing his business, but we did not leave without praying with him over his business and his family. We also discussed the strong possibilities of inviting a retired U.S. cabinetmaker who was in BPN’s circle of contacts to come to El Salvador for further mentoring and to help him obtain newer, more sophisticated woodworking equipment.




  Maria: The dry-goods merchant. Returning to town we went to the local market, an exciting, active, grimy place teeming with people, noise, smells and clutter. We walked past outdoor kiosks, sidewalk vendors and women hawking their wares in one hand while holding babies in the other. Our destination was the main market shed, a covered area with dozens of stalls that formed a maze of corridors in the interior. It was there that we found BPN’s next client, Maria, and her stall store (tienda), which held an impressive inventory of items for the kitchen: pots, pans, rice, beans, flour, sugar, spices, odd canned goods and candy for the children. Maria was delighted to see us and proudly pulled out her general ledger to show us her basic bookkeeping system. As she described her expenses, it was clear that she knew the profit margins on every item in her store and was carefully monitoring her cash flow to keep pace with the demand.




  Maria had begun her business as a single mother trying to earn enough money to feed her family. In those days she would come to the market, find a place on the sidewalk, spread her wares on a piece of clean newspaper and transform that patch of concrete into her storefront and counter. She longed for the day when she could go inside the covered market and open a real store as others had. The opportunity for that transition came with a small loan from BPN. With that money Maria obtained a lease on a stall that was about five feet deep and seven feet across, with a waist-high counter and plenty of shelving against the back wall.




  Knowing the neighborhood and her clients’ needs, Maria purchased her inventory wisely and limited her markup to attract and maintain customers. Soon her store was so successful that she was able to make her loan payments to BPN and expand her inventory. While her store only supports herself and her family at this point, Maria—ever the entrepreneur—sees a day when she will be able to lease the stall next to hers to double the size of her tienda, to employ clerks and possibly open a second store within the market. She was profuse in her thanks to BPN, World Vision and Jesus for giving her this opportunity, and welcomed our team laying hands on her in the open market and praying over her and her shop.




  Javier: The electronic repairman. Outside of the market we made our way slowly through the crowds of busy people and entered another, large, corrugated steel building that resembled a block-long, block-wide barn. Inside was a jungle of merchants, each claiming a space on the floor. The pathway among them was almost unintelligible, but the larger sections were divided by ten-foot corrugated walls, with stalls built against them that also reduced the light to a dim, dirty tone. In one such stall, about three feet deep and five feet wide with a three-foot counter and a small door accessing the restricted area behind the counter, we found BPN’s next client, Javier.




  Javier repairs electronic goods, especially television sets. Every square inch of his small, cluttered space was covered with tools, guts of TV sets in various states of repair, cannibalized spare parts and butt-filled ashtrays. For protection the stall had a metal screen that could be pulled down at night, a lockable door and an old .45 caliber handgun under the counter. These observations brought home the sobering reality of the rough, crime-infested, corrupt, uncertain world in which these people seek to survive and to build their lives.




  In contrast, Javier was a gentle man with a warm smile, a big laugh and a decency that reflected his determination to forge a better life for himself and his family. He also understood the role that Jesus played in giving him the opportunity to own his business and welcomed our questions, suggestions and prayers as empowering manna.




  Muñoz: The biker. A short drive from the market brought us to another repair shop, this time motorcycles. We wandered through the dozen bikes parked at various angles in front and entered a truly bleak concrete building with about 300 square feet of space divided into three rooms and a bathroom. Each room was dark and greasy, one filled with parts, another with four dis­assembled bikes and motors, a third was a makeshift office.




  The owner, Muñoz, was busy working over one of the bikes while two other men labored over another. They were all glad for the break in routine caused by our unexpected arrival. Muñoz was especially happy to meet his patron from the United States, Señor Warton, and to thank him personally for the BPN loan that had allowed him the opportunity to have his own business and pursue his passion for motorbikes. As with the others, we discussed the various aspects of his business, his progress in meeting his goals and the challenges that threatened that progress. The business was steady and growing with good prospects for the future. Muñoz recognized and appreciated the financial and spiritual help that BPN had given him. In affirming and praying for him, we hastened to hope that one day soon his passion for Jesus would outshine his passion for motorbikes.




  The 10/40 Window




  Hopefully the stories given above will help the reader understand the realities of many Third World businesses, realities that are far different from the business models we in the West are accustomed to and consider the norm. What is true of Latin America is equally true of the cultural and economic realities of the Far East, the Middle East, Africa and the 10/40 Window. BAM is gaining a foothold in these areas, but with the 10/40 Window’s population exceeding three billion people, mostly unreached with the gospel and largely impoverished, BAM’s efforts at this point are a drop in the proverbial bucket. Today, out of the literally millions of businesses in this region, we can count only a relatively few businesses that are kingdom or BAM companies, or that are being positively impacted by BAM and the movement. Yet God started with only two people, and our Lord Jesus started with only twelve disciples and the power of the Holy Spirit. BAM, in his image and example, is sowing holistic seeds on fertile soil. Through the power of the Holy Spirit and the faithfulness of his followers, we can pray that the long-term effect will be a bountiful harvest. The rest is up to the Lord of the harvest.




  Examples of BAM businesses operating in a wide range of countries within the 10/40 Window today include: companies in publishing, television production and distribution, management training, computer training, software design, high-tech consulting, engineering, air freight, construction, radio stations, tourist hotels, pig and fish farms; and in the manufacture and export of electronics, pottery, cardboard boxes, cut glass, leather goods and wrought iron.




  This list isn’t glamorous or complete, but it speaks to both the ordinary and extraordinarily creative nature of BAM businesses. The citizenship list of those setting up these businesses reads like the membership of the United Nations. It represents Christians from virtually every country on earth reaching out to their own people domestically and to those of other nations, all within the 10/40 Window and all in the name of the Lord.




  These examples are a small sampling of Christ’s faithful followers working in and through the marketplace. Needless to say, the story behind each one is poignant, filled with dreams and prayers, faith-stretching and faith-testing experiences, victories and defeats, suffering and rejoicing. They are the stories of BAM missionaries on the mission field in different businesses, different contexts, different challenges, but one God and one faith. So too the type of mission and community outreach each has will be different depending on the needs they discover, but all will have two commonalities.




  First, they will seek to run their companies as Kingdom Companies, to manage by biblical principles and to model servant leadership. The object will be to have a positive internal kingdom impact on their employees and all who deal with the company. Second, they will seek to reach outside of their companies and have a positive external kingdom impact within the community through their informed initiatives and projects. As I have said, BAM does not come in a box, but it does seek both an internal and an external kingdom impact to build the kingdom of God in that context at that time among those people.




  Elsewhere, Everywhere




  The story is the same outside of the 10/40 Window. God is seen working within and through the marketplace virtually everywhere on earth. Some additional examples may be helpful to see that there is no one method or place for doing BAM. As noted earlier, the names are masked for security and privacy, but the companies are as real as the Lord they serve.




  

    	A company in a large metropolitan area provides vehicles, money and doctors to conduct a mobile heath clinic in its inner city.




    	An IT company provides technical computer support to mission agencies, churches and start-up businesses.




    	An automobile repair shop in California sends one of its officers to the former Soviet Union (FSU) on a long-term assignment to engage in urban relief work.




    	A farm-implement dealer in Tennessee provides farm equipment and agricultural expertise to Central Asian farmers.




    	A Dallas banker helps Asian entrepreneurs start a Western-style bank.




    	A Korean merchant underwrites a Bolivian micro-loan program.




    	A German toy manufacturer hires the mentally challenged within his community.




    	A Swiss business consortium sets up a “job factory” to train unemployed youth.




    	A Mississippi Christian business consortium starts both a call center and a truck import business in Ukraine.




    	A seminary in the FSU establishes a business-development center, involving its faculty, students and church members, with capital, mentoring and business acumen furnished by American Christian partners in Georgia and Alabama.




    	A weight-loss clinic is established in Asia Minor by U.S. businessmen in partnership with expat BAM entrepreneurs already in the country.
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