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  Preface


  Much has changed since the first edition of this book, and much remains the same. In 2003 the term “Business as Mission” (BAM) was still relatively unfamiliar to most Christians. For those wishing to learn more about the role laypeople (those not in “professional ministry”) could play in missions, there were a small number of somewhat obscure books about “tentmaking”—using one’s professional skills as a vehicle for crosscultural missions—but none specifically about business. Now there are dozens of books about BAM, depending on how broadly one defines the term.


  Yet other things have not changed much at all. As with earlier debates about the definition of “tentmaker,” there is a fierce tug-of-war taking place about the definition and goals of BAM. For example, is BAM best managed out of missionary sending agencies, or does it represent a new work God is doing outside of the traditional agency framework? Do businesses that are benefiting from donated capital or donor-supported labor (missionaries) qualify as “real” businesses, or are they merely imitations of the real thing? Is church planting the main goal of BAM, or is God equally pleased with other outcomes? And where does microenterprise development fit in all this? Today nearly everyone seems to be supportive of BAM at some level, but the gulf that separates people on these definitional issues is quite wide and is proving to be a major obstacle in the area of mobilization.


  The first edition of this book was written from the point of view that God is doing something new, something outside of the traditional missionary-sending model. Specifically, because of the rapid globalization of markets, businesses of all sizes are being forced to think globally in terms of their customers, their supply chains, their strategies and so on. Many Christians are recognizing the opportunity this creates to use their business as a vehicle for impacting less-reached nations for Christ. Some are working in close partnership with organized ministries, but many others are prayerfully formulating goals and strategies on their own.


  We profiled five companies in that book and saw that, while integrating business and missions is certainly challenging, it opens up an infinite number of new avenues for the church to bless the poorest and least reached parts of the world. In this second edition we update some of those stories, and add a few more. Two of the companies—Homestead Partners and Gateway Telecommunications—are no longer in business. Homestead Partners became a victim of the collapse of the real estate industry, and after liquidating its assets the founders are now, in their words, “providing spiritual encouragement and support to our team of missionaries.” In the case of Gateway Telecommunications, the company was sold, then the buyer’s financing fell through, which forced the founder into an earlier-than-planned retirement. He and his wife are now living in a retirement community and, as always, sharing Christ in any way they can.


  The three new companies include Bajalia Trading Company, Little Texas and Olive Technology, which are based in, respectively, the United States, Romania and India. All three reveal in different ways the promise and the perils of doing BAM.


  Like the first edition, the cases reflect varying degrees of partnership between for-profit and nonprofit enterprises. Some we define as “independent” because the partnerships are informal, and those with more formal relationships we define as “alliances.” A few of the cases are “hybrid” organizations involving either a business that formed a nonprofit subsidiary, or a nonprofit that launched a business as a means of achieving its charitable purpose. By including hybrid models, we are borrowing a page from the parallel “social entrepreneurship” movement and acknowledging that hybrids can be extremely effective when organized and managed well. But they also create some unique challenges, as the cases will illustrate.


  Data and Methodology


  This book draws on about fifteen years of studying and visiting businesses that have a missional purpose. Over this period we have met hundreds of lay professionals—“kingdom professionals”—from literally all over the world who are allowing their businesses to be the hands and feet of Christ in places that are difficult to reach with traditional missionary strategies. From these visits and interviews we have identified some of the principles and practices behind the most effective kingdom professionals and Great Commission Companies.


  By secular standards, all the companies profiled in this book are small, with valuations typically below $5 million and workforces in the tens or hundreds of employees. However, by missions standards, they are large companies. This is because most missionary-run businesses continue to be small, almost “mom-and-pop” operations that rarely become financially self-sustaining or grow to any meaningful size. This reflects a lingering wariness among many in professional ministry about mixing business and missions. As a consequence, they pursue it only halfheartedly, usually with limited success. Their lack of success then confirms their belief that business and ministry do not mix well. By contrast, we have found that relatively larger businesses are often more effective because they are generally more respected in the community and able to minister in ways that are impossible for individuals or smaller companies.


  Combining business and missions is not easy, and it creates tensions that do not exist when the activities are pursued separately. It also raises new ethical and legal questions that in some ways have parallels to previous eras of missions (the potential for creating “rice Christians,” for example) but in other areas are brand new. But the fact that it is difficult does not mean it should be avoided. Since the birth of the church, every generation has faced a slightly different context for doing mission and has had to wrestle with new questions related to carrying it out. The most effective ministry models in one era are often not as suitable for another. The emergence of globalization, and with it, the increasing awareness of the ministry potential of business, presents Christians with a new opportunity to think through the purpose of the church and the means by which it seeks to fulfill that purpose.


  As more people share their stories—their successes as well as failures—Christians will become more consistently effective and successful in this area. With that broader purpose in mind, the people profiled in this book have been exceedingly generous about sharing their time, their stories, their embarrassments, and some very private company data. For the sake of corporate and personal security, some details have been omitted or altered. In some cases, the names and locations of the companies have been changed.
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  The Good News About Globalization


  But thanks be to God, who always leads us in triumphal procession in Christ and through us spreads everywhere the fragrance of the knowledge of him.


  2 CORINTHIANS 2:14


  integrate (ĭn'tĭ-grāt') v. 1. To make into a whole by bringing all parts together. 2. To end the segregation of and bring into common and equal membership in society.


  Somewhere in Central Asia, an employee is assaulted by a gang of thugs, and when the employee’s boss learns of it, he uses the opportunity to disciple the new believer and help him understand what Christ meant when he said, “Love your enemies.” By the end of the meeting they are in a quiet room asking God to bless the young men who attacked him. At another company in Thailand, a young woman who describes herself as “not smart” was accustomed to being severely punished by her bosses for minor mistakes. Over time she learned to avoid making decisions on her own or taking any initiative. When she made a mistake at her new job, she expected to be harshly treated or even fired. Instead, her manager, someone who claimed to be a follower of Jesus, was kind to her, forgave her and helped her learn from her mistake. She was astounded, and before long was committed to following Jesus herself. In South Korea, a Christian business owner believed God wanted him to move his company to China, and five years later a quarter of his two thousand employees are following Christ. Many have taken advantage of the company-sponsored classes in computers, English, Korean, nutrition, music and dance, and some are even receiving corporate scholarships for formal pastoral training.


  These are just a few examples of the increasing role businesses and the professionals who manage them are playing in missions. The specific examples were taken from companies located in Central, East and Southeast Asia, but these same things are happening everywhere, thanks in part to the phenomenon commonly called globalization. When most people talk about globalization, they are referring to the reduction in the political, social and economic barriers that once kept countries and cultures largely separate. But there is another barrier falling—a theological one—that is having a profound effect on how the church understands and fulfills its purpose. This barrier is the unwritten “spiritual-vocational hierarchy” that has governed the way many people think about their role in Christian ministry. This hierarchy treats some vocations, specifically those higher up on the pyramid in figure 1.1, as more God-pleasing and honorable than others. According to this theology, those who are the most sincere about their commitment to Christ will get special vocational training, switch careers and become professional Christian workers supported by the donations of other Christians. The implication is that spiritual growth naturally leads maturing Christians to exchange their careers at the bottom end of the pyramid for those closer to the peak.


  [image: ]


  Figure 1.1. Spiritual-vocational hierarchy. Adapted from R. Paul Stevens, The Other Six Days: Vocation, Work and Ministry in Biblical Perspective (Grand Rapids: Eerdmans, 1999).


  The only problem with this view is that there is no biblical support for it. Professional Christian workers certainly have their place, and God does occasionally prompt people to switch vocations, but there is nothing vocation-specific about our call to be full-time bearers of good news. As theologian R. Paul Stevens wrote in his book The Other Six Days: Vocation, Work, and Ministry in Biblical Perspective, “Mission is the intended occupation and preoccupation of the whole people of God, not merely a few chosen representative or designated missionaries.”[1] Our individual callings and gifts may differ, but mission is nevertheless the central purpose of the entire body of Christ. The perceived distinction between “good” and “better” vocations has served only to undermine the effectiveness of the church because many Christians simply resign themselves to second-class status, or worse, become detached from any involvement in ministry. Using an analogy of Ed Silvoso of Harvest Evangelism, the end result is something that resembles a World Cup soccer match that has gone into overtime:


  A handful of players, all in desperate need of rest, run all over the field while hundreds of thousands of spectators . . . watch from comfortable seats. The players are the ministers who exert most of the energy, and the spectators represent the laypeople whose participation is limited to a secondary role, mainly making the whole enterprise financially feasible.[2]


  This book is for the countless Christian men and women in business who want to do more than watch the game of missions. They want to do more than dole out money to make the game financially viable; they want to be on the playing field. They have served on church committees, they have reflected Christ in their workplaces, they have participated in short-term missions trips, but the unmistakable message they continue to receive is that anything more requires a career change. This is a tough pill to swallow for people who are creative and resourceful by nature, and who quite frankly enjoy their business career. The purpose of this book is to show how it is not only possible today but also necessary for business professionals—and companies owned by Christians—to become more actively involved in missions.


  Our main focus will be on companies that are bringing the healing message of the gospel to the least developed and least evangelized parts of the world. We recognize, of course, that the Great Commission applies at home as well as abroad. Matthew 28:18-20 implies this, and Christ’s final words to his disciples in Acts 1:8 remove any doubt. However, it is also true that almost 29 percent of the world’s population—over two billion people—still have no idea who Jesus Christ is or why his death and resurrection matter.[3] Furthermore, they will likely never encounter a single follower of Jesus, even though in some cases there is a substantial Christian population surrounding them. As we can see in figure 1.2, almost all of these so-called unreached people live in the Eastern hemisphere, with the heaviest concentrations located in Asia, the Middle East and North Africa.
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  Figure 1.2. The world’s most unreached people. Source: Global Mapping International. Used with permission.


  The reason for these pockets of unreached people is that the gospel tends to stay within cultures and cross linguistic or cultural barriers only when a deliberate effort is made. The barriers are even more significant if reinforced by centuries of conflict and prejudice. For example, Palestinian Christians are unlikely to have much success evangelizing their Israeli neighbors, and vice versa. The same is true of a Turkish Christian trying to communicate the gospel to one of the seven distinct Kurdish people groups. All over the world, invisible walls separate people into some 16,500 “people groups” and inhibit the gospel’s spread. In India alone there is estimated to be more than 2,500 distinct people groups. While an estimated ninety million Indians classify themselves as Christian, they represent only 8.1 percent of the population, and the vast majority of the people groups have never heard the gospel.[4] The same is true in China, Pakistan, Indonesia and other countries that have substantial Christian populations but are still considered largely unreached.


  Adding insult to injury, roughly 90 percent of the world’s poorest and most suffering people live in these same countries. (See figure 1.3.) In such parts of the world, poverty is defined not by whether a person has a home with heat, electricity and indoor plumbing, but simply by the person’s ability to remain alive from one day to the next. According to the World Bank, almost a quarter of the world’s population struggles on one dollar per day or less, and nearly half of the world survives on less than two dollars per day. These countries are also plagued by a long list of other problems that are closely related to poverty, such as a lower average life expectancy, higher infant mortality rates, lower literacy rates and so on.


  Large parts of the world are suffering, unreached and off-limits to professional missionaries. Frankly, most of these countries are not interested in allowing people into the country for the sole purpose of converting others to their religion. As a consequence, the missionary visa is quickly becoming a relic of colonialism, and would-be missionaries must find other ways to gain entry into those countries. Some gain access by providing humanitarian services, but these tend to reach only the most displaced and desperate segments of society. Others go as students or as tourists, which also have limited reach. Business, on the other hand, has, as C. Neal Johnson puts it, “a remarkable capacity to touch virtually every person on the face of this planet.”[5] Radio and television ministries have a similar potential but are limited in their ability to stimulate economies or meet physical needs. Moreover, only flesh-and-blood people can build relationships and model the gospel in real-life settings. Business provides such a context for long-term holistic outreach.


  This is not a book about microenterprise development. As valid as helping poor people start their own small businesses may be, what we are describing is a fundamentally different approach to economic and spiritual development. This approach borrows a page from something that most governments and economists have recognized for a long time: multinational corporations—properly motivated—can greatly assist the development process by upgrading a country’s economic capabilities, contributing to its integration into the global economy and fighting against poverty and other socioeconomic problems. (Chapter three will identify the factors that enhance a company’s development potential.)
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  Figure 1.3. Human suffering index. Source: Global Mapping International. Used with permission.


  Such companies can also have a spiritual impact that many missionaries envy for the simple reason that people spend so much more time at work than they do in traditional ministry contexts. Evangelism and discipleship can be integrated into natural workday situations rather than forced to compete with a host of after-work alternatives. Meetings with customers and suppliers become God-designed, Spirit-abetted opportunities to build relationships and have a meaningful influence in people’s lives. Lunchrooms double as places where prayer, Bible study and worship can take place. Corporate profits can be used to support other ministry outside the company. The companies mentioned at the beginning of the chapter are only a few examples of this. We have found that, regardless of whether they are managed by Western or non-Western “majority world” Christians, large companies are having a significant impact for Christ in some of the least developed and least evangelized parts of the world.


  A New, Not-So-New Idea


  Using business as a vehicle for missions and ministry is not new. The apostle Paul, for example, was a full-time leather worker during much of his missionary career. A study of his letters reveals that working was more than a way to support himself; it was a central part of his missionary strategy. Preaching the gospel for free added credibility to his message and served as a model for his converts to follow (see 1 Cor 9:12-18). “By working for a living, Paul set a pattern of lay witness and ministry by regular, working Christians,” notes Dave English of Global Opportunities. He “made it normative for every Christian to make disciples.”[6] In the Middle Ages, Christian monks integrated work and ministry by tilling fields, clearing forests and building roads, while also tending to the sick, the orphaned and the imprisoned, protecting the poor, and teaching the children. The transforming effect was significant over time. As villages and towns sprang up around the monasteries, the surrounding society incorporated many of these same social concerns.[7] Even as recently as the nineteenth century, many early Protestants such as the Moravians, the Basel Mission Society and William Carey integrated business and other secular occupations into their missions strategies.[8]


  So why then does this seem so new and unfamiliar? There are at least three reasons why today’s missions community has been reluctant to work closely with business. First, there is the recent but deeply entrenched belief that “work” takes time away from “ministry.” The closest a person can come to integrating the two is to pursue ministry on a part-time or bivocational basis, which is usually understood to mean wearing a work hat for part of the day and a ministry hat for the other part. Never before in the history of the church has this oil-and-water perspective been so widely and uncritically accepted. Michael McLoughlin of Youth With A Mission notes with irony that once people quit their jobs to go into full-time ministry, they become isolated from the very people with whom they once had daily contact.[9] Rather than spending forty hours per week with the people, they are now on the fringes, trying to squeeze in a Bible study here or a breakfast meeting there. Roland Allen made a similar observation in his 1930 book The Case for the Voluntary Clergy, when he noted that full-time, donor-supported missionaries are “constantly struggling to get close to the laity by wearing lay clothing, sharing in lay amusements and organizing lay clubs; but they never quite succeed. To get close to [people], it is necessary really to share their experience, and to share their experience is to share it by being in it, not merely to come as near to it as possible without being in it.”[10]


  Second is the closely related belief that a business can either serve society or make money, but not both. There is nothing new about this view, but it received a considerable boost in 1913 when the United States first allowed tax deductions for donations made to qualifying nonprofit corporations. This helped cement the perception that activities with high social or spiritual value—education, health care and humanitarian work—are not compatible with a profit motive. By implication evangelism and missions are the least compatible of all. Profit-making activities such as microenterprise development and microbanking are seen as acceptable only because those who profit are the poorest of the world’s poor and those who administer the programs are nonprofit organizations. If a large foreign company, especially one with the “multinational” label, promised the same socioeconomic results, it would be viewed by many as opportunistic, or even immoral.


  The third reason business and missions are seldom combined is that it creates complications for a ministry’s tax exemption. There are, to be sure, significant constraints in place to prevent people from abusing the tax codes. Nevertheless, secular nonprofits now routinely devote substantial portions of their resources to business activities. Those businesses serve many purposes, ranging from merely being a source of income to being an integral part of the ministry itself. For example, the YMCA is probably as well known today for its fitness centers as for its ministry to young disadvantaged men. The nonprofit Homeboy Industries is essentially a business set up by and for former gang members. In the case of the YMCA the fitness center income is likely to be considered unrelated to the organization’s purpose and taxable at the normal corporate tax rate. The business of Homeboy Industries, however, is a central part of the organization’s rehabilitative purpose, and the income is therefore tax exempt. Hospitals have gift shops, rehabilitation ministries have thrift stores, and universities partner with corporations to share the costs and the revenues of scientific research. Missions organizations are some of the last holdouts. The key legal questions are (1) is the tax-exempt organization legitimately serving a charitable purpose, and (2) is the income from the business related to that tax-exempt purpose? Related or unrelated, there is a great deal of flexibility in how businesses and ministries can work together.


  Obviously anyone thinking about integrating nonprofit and for-profit activities should get competent legal and tax advice first. Our point is that businesses—whether working independently or in partnership with nonprofits—can open up many new possibilities for income generation and ministry. Those who uncritically treat the nonprofit approach as “the way it has always been done” are wrong and are depriving themselves of a powerful tool for ministry. Indeed, many forward-looking missions experts are starting to advocate business as one of the most strategic career choices a missions-minded Christian can make in the twenty-first century.


  Ministry Models


  There is no limit to the creativity that can be unleashed when people start thinking outside the nonprofit box. To better understand the opportunities and their limitations, it is helpful to find a way to classify the different types of GCCs. For simplicity, we have chosen to isolate two variables. First is the nature of the company’s participation in the missions effort. Some GCCs are largely facilitative in nature, created for the express purpose of assisting the work of another ministry. Others are “pioneers” in the sense that the companies and their management teams are directly involved in the outreach for which it was created. An example of a facilitative GCC is Seattle-based Pura Vida Coffee, which was created for the specific purpose of improving the lives of the poor in coffee growing countries (see chapter twelve). This seller of fresh-roasted specialty coffee donates 100 percent of its profit to this cause while also raising awareness of the challenges facing the poor in Latin America. An example of a pioneering GCC is the Silk Road Handicraft Company (chapter seven), a multimillion-dollar company located in Central Asia that employs some two hundred people. About 90 percent of those employees are now Christians, but the most exciting part of the story is the positive impact these employees are having outside of the factory.


  The second variable is the company’s level of independence. As we will see, some companies work in close partnership with established churches or missions organizations. We call these alliances. For example, Romania-based Little Texas (chapter nine) was started by a kingdom professional working for Church Resource Ministries as a means of both reflecting Christ in the post-communist marketplace and generating funding for other ministries in Romania and neighboring Moldova. By comparison, U.S.-based Bajalia International (chapter eight) and India-based Olive Technology (chapter eleven) are more independent in nature. Although they do partner with other ministries, they are not legally affiliated with those ministries in any formal way.


  As the cases will illustrate, sometimes the goal of ministering to the neediest and least reached is achieved best by physically locating the company in the country of interest. Other times the goal is achieved more effectively by locating the company in a well-developed and prosperous country like the United States. What qualifies a company as a Great Commission Company is not its location but its purpose. The most appropriate model will depend on many factors, such as the type of business, the economic and religious climate in the country of interest, the status of the indigenous church in that country and so on.


  Spy, Terrorist or Missionary?


  One model that has little to commend it is the “missionary in disguise” approach. This is one that uses a business merely as a “cover” for people who quite frankly have little interest in business except for its usefulness as an entry strategy into countries that are off-limits to traditional missionaries. The aim is to do the least amount of work necessary to appear legitimate (at least in their own eyes; few others are fooled so easily). While there have been some successes, the results have been generally mixed, and many Christians now recognize that this “ends justifying the means” approach to ministry is dishonest and a poor witness. The exposés of undercover missionaries in Time magazine and Mother Jones illustrate just how poorly this reflects on Christianity as a whole.[11] (To the extent that the articles prompted a healthy re­examination among Christians of their methods and motives, they have actually benefited the missions movement in the long run.)


  Seeing business as a distraction from ministry makes as much sense as doctors treating their medical work as a distraction. Yet, while many Christians readily accept that a person can be both a doctor and a missionary, those planning to do business in a needy country are routinely asked to explain how they intend to avoid letting the business crowd out the ministry. Ironically, this oil-and-water view of business and ministry often becomes a self-fulfilling prophecy by creating different kinds of pressures. A business that makes no obvious contribution to the local community will quickly raise the suspicions of people who are distrustful of foreigners, and there is little preventing such companies from being expelled from the country. This is unfortunate because many of these same countries are quite willing to tolerate legitimate Christian-managed businesses. We have found that the most effective GCCs are in fact quite open about their faith and even have a reputation for evangelistic work. What keeps them from being persecuted or expelled? The value added. Without exception the most secure business platform is the profitable, job-creating, tax-paying company.


  Why would people feel that they need to fake their way into a country? The answer goes back to the days of colonialism. Despite its faults, one clear advantage of colonialism was the unrestrained access it gave missionaries to less Christianized countries. Today, without the backing of a colonial power, missionaries are finding it all but impossible to get into those countries. In particular, those countries and nationalities that have a history of being ruled by outsiders are now fiercely protective of their political and economic independence and deeply suspicious of outsiders. While these countries are aggressively trying to attract entrepreneurship and capital from abroad, they have little tolerance for people who make no obvious contribution. Hence the temptation for missionaries to apply for business visas and pretend to be something they are not.


  Using business as a cover is neither original nor terribly clever. Missionaries are not the only ones, after all, who use “creative access strategies.” Not surprisingly, spies and terrorists also cannot operate openly in most countries, and they too have discovered the usefulness of the business platform. Businesses are routinely used as fronts for all sorts of covert activities. Examples of these undercover operations are rarely discussed publicly, for obvious reasons, but the occasional glimpses we get can help us appreciate the host country’s concerns when a business appears to be merely a cover for other, possibly more sinister, activities. For example:


  
    	The investigation into the failed Times Square bomb plot on May 1, 2010, led authorities to a prominent catering company in Pakistan that they believe was being used as a cover for possible terrorist attacks in Pakistan.[12]



    	After the terrorist attacks in the United States in 2001, the CIA dramatically expanded its use of businesses as a “cover strategy” to get its agents close to radical Muslim groups. The businesses—consulting firms and such—were designed to be “deliberately bland enough to escape attention.” The companies served as “bases” that enabled agents like the now-famous Valerie Plame (who worked for the fictitious Brewster Jennings & Associates) to travel freely and have a plausible explanation for their activities. Although many of those efforts have now been deemed failures, the CIA is currently in the process of rolling out new businesses that are “more narrowly targeted.”[13]



    	One of the accused masterminds of the terror attack in Mumbai, India, in November 2008 was an American who presented himself as an employee of a company called First World Immigration Service. The business, while real, was simply a cover for this terrorist, and after he was arrested, agents could find no documents or tax records that supported his claim to be an employee of the company.[14]



    	Long before Osama bin Laden became a household name, his terrorist network used businesses to disguise and fund its operations. For example, the investigation into the 1998 bombing of the American embassy in Nairobi, Kenya, revealed that at least three business entities—one nonprofit and two for-profit firms—were created by bin Laden’s network to provide members of his group the legal documents, platform and income necessary to operate freely in that country.[15]



    	In 2001 a group opposed to Iran’s current government was uncovered in the United States. Through a sham charity called the Committee for Human Rights, this group raised more than one million dollars in donations, mainly at U.S. airports. The money was sent to an auto parts business in the United Arab Emirates where it was used to buy arms.[16]


  


  People who are not transparent or appear to have hidden agendas are naturally hard to trust. Complicating matters is the fact that the jargon of evangelical missions has until recently been generously seasoned with threatening-sounding metaphors like “targeting” a people group, “establishing a beachhead” and other terms that are easily misunderstood, especially in countries with a history of instability and oppression. September 11, 2001, was a stark reminder that some people believe they are quite literally at war against Christians (and Jews). In an effort to be clear about the humanitarian and transformational purpose of GCCs, we have refrained from using such terms in this book. By doing so we are following the lead of a cross section of evangelical missions and church leaders and theologians who have pledged to be more careful about their language choices.[17] Without question, there is a very real battle taking place between God and Satan, but we must never create the impression that people are the enemy (see Eph 6:12).


  The Purpose of a Great Commission Company


  What do we mean by “the humanitarian and transformational purpose of GCCs”? Simply put, the good news of the gospel is that in this fallen and pain-filled world, good overcomes evil. This Old Testament promise was fulfilled in Jesus Christ, who then instructed his followers to spread the message that sin and death have been defeated and through Christ we too can have freedom and life (see Jn 10:10). Furthermore, this freedom and life are offered freely to all who believe that Jesus is the Son of God (see Rom 4:25–5:1; Eph 2:8-9; 1 Jn 5:1-5). Many have heard and rejected this message. Many others have never heard the message even once, nor do they see any evidence that good has conquered evil. That is the purpose of a GCC: to bring good news in word and deed to the neediest parts of the world. The good news about globalization is that the barriers that once prevented people from hearing this message are falling and the missions baton is being handed to a new breed of messenger.


  The success of the apostle Paul’s model suggests that Christianity spreads fastest when Christians are not just proclaiming but also modeling the gospel. Could globalization be God’s way of bringing business people—perhaps the largest and most underutilized segment of the church—back into missions? What better way to demonstrate and proclaim the love of Christ to a hurting world than through a GCC?


  Questions for Review


  
    	Explain in your own words the spiritual-vocational hierarchy. What impact does such a theological frame of reference have on the life of a church? In your answer, please provide an example, good or bad, from your own experience.


    	Do you know of any “missionaries in disguise”? What has been their experience? What are some of the difficulties, if any, with this approach?


    	What is the difference, if any, between a GCC and a “missionary in disguise”?


    	What are the key differences a local person would notice, or at least should notice, between a business owned by a Christian and one owned by a terrorist or spy?


    	Visit the website www.globalopps.org/ papers/ whydid.htm, and read Ruth Siemens’s article “Why Did Paul Make Tents?” What are her main points? Go through and find the scriptural references that she alludes to but does not put into the paper. Do you agree with her argument that an authentic tentmaker must be fully self-supported? Why or why not?


    	Give three reasons why, according to the authors, missions organizations have been reluctant to work closely with business.


    	According to the authors, what is the “good news about globalization”? In your response, discuss the changes that are taking place in the world and in the church, and the opportunities and challenges presented by those changes.
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  Toward a Definition of a Great Commission Company


  God calls into being instruments for his purpose to meet the exigencies of the age and situation.


  DWIGHT BAKER


  The business community—because of its enormous power base of influence, resources and expertise—is in a unique position to undertake mission for Christ: worldwide and next door. . . . The heart of mission is helping hurting people holistically through the love of Christ. And what matters is not who does it, but who receives it; not who does it, but how and why it is done. In these instances, it is the business community itself that is replacing the traditional “sending agencies” of earlier Christian mission paradigms. It is the business community utilizing the resources God has placed in their hands to become a major part of the missio Dei.


  C. NEAL JOHNSON


  The term “Great Commission Company” needs to be carefully unpacked. It is obviously a reference to Matthew 28:18-20, the biblical mandate to “make disciples of all the nations,” commonly referred to as the Great Commission. But what exactly does it mean for a company to fulfill this mandate? Define it too broadly and the term becomes meaningless. Any company doing any good deed at all, no matter how indirectly or unintentionally, would be included. Define it too narrowly and it would exclude the valid missional impact of many Christian-owned businesses. Thus any attempt to define a Great Commission Company (GCC) must begin by addressing the broader questions about the meaning and modern-day relevance of this passage of Scripture and its application to a business context. In this chapter we explain our own theological orientation, introduce some key concepts, then define a GCC.


  What Is Mission(s)?


  A subtle shift has been taking place in the terminology used to describe the activity and purpose of the church. To understand the importance of this shift and its relevance to this book, we begin by recognizing that when God created the heavens and the earth, the relationships between God, mankind and creation conformed perfectly to his divine intention and purpose.[1] However, when Satan rebelled against God’s authority and established his own competing kingdom, it set into motion a cosmic conflict that will continue until Christ’s triumphant return. Therefore sin, properly understood, involves more than a moral failure or a broken relationship with God; it is Satan at war with God, attacking the divine order that was established at creation.[2] Nothing has escaped Satan’s corruptive influence. Not only have our relationships with God, each other and nature suffered, but even creation itself has been distorted and damaged (see Gen 3:16-19). As Bryant Myers observes, Satan’s damage “proved very broad—very holistic, if you will.”[3] Accordingly, God’s redemptive plan is also holistic, extending not just to individuals but also to the whole of society, its institutions and even to creation itself (see Rom 8:19-23; Eph 1:22-23; Col 1:19-20).


  The term mission (or missio Dei) refers to this singular, all-encompassing plan of reconciliation. In his seminal book Transforming Mission: Paradigm Shifts in Theology of Mission, missiologist David Bosch said that Christian mission “gives expression to the dynamic relationship between God and the world.”[4] As such, it is a living, ongoing story with many chapters. The story of mission begins with the chosen people of Israel and eventually moves to the church through the life, death and resurrection of Jesus Christ. Mission begins with reconciling “us to himself through Christ,” who then gives us “the ministry of reconciliation” (2 Cor 5:18). This ministry of reconciliation is, quite simply, the purpose of the church. Indeed, if the church ever ceases to bear witness to God’s activity in the world and fails to communicate in word and deed the reconciling message of Jesus Christ, “it has not just failed in one of its tasks,” says missiologist Andrew Kirk, “it has ceased being church.”[5]


  The specific activities of the church (missio ecclesiae) have traditionally been referred to either as “missions” (plural) or “ministry,” depending on whether geographical, linguistic or cultural barriers are crossed. Outreach efforts among people of similar language and culture are usually referred to as “ministry,” and the term missionary has traditionally been applied to those doing crosscultural ministry, that is, “missions.” In today’s diverse and integrated society, such distinctions can be confusing and even divisive if they appear to reinforce a spiritual-vocational hierarchy. Thus, the recent trend has been to eliminate the distinctions and adopt the singular term mission exclusively because, after all, almost everything the church does can be seen as part of missio Dei. Similarly, it is becoming increasingly common to hear it said that all Christians are missionaries—whether they realize it or not—because whether they are scrubbing floors, selling stocks or teaching Sunday school, they are all instruments of missio Dei.


  We have chosen not to follow that trend and to continue using distinct terms for several reasons. First, central to missio Dei is the universal glorification of God and the restoration of all creation to a right relationship in harmony with him. In other words, there is a crucial link between physical restoration and spiritual redemption, a link that is often downplayed or overlooked in some of the things that are offered as examples of mission. For example, some advocates of “business as mission” or “marketplace mission” make no connection between making widgets and making disciples. To be sure, we can worship God through our work, and there is something about the very nature of entrepreneurship and business that pleases God. But by themselves these things will not necessarily point people to the Savior. Devout followers of other religions also can be creative, honest and hard working, and we cannot assume that people will discover Jesus from our actions alone. At some point the reason for the hope that is within us has to be verbalized (see 1 Pet 3:15). Similarly, being a good corporate citizen will not necessarily draw attention to Christ. By definition, missions or ministry involves an intentional effort to make Christ known.


  Second, missio Dei is perfect and unchanging. However, our human attempts to participate in that plan are imperfect and continually adapting to new social and ecclesiastical conditions. Sometimes these so-called paradigm shifts in missions occur abruptly, such as when Peter recognized in Acts 10 that Christ’s sacrifice on the cross was valid for Gentiles as well as for Jews. Suddenly the early church had a new understanding—a new theology, if you will—of God’s plan for the church. More often, however, the change occurs gradually, such as when Christianity became the official religion of the Roman Empire in the fourth century and there was a subtle shift away from individual conversion and toward the conversion of nation-states. “Evangelism was no longer a personal matter,” notes one scholar, “but a matter of joining an institution and following its rituals.”[6] Of course, every paradigm has its exceptions. The monks, for example, were the exception to the nominal Christianity of the Middle Ages. Nevertheless, by looking at the sometimes quite remarkable mistakes the church has made over the years, we can see the dangers of equating missions (our collective human response) with mission (God’s perfect plan).


  The third reason we prefer the distinctive terms is because different kinds of ministry bring different challenges. As the late missionary statesman Ralph Winter once observed, “reaching out in the same culture is relatively simple and is often automatic, while breaking through to a new and different culture is both rare and complex.”[7] The apostle Paul’s experiences are prime illustrations of this. Much of his early ministry experience was in a similar cultural context. The further away he moved from his cultural roots, the more foreign his gospel became to his listeners and the more difficult the work became. The point here is not to create a new spiritual hierarchy but to be clear that cross-cultural ministry (missions) presents a different set of challenges and requires a different kind of preparation than near-neighbor ministry. If we define all Christians as missionaries, the term quickly loses its practical usefulness.


  
    A Thumbnail Sketch of Previous Missions Paradigms


    The integration of business and missions is seen by many people as representing a paradigm shift in the theology and practice of missions. Put another way, one definition of “the traditional approach to missions” is giving way to another. Some people are uneasy about such talk, suggesting as it does that the old paradigm was flawed. But the truth is, the concept of a “traditional” approach to missions has always been a moving target. No sooner does one approach become traditional and institutionalized then the world changes and the approach is no longer suitable. For example, the full-time, donor-supported missionary—the central figure in the modern missions enterprise—was in many respects an entirely rational response to the combination of colonialism and the Industrial Revolution. Specifically, the dramatic increase in disposable income that began with the Industrial Revolution, combined with the infrastructure of colonialism, made it possible to create a professional class of missionary that could focus exclusively on evangelizing remote parts of the world. One downside, of course, was the impression this eventually created that only some are called into full-time ministry.


    Yet before anyone celebrates the emergence of a new paradigm, we must remind ourselves that flaws are easier to spot in the past than in the future. One thing we can say with confidence is that a new paradigm will not be perfect. Below is a sketch to illustrate some of the previous paradigms in missions history.
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