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Outcomes
So, why do we call cla’S national magazine — Outcomes? It con-

nects to CLA’s kingdom mission: to equip and unite leaders to transform the world for 
Christ. To accomplish such a transcendent mission requires that we help Christian lead-
ers to be intentional about pursuing and evaluating kingdom outcomes. That’s what our 
magazine’s name is all about.

Kingdom Outcomes is also the theme of CLA’s national conference, April 14–16, in 
Dallas. In fact, in this edition of Outcomes, each author will speak or teach at CLA Dallas 
2014. (CLAConference.org)

I think about Jesus’ visionary leadership, and his single-minded pursuit of kingdom out-
comes. He was clear and intentional about his kingdom purpose, and guided his disciples 
likewise. Just listen to an example from Christ’s response to an inquiry by John the Baptist:

“When John heard in prison what Christ was doing, he sent his disciples to ask 
him, ‘Are you the one who was to come, or should we expect someone else?’ Jesus 
replied, ‘Go back and report to John what you hear and see: The blind receive sight, 

the lame walk, those who have leprosy are cured, the deaf hear, the dead 
are raised, and the good news is preached to the poor.” (Matthew 11:2-5)

Jesus, the Son of God, prayerfully communed with his Father. He 
was clear on his mission. He cast a compelling vision for his followers, 
and he communicated ministry outcomes. Today, the leaders and orga-
nizations represented by CLA get to join in Christ’s kingdom work by 
meeting spiritual and physical needs while sharing Jesus’ boundless 

love. I hope that this edition inspires you as you pursue your God-
given calling and evaluate kingdom outcomes.

By W. Scott BrownINSIDE/OuTcOMES
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c
TALKINg LEADERShIP

cla PreSident and ceo tami heim , recently inter-
viewed Rich Stearns, president and CEO of World Vision, U.S.

Stearns is the former CEO for Parker Brothers Games and Lenox. 
He holds a B.A. in neurobiology from Cornell University and an MBA 
from the Wharton School at the University of Pennsylvania. Follow-
ing a sense of God’s call on his life, he resigned from Lenox in 1998 
to become World Vision’s U.S. president.

Driven by his passion to raise awareness and support for poverty 
and justice issues, Stearns authored The Hole in Our Gospel (Thomas 
Nelson, 2010), Unfinished (Thomas Nelson, 2013), and a new 90-day 
devotional book co-authored with his wife Renee’ — He Walks Among 
Us (Thomas Nelson, 2013).

World Vision (WorldVision.org) is a Christian humanitarian 
organization engaged in nearly 100 nations worldwide and dedicated 
to working with children, families, and their communities to reach 
their full potential by tackling the causes of poverty and injustice. 
World Vision is a Founders Council member of Christian Leadership 
Alliance (CLA). Stearns will be a keynote speaker at CLA Dallas 2014, 
April 14–16. (CLAConference.org)

from your book Unfinished, what do you urge chris-
tian leaders to finish in our world today?

A couple of years back a very simple but profound question came 
to my mind as I was reading Scripture. It was: “Why did Jesus leave?”

We Christians often speculate about when Jesus might return, 
but I don’t think I’ve ever heard a pastor preach on the question of 
why Jesus left to begin with.

Some 2,000 years ago, Jesus had the most amazing three-year 
run of ministry. He had a growing following of disciples. There was 
a great messianic expectation that he would lead the Jewish people 
out of captivity, restore the nation of Israel, and sit on David’s throne.

And then of course we all know the story of the Passion, the 
Crucifixion, the brutal death. His dead body is put in a cold stone 

tomb. It’s pretty much game over for the disciples and 
the movement around what Christ was preaching.

Then the greatest turnabout in history, the Resur-
rection, snatches victory from the jaws of defeat! Surely 
the Roman Empire can’t be a big challenge after you’ve 
defeated death. But instead of building his movement, 
assuming the throne of David (in an earthly sense), and 
leading the Jews to reestablish the nation of Israel, Jesus 
hangs around for 40 days, asks his disciples to wait for the 
Holy Spirit and be his witnesses throughout the world, 
and then he leaves!

So, why did Jesus leave? And, why were we left 
behind? The answers are the key to the meaning of our 
lives and the purpose of the church and every Christian 
ministry today.

Jesus left because he intended the church to do 
something critical. In Matthew 24:14 Jesus says: And 
this gospel of the kingdom will be preached in the whole 
world as a testimony to all the nations, and then the end 
will come. That is the task he gave to us as believers.

In my book, I unpack “the gospel of the kingdom,” 
because, yes, it is the Great Commission, but it is much 
more. Jesus’ vision of a new kind of kingdom coming on 
earth was stunning. It was a vision of a totally changed 
world where his disciples, living under his rule and 
authority, would go into the world and take it by storm 
like revolutionaries. They would work in every dimension 
of human life, and go to the broken and bleeding edges 
of the world to care for the poorest of the poor, stand up 
for justice, and live with integrity. In short, they would 
exhibit a different way to live. It would be so attractive 
that the church would grow, and this revolution would 
change the world. When that happened to his satisfac-
tion, Jesus said he would return.

This is the big vision of my book — the unfinished task! 
Now some 20 centuries later, many of us have lost 

the trail. We’re lost in the woods, unclear about our mis-
sion. The book is a call back to the original vision. Stephen 
Covey once said: “The main thing is to keep the main thing 
the main thing.” We just need to be reminded in the 21st 
century of the main thing Christ called us to accomplish.

It’s time to finish the job!

how do you see nonprofit ministries fitting 
into that mission?

Christ’s assignment to his disciples involved noth-
ing less than reclaiming, restoring, and rebuilding every 
dimension of human life. That includes every field of 
endeavor: business, education, government, diplomacy, 
law, media, et cetera. They would go into each walk of 
life with his revolutionary value system, and transform it.

Christ’s followers would transform human relation-
ships, the management of our planet, marriage, sexual-
ity, the family — all reclaimed in a biblical framework. 
It’s such a big assignment that we need to break it into 
thousands of smaller tasks. Every ministry has a role to 

Interview by Tami Heim

play whether you are Campus Crusade, Focus on the 
Family, World Vision, a Christian college or university, 
or another kingdom-minded organization.

I love the book of Nehemiah. In rebuilding the 
wall of Jerusalem, Nehemiah took a massive task and 
broke it into smaller, manageable, tasks. As every person 
rebuilt their portion of the wall, the bigger vision was 
accomplished.

In the kingdom of God, we each have an assignment, 
and if we do it faithfully and effectively we’ll complete 
the whole job. We’re sent into the world to reclaim it, to 
be healers and peacemakers. We’re sent on mission to 
restore the poorest of the poor, to rescue human lives, 
but more importantly human souls. That’s at the center 
of our missions as Christian organizations.

Unfinished is a call to rediscover that simple, yet 
profound, assignment. I hope nonprofit leaders will use 
it to refocus their ministries. As leaders, without a com-
pelling ministry vision you get off course and wander 
in unfruitful directions. It’s easy for ministries to get 
distracted. A church can get distracted on something as 
simple as growing attendance. The goal is not growing 
attendance. The goal is building the kingdom of God. If 
attendance growth is the best means to that end — and 
you can demonstrate that — then fine, grow attendance. 
But, we must tie every program and initiative back to 
the central mission; otherwise it’s superfluous and can 
be eliminated.

With the size and scope of World Vision, 
how do you measure the pursuit of king-
dom outcomes?

With a little more than four million sponsored chil-
dren, we categorize our work into 1,800 Area Develop-
ment Projects (ADPs) in nearly 100 countries, managed 
by almost 45,000 staff. Every one of these 1,800 ADPs 
has a unique development plan tailored to its context, 
country, and culture. We track each project carefully.

Of course we measure things like how many bore 
holes we drilled, how many farmers we trained, how 
many micro-loans we gave, how many people participated 
in savings groups and so on. But as important as those 
are, they are not necessarily “outcomes.”

Since we’re child-focused, community-based, and 
Christ-centered, our ultimate outcome is child well-being. 
Our vision statement says: “Our vision for every child, life 
in all of its fullness. Our prayer for every heart, the will 
to make it so.” We want to bring material and spiritual 
fullness to children. As Jesus said in John 10:10: I have 
come that they might have life and have it to the full.

We developed a framework of 35-or-so child 
well-being indicators. We measure reductions in stunt-
ing, which is about nutrition. We measure not just school 
attendance, but numeracy and literacy skills. We mea-
sure the reduction in the disease burden: the number of 
malaria cases, the number of diarrheal sicknesses. We 

unfinished
World vision’s rich stearns on 
completing our kingdom mission
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Rich Stearns visits Syrian children in Za’atari Refugee Camp, 
Jordan, supported by World Vision work.
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tomb. It’s pretty much game over for the disciples and 
the movement around what Christ was preaching.

Then the greatest turnabout in history, the Resur-
rection, snatches victory from the jaws of defeat! Surely 
the Roman Empire can’t be a big challenge after you’ve 
defeated death. But instead of building his movement, 
assuming the throne of David (in an earthly sense), and 
leading the Jews to reestablish the nation of Israel, Jesus 
hangs around for 40 days, asks his disciples to wait for the 
Holy Spirit and be his witnesses throughout the world, 
and then he leaves!

So, why did Jesus leave? And, why were we left 
behind? The answers are the key to the meaning of our 
lives and the purpose of the church and every Christian 
ministry today.

Jesus left because he intended the church to do 
something critical. In Matthew 24:14 Jesus says: And 
this gospel of the kingdom will be preached in the whole 
world as a testimony to all the nations, and then the end 
will come. That is the task he gave to us as believers.

In my book, I unpack “the gospel of the kingdom,” 
because, yes, it is the Great Commission, but it is much 
more. Jesus’ vision of a new kind of kingdom coming on 
earth was stunning. It was a vision of a totally changed 
world where his disciples, living under his rule and 
authority, would go into the world and take it by storm 
like revolutionaries. They would work in every dimension 
of human life, and go to the broken and bleeding edges 
of the world to care for the poorest of the poor, stand up 
for justice, and live with integrity. In short, they would 
exhibit a different way to live. It would be so attractive 
that the church would grow, and this revolution would 
change the world. When that happened to his satisfac-
tion, Jesus said he would return.

This is the big vision of my book — the unfinished task! 
Now some 20 centuries later, many of us have lost 

the trail. We’re lost in the woods, unclear about our mis-
sion. The book is a call back to the original vision. Stephen 
Covey once said: “The main thing is to keep the main thing 
the main thing.” We just need to be reminded in the 21st 
century of the main thing Christ called us to accomplish.

It’s time to finish the job!

how do you see nonprofit ministries fitting 
into that mission?

Christ’s assignment to his disciples involved noth-
ing less than reclaiming, restoring, and rebuilding every 
dimension of human life. That includes every field of 
endeavor: business, education, government, diplomacy, 
law, media, et cetera. They would go into each walk of 
life with his revolutionary value system, and transform it.

Christ’s followers would transform human relation-
ships, the management of our planet, marriage, sexual-
ity, the family — all reclaimed in a biblical framework. 
It’s such a big assignment that we need to break it into 
thousands of smaller tasks. Every ministry has a role to 

play whether you are Campus Crusade, Focus on the 
Family, World Vision, a Christian college or university, 
or another kingdom-minded organization.

I love the book of Nehemiah. In rebuilding the 
wall of Jerusalem, Nehemiah took a massive task and 
broke it into smaller, manageable, tasks. As every person 
rebuilt their portion of the wall, the bigger vision was 
accomplished.

In the kingdom of God, we each have an assignment, 
and if we do it faithfully and effectively we’ll complete 
the whole job. We’re sent into the world to reclaim it, to 
be healers and peacemakers. We’re sent on mission to 
restore the poorest of the poor, to rescue human lives, 
but more importantly human souls. That’s at the center 
of our missions as Christian organizations.

Unfinished is a call to rediscover that simple, yet 
profound, assignment. I hope nonprofit leaders will use 
it to refocus their ministries. As leaders, without a com-
pelling ministry vision you get off course and wander 
in unfruitful directions. It’s easy for ministries to get 
distracted. A church can get distracted on something as 
simple as growing attendance. The goal is not growing 
attendance. The goal is building the kingdom of God. If 
attendance growth is the best means to that end — and 
you can demonstrate that — then fine, grow attendance. 
But, we must tie every program and initiative back to 
the central mission; otherwise it’s superfluous and can 
be eliminated.

With the size and scope of World Vision, 
how do you measure the pursuit of king-
dom outcomes?

With a little more than four million sponsored chil-
dren, we categorize our work into 1,800 Area Develop-
ment Projects (ADPs) in nearly 100 countries, managed 
by almost 45,000 staff. Every one of these 1,800 ADPs 
has a unique development plan tailored to its context, 
country, and culture. We track each project carefully.

Of course we measure things like how many bore 
holes we drilled, how many farmers we trained, how 
many micro-loans we gave, how many people participated 
in savings groups and so on. But as important as those 
are, they are not necessarily “outcomes.”

Since we’re child-focused, community-based, and 
Christ-centered, our ultimate outcome is child well-being. 
Our vision statement says: “Our vision for every child, life 
in all of its fullness. Our prayer for every heart, the will 
to make it so.” We want to bring material and spiritual 
fullness to children. As Jesus said in John 10:10: I have 
come that they might have life and have it to the full.

We developed a framework of 35-or-so child 
well-being indicators. We measure reductions in stunt-
ing, which is about nutrition. We measure not just school 
attendance, but numeracy and literacy skills. We mea-
sure the reduction in the disease burden: the number of 
malaria cases, the number of diarrheal sicknesses. We 

also measure access to clean water and track things like child pro-
tection and child participation. How do these communities view 
and value their children? We even survey children to ask them to 
report on their own well-being. Each development project selects 
the indicators most relevant to them. Measuring 1,800 project areas 
is daunting, but we want to hold ourselves to the highest standard. 
We want to give our best to the Lord.

It is a management tool. A country director who might have 40 
ADPs can look at a dashboard and see that 10 are in red or yellow 
— failing to achieve their outcomes. The director can then review 
green project areas — meeting or exceeding outcomes — and find 
transferable concepts to help those falling behind. It’s a constant 
learning and tweaking process.

Our donors increasingly want to know outcomes for how money 
was spent. I sometimes have interesting discussions with donors 
and say, “please understand how hard this stuff is to measure.” On 
one hand we seek to measure, to be precise, to be accountable, to set 
goals and achieve them. But on the other hand we accept that not 
everything can be measured. How do you measure the transformation 
of the human heart? Or joy, contentment, happiness, and spiritual 
growth? We have to trust that if we’re doing the work that God has 
called us to do, that the Holy Spirit will be at work in our midst. 
Lives will be changed, families will be transformed, and communi-
ties will be elevated.

It’s probably some of the things we’re not measuring that cause 
the angels in heaven to rejoice — simple acts of kindness, demon-
strating Christ’s love to the unlovely, being a peacemaker, walking 
with people through hardship, and crying with them in their grief. 
Those things won’t show up in our indicators but they’ll show up 
on the dashboard of heaven.

We always try to keep both those things in mind: the imperative to 
measure, but also God’s grace and the work of the Spirit in our world.

how would you encourage ministry leaders focused 
on the “unfinished” work today?

One of the ideas that I put forth in Unfinished is that if we think 
of God as the author of life, writing the big story of the universe, 
it means there’s a creator writing this narrative. Here’s the thing. 
Authors create characters for a reason. God has written you and 
me into his story. He created us as characters. He’s written us into 
a specific place for such a time as this. We each have a crucial role 
to play in the big story.

God has given us gifts and talents. We have the Holy Spirit 
to guide us. So my charge to the other CLA leaders is to take 
seriously your God-given role. Let’s give him our best. Let’s be 
bold. Knowing that God has written us into the story, let’s take 
risks and believe that God intends to use us to change the world 
and to finish the job.

Our biggest problem is that sometimes we just don’t believe that 
God really intends to use us to change the world. God has written 
you into his story to be a world changer. That should keep us focused 
on finishing the work he has called us to do. 

cla dallaS 2014: rich StearnS will be a keynote 

speaker at CLA’s National Conference in Dallas, April 

14–16. (CLAConference.org)
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By Judy Douglass

l
leaderS are learnerS.  At least that’s my experience. 

I’m a reader, so I learn a lot from the blogs, articles, and books I 
read. I also learn because I’m (by background) a curious journalist 
and I ask a lot of questions. And, hopefully, I keep my eyes open to 
absorb what I observe.

But in the five decades I have been in vocational ministry, in 
many different leadership roles, this is clear: I learn the most from 
the people to whom I relate most closely. Let me highlight just a 
few lessons on living and leading that I have learned from some of 
those important-to-me people.

Campus Crusade (CRU) leaders: I have been blessed to serve 
with gifted leaders.

Dr. Bill Bright: One of the great privileges of my life was 
to work closely with Bill Bright for 14 years. He was a man of 
passion, faith, focus, and humility. But it was his living out love 
that impacted me most powerfully. If you asked him what you 
could pray for him, his answer was always the same: “Pray I 
never leave my first love for the Lord.”

I will never forget when some people turned against him 
and accused him falsely. As he struggled with feelings of hurt, 
betrayal, resentment, and anger, God met him in a deep place: 
“Bill, those people have wronged you. But I love them, and I 
will enable you to love them. Trust me.” From that came his 
revolutionary transferable concept: “How to Love by Faith.”

Steve Douglass: I never get over that God called me to be 
married to — and partner with — this amazing man of God. He is 
a capable leader and a remarkable servant who believes the best 
of people, so choosing just one truth he has helped to embed in 
my life is difficult. But surely this is key: humility. My husband is 

a very smart man. He thinks and analyzes and conceptual-
izes with ease, yet he never puts himself above others. He 

values input and ideas from all. He encourages innova-
tion, and he loves to see others shine.

My children: Oh yes. I have learned so much about 
life and love and leading from our three treasures.

Debbie: Her reckless abandon and wholehearted 
passion on the soccer field reminded me that God 

has called us to love and follow him with our 
whole being. Nothing held back. No settling. Give 
it all to make a difference — on the soccer field 
and for the kingdom.

Michelle: Michelle has always understood 
that life is a journey more than a destination and 
that people are a priority. She showed me that I 
could slow my pace and enjoy the process as I 
headed toward my goals. Most of all, she taught 
me to value people above tasks. She showed me 
the importance of thinking about what the im-
pact of my decisions and plans may have on the 
people with whom I serve, and to include them 
in the planning.

Joshua: Our son led us on a wilderness experi-
ence for many years — not the education I desired, 
but oh how valuable! A major lesson: Don’t give up 
on people. God is in the life-changing business, and 
he can change anyone — though rarely on my time-
table. Prayer is the essential ingredient.

And of course, our most consistent instructor is our 
Lord Jesus himself. And the truths conveyed are innu-
merable — love, faith and faithfulness, holiness, perse-
verance, excellence, to name a few.

But these words from Jesus always stop me: “Not so 
with you.”

At the end of his earthly life, Jesus tells his follow-
ers “You know that those who are regarded as rulers of 
the Gentiles lord it over them, and their high officials 
exercise authority over them. Not so with you. Instead, 
whoever wants to become great among you must be 
your servant, and whoever wants to be first must be 
slave of all. For even the Son of Man did not come to be 
served, but to serve …” (Mark 10:42-45).

The kingdom outcomes along this journey are be-
yond what I have ever asked or imagined: personal 
growth into greater Christlikeness; family, friends, and 
teammates encouraged and set free to be and do all 
God has for them; new believers and disciples follow-
ing Jesus; and God’s kingdom expanding with joy and 
peace in the Spirit.

So open your heart and mind to a great kingdom 
learning adventure!

Judy douglaSS is a writer, editor, speaker, and 

encourager. She partners with her husband, Steve, to lead 

Campus Crusade for Christ globally. (cru.org) She writes at 

(judydouglass.com).

cla dallaS 2014: Hear Judy Douglass speak 

at the Wednesday, April 16, Christian Women in 

Leadership Forum at the CLA National Conference in Dal-

las, April 14–16.

Still 
Learning
leadership lessons  
from a life of ministry

I learn the most from 
the people to whom I 
relate most closely.
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NEWNOW&NEXT

Stanley carlSon-thieS, founder 
and president of the Institutional Reli-
gious Freedom Alliance (IRFA), 
has his finger on the pulse of 
public policy issues impacting 
Christian nonprofit ministries 
like those comprising CLA. His 
non-partisan Washington, D.C.-based 
organization works “to safeguard the 
religious identity and faith-shaped stan-
dards and services of faith-based organi-
zations.” Outcomes spoke with Carlson-
Thies about the critical issues he’s track-
ing and how organizations can prepare for 
the days ahead.

What are some trends irfa  
is now tracking?

One trend is a shrinking idea of the 
meaning of “religious exercise.” That im-
pacts what the government must protect as 
part of religious freedom. It is being shrunk 
down to worship and worship institutions, 
instead of broadly protecting faith-based 
activity and institutions. If the exemption 
for religious entities isn’t protected more 
widely, then many things that people do as 
part of their obedience to God may become 
illegal. Related to that is a second trend of 
treating distinctively faith-based policies 
and practices as illegal discrimination, not 
as just a different way of contributing to 
the common good. A third general trend is 
a proliferation of laws that impact religious 
freedom, but that have no connection to 
government funding. In the past, groups 
believed that by not taking public funds, 

they’d be free to carry out their activities as 
they believe God had called them to do. To-
day, many restrictions are now included in 
laws governing operations, hiring, service, 
et cetera, so there is no escape simply by not 
taking public funds.

What are some of the common 
misunderstandings for christian 
nonprofits on religious freedom issues?

One really common, very dangerous 
one is to believe that the best response to 
the hostility out there is to veil religious 
character. We do have significant religious 
freedom protections, despite some trends 
and changed understanding. But those reli-
gious freedom protections only apply to or-
ganizations that are clearly religious. So by 
trying to mask, or not make obvious, their 
religious character, ministries aren’t able to 
take advantage of freedom that is there for 

religious entities. We need to be 
clear about our contribution to 
the common good and the fact 
that we’re doing it in a distinc-
tive way.

can you elaborate on the link between 
kingdom outcomes and the pursuit of 
the common good you describe?

We live in an age that is pretty skeptical 
about kingdom outcomes, about both reli-
gious organizations and religious practice. 
This is a really important time for Christian 
ministries to do some evangelism about 
their good works and how they’re rooted 
in genuine Christian conviction. Minis-
tries can help people to see that many of 
the things they admire in society are deeply 
rooted in faith. It’s not that people do it 
despite their faith, but rather because of 
it as an act of obedience to God and love 
of neighbor. Being more up front about 
our kingdom work is a way of making an 
argument for why religious freedom is so 
critical to our society … not just to organi-
zations, but also for the common good that 
rests so heavily on the good work that these 
organizations do.

scorecard

Headlines:    The latest ministry news and trends
  8.  Exploring the Critical Components of 

Financial Management
  9.  Development Boot Camp: Mastering  

the Fundamentals
10. Hands-On Media Training

Learn more at (christianleadershipalliance.
org/conference-academy-courses)

CLA Online Academy 
The CLA Online Academy is a great way 

to continue your professional education 
without ever leaving home. These in-depth, 
10-hour modules are led by expert faculty 
on a platform powered by Azusa Pacific On-
line University. Check out the CLA Online 
Academy Spring lineup today — registration 
deadline is March 24. (ChristianLeadershi-
pAlliance.org/Academy) Summer classes 
have a registration deadline of June 9.

Hear what some ministry professionals 
have to say about their learning experiences 
through the CLA Online Academy:

“The online leadership learning opportu-
nities I’ve received through CLA have been 
one of the most helpful of all leadership 
trainings I have attended.”
andrea Stuart, Statewide director, con-
tracts, arizona Baptist children’s Services

“CLA’s online learning program is the best 

CLA Christian Nonprofit Leader-
ship Academy, April 14–16

This marks the first time that the cla 
christian nonprofit leadership acad-
emy with its in-depth 10-hour courses will 
be held at the CLA National Conference. 
The Academy will feature special luncheon 
speakers and the opportunity to attend the 
opening and closing general sessions of 
the CLA National Conference. It offers the 
most possible points towards a CLA Cre-
dential in Christian Nonprofit Leadership 
as well. To attend, choose “Christian Non-
profit Leadership Academy” when register-
ing at (CLAConference.org).

courses: mon., april 14 – tues., april 15
1.  Building Multi-Channel Donor 

Relationships 
2.  Measurable Social Media for Kingdom 

Impact
3.  Lead Like Jesus: Practical Application 

from Spiritual Truth
4.  Major Donor Game Plan: Six Key Steps
5.  HR 101: Eight Pillars of an Exceptional 

HR Program
courses: tues., april 15 – Wed., april 16

6.   Leading for Kingdom Outcomes
7.  Producing Catalytic Change in  

Your Board

DIED 
RuSS REID, marketing pioneer whose 
advertising agency helped change the way 
many Christian nonprofits — including 
Billy Graham Crusade, World Vision, 
Prison Fellowship, Promise Keepers, and 
International Justice Mission — raise 
funds. He was 82.

APPOINTED 
DR. ROy PETERSON, as president 
of American Bible Society. Peterson was, 
since 2003, the president of The Seed 
Company, and earlier served as president/
CEO of Wycliffe, USA.

APPOINTED 
REv. MAX WILKINS, as president 
and CEO of The Mission Society. Wilkins 
has served on the board of the global 
missions agency since 2011 and has 
ministered in nearly 20 countries during 
the past decade.

For the common good
Protecting good  
works rooted in 
religious conviction

growTH in giving
In December, ECFA released its 2013 State of Giving Report. And it delivered some good news: giving to 
evangelical churches and ministries outpaced giving to secular charities in 2012. Faith-based organiza-
tions saw increased giving over 2011 numbers, with 7.5 percent growth compared to 4 percent for secular 
organizations. Some specific segments saw even greater growth, while others slowed:

For more information on this study, go to http://www.ecfa.org/Content/2013-ECFA-Annual-State-of-Giving-ReportiNTErviEw 
wiTH STANLEy 

CArLSON-THiES

Milestones

cla dallaS 2014: Don’t miss the 

full-day ITI seminar being led by 

Stanley Carlson-Thies at CLA Dallas 2014: 

“Religious Freedom: Why Being Faith-full is 

Critical.” Register at (CLAConference.org).

OrganizatiOnal Segment 2010 tO 2011 2011 tO 2012
Adoption 12.4% 12.2%
AssociAtions -2.3% 1.9%
cAmps And conferences -9.1% 6.0%
child sponsorship 8.0% 8.9%
community development -6.0% 6.2%
educAtion: higher educAtion -6.0% 10.0%
educAtion: K-12 -8.0% 12.0%
evAngelism 4.2% 3.3%
foundAtions -6.0% 25.1%
mediA 6.2% 5.3%
medicAl -0.2% 6.8%
missions: internAtionAl 5.4% 1.6%
missions: domestic 3.2% 1.2%
missions: short-term 21.0% 12.1%
orphAn cAre 11.1% 12.4%
pregnAncy resource centers 12.2% 6.9%
prison -0.4% 2.2%
relief And development -4.7% 9.0%
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Learn more at (christianleadershipalliance.
org/conference-academy-courses)

CLA Online Academy 
The CLA Online Academy is a great way 

to continue your professional education 
without ever leaving home. These in-depth, 
10-hour modules are led by expert faculty 
on a platform powered by Azusa Pacific On-
line University. Check out the CLA Online 
Academy Spring lineup today — registration 
deadline is March 24. (ChristianLeadershi-
pAlliance.org/Academy) Summer classes 
have a registration deadline of June 9.

Hear what some ministry professionals 
have to say about their learning experiences 
through the CLA Online Academy:

“The online leadership learning opportu-
nities I’ve received through CLA have been 
one of the most helpful of all leadership 
trainings I have attended.”
andrea Stuart, Statewide director, con-
tracts, arizona Baptist children’s Services

“CLA’s online learning program is the best 

venue to educate, equip, and engage work-
ing professionals. The discussion times, best 
practices, and rich content allows each par-
ticipant to grow deeper in their knowledge, 
as well as leadership experience. All infor-
mation is underscored by the Word of God, 
which encourages the right decision-mak-
ing, based on biblical truths and principles.”
cary e. Vaughn, ccnl, ceo/President, 
love worth Finding ministries

bible Societies flourishing Amid 
Persecution

In November The United Bible Societies 
(UBS) announced some encouraging statis-
tics: Global Scripture distribution by Bible 
Societies rose by 6 percent, from just over 
381 million in 2011 to more than 405 million 
in 2012. Of that 405 million, 32.1 million were 
full Bibles, matching 2011’s record-breaking 
year of Bible distribution. UBS represents 
146 Bible societies in more than 200 coun-
tries. Near the top of the list are countries 
where Christians are most threatened. Syria, 
which jumped from 36 to 11 on the World 
Watch List (WWL) measuring religious per-
secution, between 2011 and 2012, and also 
saw a 758 percent increase in Bible distribu-
tion during that time.

“Christians in Syria are under enormous 
pressure and are in great need of encourage-
ment,” said Mike Bassous, general secretary 
of the Lebanon Bible Society (which oversees 
Syria) in a UBS press release. “Staff in Syria 
are working hard to produce enough Scrip-
tures to meet these needs. They have focused 
on producing smaller items of Scripture, like 
calendars and Scripture booklets, because 
they can do this quickly and also because 
they are easier to transport than full Bibles.”

Other persecuted nations seeing dramat-
ic increases in Bible distribution include Iraq 
(4 on the WWL, distribution up 132 percent), 
India (31 on the WWL, distribution up 19 per-
cent), Egypt (25 on the WWL, distribution up 
25 percent), Laos (18 on the WWL, up 159 
percent), and Nigeria (15 on the WWL, distri-
bution up 5 percent).

True Love waits relaunches
LifeWay Christian Resources in January 

relaunched its popular True Love Waits pro-
gram as a video-driven Bible study for stu-
dents called The True Love Project.

Founded in 1993, True Love Waits has 
been a face of the purity movement. The 
new curriculum grounds the message in the 
broader paradigm of the story of the Bible.

CLA Christian Nonprofit Leader-
ship Academy, April 14–16

This marks the first time that the cla 
christian nonprofit leadership acad-
emy with its in-depth 10-hour courses will 
be held at the CLA National Conference. 
The Academy will feature special luncheon 
speakers and the opportunity to attend the 
opening and closing general sessions of 
the CLA National Conference. It offers the 
most possible points towards a CLA Cre-
dential in Christian Nonprofit Leadership 
as well. To attend, choose “Christian Non-
profit Leadership Academy” when register-
ing at (CLAConference.org).

courses: mon., april 14 – tues., april 15
1.  Building Multi-Channel Donor 
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2.  Measurable Social Media for Kingdom 
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3.  Lead Like Jesus: Practical Application 
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4.  Major Donor Game Plan: Six Key Steps
5.  HR 101: Eight Pillars of an Exceptional 

HR Program
courses: tues., april 15 – Wed., april 16
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DIED 
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many Christian nonprofits — including 
Billy Graham Crusade, World Vision, 
Prison Fellowship, Promise Keepers, and 
International Justice Mission — raise 
funds. He was 82.
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DR. ROy PETERSON, as president 
of American Bible Society. Peterson was, 
since 2003, the president of The Seed 
Company, and earlier served as president/
CEO of Wycliffe, USA.

APPOINTED 
REv. MAX WILKINS, as president 
and CEO of The Mission Society. Wilkins 
has served on the board of the global 
missions agency since 2011 and has 
ministered in nearly 20 countries during 
the past decade.

growTH in giving
In December, ECFA released its 2013 State of Giving Report. And it delivered some good news: giving to 
evangelical churches and ministries outpaced giving to secular charities in 2012. Faith-based organiza-
tions saw increased giving over 2011 numbers, with 7.5 percent growth compared to 4 percent for secular 
organizations. Some specific segments saw even greater growth, while others slowed:

For more information on this study, go to http://www.ecfa.org/Content/2013-ECFA-Annual-State-of-Giving-Report
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Milestones

There is nothing so 
useless as doing 
efficiently that 

which should not be 
done at all.

P E T E r  d r U C k E r
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AssociAtions -2.3% 1.9%
cAmps And conferences -9.1% 6.0%
child sponsorship 8.0% 8.9%
community development -6.0% 6.2%
educAtion: higher educAtion -6.0% 10.0%
educAtion: K-12 -8.0% 12.0%
evAngelism 4.2% 3.3%
foundAtions -6.0% 25.1%
mediA 6.2% 5.3%
medicAl -0.2% 6.8%
missions: internAtionAl 5.4% 1.6%
missions: domestic 3.2% 1.2%
missions: short-term 21.0% 12.1%
orphAn cAre 11.1% 12.4%
pregnAncy resource centers 12.2% 6.9%
prison -0.4% 2.2%
relief And development -4.7% 9.0%
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What are 
Kingdom 
Outcomes
Three defining characteristics

By Gary G. Hoag, R. Scott Rodin, and Wesley K. Willmer
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KKingdom outcomes  is the theme of the 2014 Christian 
Leadership Alliance National Conference. So we thought it would 
be helpful to explore this question: What are kingdom outcomes?

We propose that kingdom outcomes have three characteristics:
    1. They are the byproduct of obedience to the Holy 

Spirit. Kingdom outcomes are filled, led, and empow-
ered by the Holy Spirit.

   2. The process employed in achieving kingdom out-
comes embodies the teachings of Jesus on kingdom 
values. In this sense, kingdom outcomes are the result of 
doing his work, his way.

   3. Kingdom outcomes bring glory to God the Father. 
The ultimate purpose of kingdom outcomes is to glorify 
the Father in heaven.

Below we look more closely at these three components of 
our definition, explore the implications for each, and suggest a 
checklist for pursuing kingdom outcomes.

kiNgdOM OUTCOMES ArE THE byPrOdUCT Of 
ObEdiENCE TO THE HOLy SPiriT

Kingdom outcomes are the result of submission to the lead-
ing of the Holy Spirit. In Galatians 5:22-23, Paul reminds us that it 
is the Spirit that produces fruit in the lives of believers. In 1 Cor-
inthians 12:1-11 and Romans 12:3-8, he describes the gifts the Spirit 
distributes to empower us for ministry and service.

Do we allow God to direct our efforts or do we think we have 
things under control ourselves?

The New Testament provides us no other option than obe-
dience to the guidance of the Spirit for the production of this 
fruit. There is no other path for pursuing kingdom outcomes. 
Thus, keeping in step with the Spirit must be our sole focus. Re-
liance upon anything else — money, human wisdom, or our own 
skills, plans, and strategies — may result in worldly measure-
ments of success, but by the biblical definition they will not pro-
duce kingdom outcomes.

kiNgdOM
OUTCOMES

EMbOdy 
jESUS’ 

TEACHiNgS 
ON kiNgdOM 

vALUES

gLOrify THE fATHEr 
iN HEAvEN

ObEdiENT 
TO THE 

HOLy SPiriT
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of glorifying the Father who sent him (John 17). Here are two steps 
we believe may help ensure that God gets the glory in all we do.

 1.  Avoid Personal Kingdom-Building. If our work in any 
way builds our own, personal kingdom, then we will get 
some of the glory. This kingdom building can include repu-
tation, control, accomplishments, and accolades. Misplaced 
identities are a major source of leadership and ministry fail-
ure. When we yield to the temptation to prop up our per-
sonal reputation, promote our plans, and pursue worldly 
applause, we may be finished as effective leaders in God’s 
kingdom. It can also be the building of our organizational 
kingdoms comprised of numerical growth, increased in-
come, widening influence, and notoriety. In whatever 
form, when we seek to build our own kingdoms, glory is 
stolen from God and kingdom outcomes are lost.

    Do our efforts reflect the building of our own kingdom 
or God’s kingdom?

 2.  We are stewards and not owners. In Psalm 24:1, 
David proclaims: “The earth is the Lord’s, and ev-
erything in it, the world, and all who live in it.” Have 
we embraced God’s ownership of everything in 
our work? If so, it may be time to drop the pos-
sessive language. Let’s stop calling the place we 
serve ‘our’ church or ‘our’ ministry. Why? This 
language may reveal a deeper issue. Such lan-
guage can lead us to think that we are in control 
of our ministry and that it belongs to us. As a 
result, we can’t help but focus on expanding 
our earthly kingdom rather than God’s eter-
nal one.

   What language do we use to describe the 
place where we serve and our relationship to it?

What are kingdom outcomes? When we look at Scripture we 
find: (1) They are the works God produces in us and through us 
in response to our obedience to the Holy Spirit; (2) They embody 
the teachings of Jesus on kingdom values; and (3) They glorify 
our Father in heaven.

Over the last several years the three of us have been wres-
tling with these ideas and challenges, resulting in a new book 
published by ECFAPress (2014), The Choice: The Christ-Centered 
Pursuit of Kingdom Outcomes. We pray it will inspire further dis-
cussion into this critical topic for everyone in churches and Chris-
tian ministries who seek to be instruments of God to produce 
kingdom outcomes for his glory. 

gary g. hoag, Ph.d., provides spiritual and strategic counsel to 

ministry leaders as the Generosity Monk. r. Scott rodin, Ph.d., 

has a passion for helping Christian ministry leaders take a biblical ap-

proach to strategic planning, board development, and capital cam-

paign fundraising with Rodin Consulting, Inc. weSley K. willmer, 

Ph.d., currently serves as senior vice president of advancement for 

Prison Fellowship Ministries.

There are two implications to this first part of our definition.
   1. We must develop a listening posture as leaders. This re-

quires intentionality; it will not happen on its own. Along 
with the discipline to hear the Spirit speak we must also 
develop the capacity for agility in ministry settings so we 
are ready to do what the Spirit calls us to do. This entails far 
more than praying at the beginning of our meetings or hold-
ing Bible studies at a staff retreat. This is an organization-
wide, systemic commitment to seek God’s guidance for all 
decisions, and to refuse to move ahead until we confirm to-
gether that we have discerned the path we are to follow.

   Is your church or ministry structured in a way that you 
are constantly seeking and yielding to the Spirit’s direction?

   2. We must be driven by obedience. This starts with us as 
leaders. We must be willing to obey everything the Spirit 
teaches us as we are guided into all truth (John 16:13). It re-
quires boards who seek God’s will, trust in God’s provision, 
and will not allow the ministry to move ahead without such 
empowerment. It also involves gifted employees who see 
themselves as a discerning community on a faith journey.

   What drives you as a leader? What is the focus of your 
board? How are your employees set free to put their gifted-
ness to work?

The answer to each of these questions must reflect a com-
mitment to faithfulness achieved through discerning the Holy 
Spirit’s guidance and direction for everything we do. This is how 
God produces kingdom outcomes in and through us, both indi-
vidually and collectively in our ministries.

kiNgdOM OUTCOMES EMbOdy THE TEACHiNgS  
Of jESUS ON kiNgdOM vALUES

Kingdom outcomes only result from activities that reflect the 
kingdom values of our Lord Jesus. As important as it is that we 
achieve outcomes — his work — it is perhaps more important that 
we do so in his way. Why is this so critical?

In John 15:5, Jesus announces: “I am the vine; you are the 
branches. If a man remains in me and I in him, he will bear much 
fruit; apart from me you can do nothing.” Consider the gravity 
of that statement. Elsewhere Jesus reminds us that with God 
all things are possible (Matthew 19:26; Mark 10:27; Luke 1:37; 
18:27).

Are we abiding in Christ and is Christ abiding in us?

There is no other path to fruitfulness for the kingdom.
Ironically, we as leaders of churches and ministries are tempt-

ed to operate with a striking paradox: we can actually sacrifice 
kingdom values in our pursuit of kingdom outcomes. We do this 
when we rely on the world’s way of thinking and use its measure-
ments of success in our ministry. In modern terms, we try to make 
things happen and chart our progress using the world’s metrics.

To avoid this trap here are two primary kingdom values 
taught by Jesus that we must observe:

 1. God, and not money, is our sole security and power for 
ministry. This central teaching of Jesus from Matthew 
6:24 should guide us: “No one can serve two masters. Either 
he will hate the one and love the other, or he will be devoted 
to the one and despise the other. You cannot serve both God 
and Money.”

   This is likely the most important area for honest reflec-
tion in our lives as leaders and the ministries we serve. 
If our thoughts are dominated by money-related fears, 
and our board and staff meetings focus more on issues of 
money than they do on ministry, it is probable that we have 
shifted from serving God to serving mammon. Jesus calls 
us to live differently — with God alone as our trust. We are 
called to exhort God’s people to put to work the resources 
he has provided, sacrificially, while trusting him to provide.

   To what extent do we believe that money is the answer 
to the challenges we face? Is God our sole provider and 
security?

  2. Success is measured in terms of faithfulness not re-
sults. In Romans 12:2a, Paul exhorts us: “Do not conform 
any longer to the pattern of this world.”  As leaders we face 
the conflict between the world’s values and kingdom val-
ues. The former relies on self-determination and places 
our destiny on our shoulders. The latter calls us to a pos-
ture of dependence on God, surrendering control and fol-
lowing him in obedience as he determines our future.

   Consequently, we believe we must employ qualitative 
metrics linked to faithfulness rather than quantitative 
metrics that look at results alone for measuring success. 
We must assess how we serve people in a manner that 
aligns with the teachings of Jesus and not just the num-
ber of people served. We must look beyond measuring our 
church in terms of numbers, our schools in terms of enroll-
ment, and our evangelistic efforts in terms of conversions.

  
   Are we willing to create new metrics that measure faith-

fulness to the teachings of Jesus on kingdom values in every 
area of life and work?

kiNgdOM OUTCOMES gLOrify THE fATHEr iN HEAvEN
Jesus declared that the aim of his ministry was to bring glo-

ry to the Father in heaven, and his followers desired this as well. 
Consider Paul’s prayer for the church in Philippi: “And this is my 
prayer: that your love may abound more and more in knowledge and 
depth of insight, so that you may be able to discern what is best and 
may be pure and blameless until the day of Christ, filled with the 
fruit of righteousness that comes through Jesus Christ — to the glory 
and praise of God.”  (Philippians 1:9-11).

By definition, kingdom outcomes will always build the king-
dom of God for God’s glory. In contrast, we can try to build earthly 
kingdoms for our own glory. Pursuing kingdom outcomes continu-
ally brings us back to a fundamental question we must ask of every-
thing in our organization: “To what end are we doing this?” What 
would it mean to have the glory of God drive everything we do? We 
have the pattern — everything Christ did had the singular purpose 
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of glorifying the Father who sent him (John 17). Here are two steps 
we believe may help ensure that God gets the glory in all we do.

 1.  Avoid Personal Kingdom-Building. If our work in any 
way builds our own, personal kingdom, then we will get 
some of the glory. This kingdom building can include repu-
tation, control, accomplishments, and accolades. Misplaced 
identities are a major source of leadership and ministry fail-
ure. When we yield to the temptation to prop up our per-
sonal reputation, promote our plans, and pursue worldly 
applause, we may be finished as effective leaders in God’s 
kingdom. It can also be the building of our organizational 
kingdoms comprised of numerical growth, increased in-
come, widening influence, and notoriety. In whatever 
form, when we seek to build our own kingdoms, glory is 
stolen from God and kingdom outcomes are lost.

    Do our efforts reflect the building of our own kingdom 
or God’s kingdom?

 2.  We are stewards and not owners. In Psalm 24:1, 
David proclaims: “The earth is the Lord’s, and ev-
erything in it, the world, and all who live in it.” Have 
we embraced God’s ownership of everything in 
our work? If so, it may be time to drop the pos-
sessive language. Let’s stop calling the place we 
serve ‘our’ church or ‘our’ ministry. Why? This 
language may reveal a deeper issue. Such lan-
guage can lead us to think that we are in control 
of our ministry and that it belongs to us. As a 
result, we can’t help but focus on expanding 
our earthly kingdom rather than God’s eter-
nal one.

   What language do we use to describe the 
place where we serve and our relationship to it?

What are kingdom outcomes? When we look at Scripture we 
find: (1) They are the works God produces in us and through us 
in response to our obedience to the Holy Spirit; (2) They embody 
the teachings of Jesus on kingdom values; and (3) They glorify 
our Father in heaven.

Over the last several years the three of us have been wres-
tling with these ideas and challenges, resulting in a new book 
published by ECFAPress (2014), The Choice: The Christ-Centered 
Pursuit of Kingdom Outcomes. We pray it will inspire further dis-
cussion into this critical topic for everyone in churches and Chris-
tian ministries who seek to be instruments of God to produce 
kingdom outcomes for his glory. 

gary g. hoag, Ph.d., provides spiritual and strategic counsel to 

ministry leaders as the Generosity Monk. r. Scott rodin, Ph.d., 

has a passion for helping Christian ministry leaders take a biblical ap-

proach to strategic planning, board development, and capital cam-

paign fundraising with Rodin Consulting, Inc. weSley K. willmer, 

Ph.d., currently serves as senior vice president of advancement for 

Prison Fellowship Ministries.

 1. God, and not money, is our sole security and power for 
ministry. This central teaching of Jesus from Matthew 
6:24 should guide us: “No one can serve two masters. Either 
he will hate the one and love the other, or he will be devoted 
to the one and despise the other. You cannot serve both God 
and Money.”

   This is likely the most important area for honest reflec-
tion in our lives as leaders and the ministries we serve. 
If our thoughts are dominated by money-related fears, 
and our board and staff meetings focus more on issues of 
money than they do on ministry, it is probable that we have 
shifted from serving God to serving mammon. Jesus calls 
us to live differently — with God alone as our trust. We are 
called to exhort God’s people to put to work the resources 
he has provided, sacrificially, while trusting him to provide.

   To what extent do we believe that money is the answer 
to the challenges we face? Is God our sole provider and 
security?

  2. Success is measured in terms of faithfulness not re-
sults. In Romans 12:2a, Paul exhorts us: “Do not conform 
any longer to the pattern of this world.”  As leaders we face 
the conflict between the world’s values and kingdom val-
ues. The former relies on self-determination and places 
our destiny on our shoulders. The latter calls us to a pos-
ture of dependence on God, surrendering control and fol-
lowing him in obedience as he determines our future.

   Consequently, we believe we must employ qualitative 
metrics linked to faithfulness rather than quantitative 
metrics that look at results alone for measuring success. 
We must assess how we serve people in a manner that 
aligns with the teachings of Jesus and not just the num-
ber of people served. We must look beyond measuring our 
church in terms of numbers, our schools in terms of enroll-
ment, and our evangelistic efforts in terms of conversions.

  
   Are we willing to create new metrics that measure faith-

fulness to the teachings of Jesus on kingdom values in every 
area of life and work?

kiNgdOM OUTCOMES gLOrify THE fATHEr iN HEAvEN
Jesus declared that the aim of his ministry was to bring glo-

ry to the Father in heaven, and his followers desired this as well. 
Consider Paul’s prayer for the church in Philippi: “And this is my 
prayer: that your love may abound more and more in knowledge and 
depth of insight, so that you may be able to discern what is best and 
may be pure and blameless until the day of Christ, filled with the 
fruit of righteousness that comes through Jesus Christ — to the glory 
and praise of God.”  (Philippians 1:9-11).

By definition, kingdom outcomes will always build the king-
dom of God for God’s glory. In contrast, we can try to build earthly 
kingdoms for our own glory. Pursuing kingdom outcomes continu-
ally brings us back to a fundamental question we must ask of every-
thing in our organization: “To what end are we doing this?” What 
would it mean to have the glory of God drive everything we do? We 
have the pattern — everything Christ did had the singular purpose 

Kingdom Outcomes Checklist
Make abiding in Christ your highest goal

Create intentional listening and discerning 

processes to attune to the SpiritKeep obedience to the Spirit’s leading at the 

center of all you do personally and collectively

Study the teachings of Jesus so that your life 

and leadership reflects kingdom values
Trust God, not money, as your sole source of 

security and the power for ministry
Create ways to measure success in terms of 

faithfulness to our Lord Jesus Christ
Use the vocabulary of a faithful steward, 

rather than ownership languageCultivate a steward’s mindset by studying 

biblical stewardship principlesIdentify where you are building personal 

kingdoms and take action against it
Align your plans with the instructions of Jesus 

to maximize your potential for fruitfulness

The Choice: The Christ-Centered 
Pursuit of Kingdom Outcomes
By Gary Hoag, R. Scott Rodin,  
and Wesley K. Willmer
(ECFAPress, 2014, ecfa.org)

 
This remarkable new 
leadership book will be 

officially launched and be available 
at the CLA National Conference: 
CLADallas2014, April 14–16 (CLAConference.
org), where Gary Hoag, Scott Rodin, and Wes Willmer will 
also be leading a 10-hour Christian Nonprofit Leadership 
Academy course entitled “Leading for Kingdom Outcomes.” 
Register to go deeper on this topic in this Academy course!
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Hhow would thoSe cloSeSt to you  — your 
spouse, a close friend, or a team member — describe the melody 
of your life? Would they suggest a light-hearted Bach fugue or a 
dramatic Beethoven symphony? How would they characterize the 
tempo and the dynamics of your life?

 “He was busy.”
“She made things happen.”
“He was always moving.”

Or would they say:
“Peace accompanied him.”
“Her life reflected Jesus.”

“He loved people.”

The tempo at which we live our life reflects the heart within. 
Jesus once said to a crowd of followers:

“Are you tired? Worn out? Burned out on religion? Come to 
me. Get away with me and you’ll recover your life. I’ll show you 

how to take a real rest. Walk with me and work with me — watch 
how I do it. Learn the unforced rhythms of grace. I won’t lay 
anything heavy or ill-fitting on you. Keep company with me and 
you’ll learn to live freely and lightly” (Matthew 11:28-30 msg).

Would you say your life is evidenced by “unforced rhythms of 
grace” and living “freely and lightly?”

As leaders, we are charged with creating a work culture 
that cultivates healthy hearts. Nothing could be more impor-
tant for a successful organization, but it has to begin with us 
— individually.

I often find myself challenged with maintaining priorities 
and juggling responsibilities. On those days, I endeavor (not al-
ways successfully) to keep three questions in mind that point me 
back to Jesus:

1. Where am I finding hope?
2. From where does my pace of life flow?
3. Who does God say I am?

QUESTiON #1: wHErE AM i fiNdiNg HOPE?
Hope is key to a healthy heart. One of the primary passages  

I turn to on this topic comes from the book of Jeremiah:
This is what the Lord says:
Cursed are those who put their trust in mere humans,
 who rely on human strength
 and turn their hearts away from the Lord .
They are like stunted shrubs in the desert,
 with no hope for the future.
They will live in the barren wilderness,
 in an uninhabited salty land.

But blessed are those who trust in the Lord 
 and have made the Lord their hope and confidence.
They are like trees planted along a riverbank,
 with roots that reach deep into the water.
Such trees are not bothered by the heat
 or worried by long months of drought.
Their leaves stay green,
 and they never stop producing fruit” (Jeremiah 17:5-8 nlt-se).

 
This passage reveals the consequences of putting hope in 

people or in our own strength: (1) Our heart turns from God; (2) 
Our growth is stunted; and (3) We lose hope and become isolated 
(verses 5-6). As leaders, we are all familiar with these pitfalls.

When our hope and confidence is rooted in the Lord, we will 
be able to overcome days of intense struggle (verses 7-8). While we 
know this is true, it is easily forgotten or ignored — to our peril.

By staying connected to God, through daily prayer and short, 
God-focused pauses throughout the day, we can experience a well-
watered life that produces fruit in keeping with God’s Spirit and 
his purposes.

QUESTiON #2: frOM wHErE dOES My PACE Of LifE fLOw?
Have you ever been around people who consider busyness a 

badge of honor? What perpetuates the lie that busyness is a fruit 
of the Spirit? The psalmist David can help us assess any unhealthy 
motives behind our decisions: 

God, I’m not trying to rule the roost,
 I don’t want to be king of the mountain.
I haven’t meddled where I have no business
 or fantasized grandiose plans.

I’ve kept my feet on the ground,
 I’ve cultivated a quiet heart.
Like a baby content in its mother’s arms,
 my soul is a baby content.

Wait, Israel, for God. Wait with hope.
 Hope now; hope always! (Psalm 131:1-3 msg).
 
 Think about your motivations for saying “yes” or “no” to a 

fellow leader. Is there a subtle performance or power motivation? 
Are you driven to achieve more, to people-please, or do great deeds 
for the purpose of recognition? A need to perform or to manage 
results is a common malady for leaders. It often prevents us from 
cultivating a healthy rhythm in life for ourselves.

My wife Pam and I recently spent time with our newborn 
granddaughter. There are things you notice quickly about new-
borns. For one thing, when they are hungry they fidget, cry, and 
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how to take a real rest. Walk with me and work with me — watch 
how I do it. Learn the unforced rhythms of grace. I won’t lay 
anything heavy or ill-fitting on you. Keep company with me and 
you’ll learn to live freely and lightly” (Matthew 11:28-30 msg).

Would you say your life is evidenced by “unforced rhythms of 
grace” and living “freely and lightly?”

As leaders, we are charged with creating a work culture 
that cultivates healthy hearts. Nothing could be more impor-
tant for a successful organization, but it has to begin with us 
— individually.

I often find myself challenged with maintaining priorities 
and juggling responsibilities. On those days, I endeavor (not al-
ways successfully) to keep three questions in mind that point me 
back to Jesus:

1. Where am I finding hope?
2. From where does my pace of life flow?
3. Who does God say I am?

QUESTiON #1: wHErE AM i fiNdiNg HOPE?
Hope is key to a healthy heart. One of the primary passages  

I turn to on this topic comes from the book of Jeremiah:
This is what the Lord says:
Cursed are those who put their trust in mere humans,
 who rely on human strength
 and turn their hearts away from the Lord .
They are like stunted shrubs in the desert,
 with no hope for the future.
They will live in the barren wilderness,
 in an uninhabited salty land.

But blessed are those who trust in the Lord 
 and have made the Lord their hope and confidence.
They are like trees planted along a riverbank,
 with roots that reach deep into the water.
Such trees are not bothered by the heat
 or worried by long months of drought.
Their leaves stay green,
 and they never stop producing fruit” (Jeremiah 17:5-8 nlt-se).

 
This passage reveals the consequences of putting hope in 

people or in our own strength: (1) Our heart turns from God; (2) 
Our growth is stunted; and (3) We lose hope and become isolated 
(verses 5-6). As leaders, we are all familiar with these pitfalls.

When our hope and confidence is rooted in the Lord, we will 
be able to overcome days of intense struggle (verses 7-8). While we 
know this is true, it is easily forgotten or ignored — to our peril.

By staying connected to God, through daily prayer and short, 
God-focused pauses throughout the day, we can experience a well-
watered life that produces fruit in keeping with God’s Spirit and 
his purposes.

QUESTiON #2: frOM wHErE dOES My PACE Of LifE fLOw?
Have you ever been around people who consider busyness a 

badge of honor? What perpetuates the lie that busyness is a fruit 
of the Spirit? The psalmist David can help us assess any unhealthy 
motives behind our decisions: 

God, I’m not trying to rule the roost,
 I don’t want to be king of the mountain.
I haven’t meddled where I have no business
 or fantasized grandiose plans.

I’ve kept my feet on the ground,
 I’ve cultivated a quiet heart.
Like a baby content in its mother’s arms,
 my soul is a baby content.

Wait, Israel, for God. Wait with hope.
 Hope now; hope always! (Psalm 131:1-3 msg).
 
 Think about your motivations for saying “yes” or “no” to a 

fellow leader. Is there a subtle performance or power motivation? 
Are you driven to achieve more, to people-please, or do great deeds 
for the purpose of recognition? A need to perform or to manage 
results is a common malady for leaders. It often prevents us from 
cultivating a healthy rhythm in life for ourselves.

My wife Pam and I recently spent time with our newborn 
granddaughter. There are things you notice quickly about new-
borns. For one thing, when they are hungry they fidget, cry, and 

let everyone know they are discontent. After our granddaughter 
was nursed in her mother’s arms, she was content, satisfied, and 
at peace. Psalm 131:2–3 says we can be this content, sustained only 
through our relationship with God.

Which portrays your heart in the middle of a full day: peaceful 
satisfaction or unsettled discontent?

Leaders who boast a hectic pace of life might be character-
ized as fidgeting newborns, chasing satisfaction that cannot be 
found in achievements, speaking engagements, or cross country 
business trips.

Only as our schedules flow from contentment, found in the 
depths of God’s love, will we be truly satisfied.

QUESTiON #3: wHO dOES gOd SAy i AM?
 The way we see ourselves — our identity — deeply affects our 

ability to live a life of trust (Jeremiah 17), and to live as a satisfied, 
nourished infant (Psalm 131). Do we define our identity by our so-
cietal status and occupation or is it grounded in something else? 
What we believe about how God views us changes everything!

In Galatians 4:6 and 7 the apostle Paul states a powerful truth:
“You can tell for sure that you are now fully adopted as his own 

children because God sent the Spirit of his Son into our lives crying 
out, ‘Papa! Father!’ Doesn’t that privilege of intimate conversation 
with God make it plain that you are not a slave, but a child? And if 
you are a child, you’re also an heir, with complete access to the inheri-
tance” (msg).

 Do you ever see yourself as a slave — shackled to the whims of 
people around you, without freedom, and stuck in patterns of sin 
or people pleasing? It feels hopeless at times. On the other hand, 
you may feel like a hired hand — someone who must perform to 
earn his keep. This can make us resentful and feel that our identity 
is connected inseparably to our performance.

Our ability to live at a God-guided pace is grounded in our 
identity as sons and daughters of God. Because of the work of Je-
sus Christ, we are adopted children, with all the privileges and 
inheritance of heirs of God. This truth has a great settling affect 
on my soul.

wHAT COULd i POSSibLy fEAr; i AM A CHiLd Of THE kiNg!
To create kingdom outcomes, we must focus on our heart 

connection with God. Only then can we create a work culture that 
cultivates healthy hearts. Remember these three truths:

1. Your hope is in God — not in people or projects.
2.  Your pace of life can reflect contentment when you find 

your satisfaction in God.
3. You are a son/daughter of the King of Kings! 

doug nuenKe is the U.S. president of The Navigators, a worldwide 

discipling organization headquartered in Colorado Springs, Colorado. 

Learn more at (www.Navigators.org).

CLA Dallas 2014: Want to apply these principles in your 

life? Learn how by attending the full-day ITI seminar “Healthy 

Hearts: Transformative Rhythms for Christian Leaders” led by Navigators’ 

Doug Nuenke; Lindy Black, associate U.S. director; Eddie Broussard, 

senior vice president of field ministries, and Peggy Reynoso, director of 

learning and development. Register at (CLAConference.org).
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A Perfect 
Match
Leading and measuring  
belong together!
By Tom Atema

WhAT WORKS  vERTIcAL hORIzONS gROuP

is change necessary? Yes. How can i be so sure? 
every report i have read shows that nonprofits, 
whether secular or faith-based, are losing ground. 
For example more faith-based, nonprofits are cre-
ated every day than you can imagine, yet every indi-
cator shows that Christianity is losing ground, our 
influence is not increasing. ///   There are a number of 
reasons for this that go back to the way the Puritans 
set up the first nonprofits in america. However, it is 
time for a big change. as leaders of faith-based non-
profit organizations, we tend to measure financial 
results and/or numerical results, which is exactly 
how the Puritans set it up. When the “numbers” are 
up and to the right, we use them as a sign all is well. 
We are on target — therefore we change nothing. ///  
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Location: Black Mountain, North Carolina

President: Thomas Atema

Mission: Helping faith-based nonprofits be different.

cLients: Heart for Lebanon, Moody Radio, Blue Ridge 

Broadcasting, 4BServe, International Global Leadership Summit 

(Africa and Middle East)

Book: Tom Atema is author of Leadership in Blue Jeans 

(Believers Press, 2010)

WeBsite: (VerticalHorizonsGroup.com)

 I totally understand that the degree of change and 
the pace of change will be different for every person and 
organization. That is not my concern. What I am con-
cerned about is, for the most part, leaders of faith-based 
nonprofits are under the illusion that they are making 
progress when every indicator around them says they 
are not. Simply put, the solutions nonprofits — even 
faith-based nonprofits — are trying to provide, are not 
keeping pace with the problems they’re trying to solve. 
Our outcomes are lacking.

If we are going to make a difference, leaders of faith-
based organizations must look at the facts. That means 
we must start to change what we measure. Leaders need 
to measure everything, but with a new standard. We talk 
about change. We discuss the importance of reaching the 
“next generation,” of “engaging the next generation,” but 
we never really get there because we are using measure-
ments that simply tell us what we already know. That 
gives us a fear of change. We have been using the tradi-
tional measuring system so long that it’s how we do our 
reports. It’s easy to grasp by all parties. And, after all, if the 
donor is happy, why would we measure any differently?

We’ve been stuck in a financial and numerical mea-
surement model as the predominate yardstick of faith-
based organizational performance. Subsequently every-
thing an organization does has been filtered through a 
financial or numerical lens, measured in terms of financial 
and numerical productivity.

When numbers are up, for example, we lead or 
manage based on those results. That leads us to do what 
we already do, better, but not differently. That approach 
is understandable, but it is wrong! We have bought into 
a system of measurement that does not tell us if we 
are accomplishing the mission that was given to us by 
God himself.

If you present to your board, “all financial income or 
attendance is up and expenses are in line,” what is their 
response? Does anyone ever say, “What does that have to 
do with what we do?” By and large we have bought the lie 
that financial or numerical metrics are a true reflection 
of an organization’s performance.

Today, leaders have grown up with certain assump-
tions about what works in faith-based nonprofits, what 
the metrics for success should be, and how we should 
organize and deploy resources. The bulk of those 
assumptions are dead wrong. As leaders we need to 
change our thinking.

While financial performance can be an indicator 
of forward motion, the ultimate measurement of wise 
financial and organizational stewardship is the outcomes 
of those financial investments. In that sense, financial 
performance alone may not reflect the organization’s 
actual outcomes. Often organizations chase results 
without understanding what really creates and sustains 
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Leading and measuring  
belong together!
By Tom Atema

is change necessary? Yes. How can i be so sure? 
every report i have read shows that nonprofits, 
whether secular or faith-based, are losing ground. 
For example more faith-based, nonprofits are cre-
ated every day than you can imagine, yet every indi-
cator shows that Christianity is losing ground, our 
influence is not increasing. ///   There are a number of 
reasons for this that go back to the way the Puritans 
set up the first nonprofits in america. However, it is 
time for a big change. as leaders of faith-based non-
profit organizations, we tend to measure financial 
results and/or numerical results, which is exactly 
how the Puritans set it up. When the “numbers” are 
up and to the right, we use them as a sign all is well. 
We are on target — therefore we change nothing. ///  
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those results. So we tend to throw more 
money at the problem. By contrast, organi-
zational outcomes are the real indicator of 
true performance. But how many faith-based 
organizations understand the real metrics of 
organizational outcomes?

When we measure organizational out-
comes we receive facts, and these facts should 
be the leader’s best friend. As leaders we want 
to accomplish something! Something that has 
to do with what our ministry’s core vision 

dictates. To me, the first question leaders 
must answer with their board is: “How do 
we define progress and accomplishment for 
our organization?” A board can’t hold some-
one accountable if neither the leader nor the 
board knows the answer to this question.

There are three types of data that can 
help answer this question. However, in order 
to accurately measure a faith-based nonprof-
it’s progress and accomplishments, only one 
of these three is a true measurement.

1. iNPUT:
Input describes how much in the way of 
resources (both financial and non-finan-
cial — such as volunteer time, materials, 
equipment, etc.) was used to conduct a 
program or activity.

2. OUTPUT:
 Output measures the activities con-
ducted by the organization: the number 
of classes held; the number of students 
enrolled or graduated; the number of 
church members; the attendance in 
church services; the amount of concert-
goers; the number of food baskets served; 
the scope of refugees served; the number 
of listeners; and the like.
 Measuring input and output is an 
important element of overall steward-
ship, but the problem with this type of 
numerical data is that while it shows the 
quantity and cost of services provided, it 
does not indicate whether any real ben-
efits resulted. Did the students truly learn 
anything? Did church attendees grow 
spiritually? Did we really move people 
to a closer relationship with Christ? Did 
we really, really, help the refugees?

3. OUTCOMES MEASUrEMENT:
 Outcomes measurements indicate 
how much better off the people served 
by the faith-based organization are as a 
result of the organization’s activities. For 
example, by how much has the culture of 
your community changed for the better 
because of your witness? How much 
better is that public school because of 
your involvement? You get the point.
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We help organizations move from their “now” to where they dream of
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health and vision, while developing and executing strategies for today

that will carry them into the future with greater impact and life change.
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that will carry them into the future with greater impact and life change.
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DO MINISTRY DIFFERENTLY

AN EXAMPLE IS 
HEART FOR LEBANON

www.verticalhorizonsgroup.com

Heart For Lebanon has a passion to
reach out to the lost and broken; advance
peace, justice and equality; and empower
the marginalized and rejected. 

Initiatives include:

Relief: redeems the dignity and addresses
the needs of displaced people.

Community Development: empowers
local communities to overcome poverty,
dependency, injustice and marginalization.

T-360 (at-risk children): transforms
the lives of at-risk children 
emotionally, physically, 
intellectually and spiritually.

www.heartforlebanon.org
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	 •		It	IdentIfIes	effectIve	practIces.
 With the information you collect, 
you can determine which activities to 
continue and which ones to stop. Some 
practices might even be replicated for 
other programs or initiatives based on the 
results of outcome-based measurements.

	 •		It	IdentIfIes	practIces	  
rEQUiriNg iMPrOvEMENT.
Measuring outcomes allows you to 
modify or change programs and initia-
tives not fulfilling your ministry’s core 
vision in order to improve effectiveness.

	 •		It	helps	prove	your	true	  
vALUE TO ExiSTiNg ANd  
POTENTiAL fUNdErS.
The climate for funding faith-based non-
profits has undergone radical transforma-
tions in the last few years. Funders are 
keenly aware of the need to document the 
“success” of programs. Measuring what 
your vision says you are doing will help 
donors decide whether your organization 
is worth their investment.

V e r t i c a l  H o r i z o n s  G r o u p

Often, we simply hold up numbers one 
and two — input and output — in annual 
reports to define a “successful year.” The 
problem with this is that outcomes mea-
surement is the most vital component in 
measuring ministry success, yet it is rarely 
found in annual reports. If you are the leader 
and you are not pushing hard for outcomes 
measurement, you need to do so. This has 
become one of the most important steward-
ship activities that a faith-based organization 
can undertake.

There are several compelling reasons 
to measure outcomes:

	 •		It	measures	the	effectIveness	
Of PrOgrAMS.
 How do you know if a program or 
service is effective? It is unlikely that 
we build capacity simply for the sake 
of building capacity. Because of this, we 
need to know whether or not our pro-
grams are effective. As nonprofit leaders 
we need to know whether the programs 
and services our nonprofits offer are 
achieving the desired results.

As a side note: Outcome-based report-
ing is vital for securing funding from 
Generation Y. More than any previous 
generation, they want to draw a straight 
line between vision and outcomes. If it is 
not a straight line then they won’t fund 
it. They are even willing to spend a lot of 
money to check you out in person.

	 •		It	provIdes	clarIty	and	con-
SENSUS ArOUNd THE PUrPOSE Of 
yOUr PrOgrAM.
Everyone in your organization, from 
board members to team members to 
volunteers, should understand why 
the organization exists, and be able to 
articulate the one big thing it seeks to 
achieve. We call this our vision. What 
do we see our organization accomplish-
ing? Outcome measurement helps to 
clarify understanding of programs and 
initiatives of your organization, and 
evaluate whether those clearly fit into 
your vision.

So how do you begin? Ideally, you 
start with the end in mind. Measuring 
outcomes starts when the planning for the 
project starts and before the activities are 
underway by asking this question: “What, 
through this activity, will we accomplish 
in light of our vision?”

Measuring outcomes with something 
other than simple financial or attendance 
measurements is really the only way to know 
if you are making progress, accomplishing 
what God has called your faith-based orga-
nization to accomplish. 

tom atema is president of Vertical Horizons 

Group (VerticalHorizonsGroup.com).

cla dallaS 2014: Want to learn 

more about ministry outcomes 

measurement? Be sure to attend Tom Atema’s 

conference workshop “Leading and Measuring 

Go Together.” (CLAConference.org)

Outcomes 
measurement is the 

most vital component 
in measuring ministry 

success, yet it is  
rarely found in  
annual reports. 
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Colorado + Michigan
domoregood.com

At DOMOREGOOD, we’re passionate about 
helping organizations unearth their driving 
purpose, express it in an ownable way, and 
leverage it for greater impact + returns.

To learn more, visit domoregood.com.

OC_spring_2014.indb   23 2/13/2014   2:17:16 PM



It’s a dangerous 

business to arrive 

in eternity with 

possibilities, which 

one himself has 

prevented from 

becoming actualities. 

(Søren kierkegaard).
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By Bruce Mcnicol

doeS it haunt you to watch some leaders conducting 
“dangerous business” with their organizations? It haunts me.

Then, I reflect on our Truefaced team, which works every 
day to help leaders and their organizations grow in love, trust, and 
change, and I’m haunted even more. From time to time, we have 
conducted some of our own “dangerous business.” We all strug-
gle to become the kind of leader others want to follow, to shape 
cultures where people long to work, and to steward in a way that 
doesn’t prevent kingdom “possibilities.” There are no “together” 
leaders, only those with more elegant masks.

Senn Delaney was the first firm in the world to focus exclu-
sively on shaping cultures. They popularized the phrase: “The 
culture is the shadow of the leader, cast along over time.” If you’ve 
been exposed to too many sick organizations, this may only con-
firm for you that, “The fish rots from the head first.” But, the “shad-
ow” can be a life-giving experience for an organization — when the 
leader is growing healthier.

While shaping a culture requires an integrated focus on sev-
eral key components in organizations, our limited focus for this ar-
ticle on shaping culture is on the word “leader.” We call this “lead-
er development,” in contrast to leadership development, and it has 
a disproportionately powerful influence on the culture.

How does a leader change when change is hard? In this 
article, I offer you a Truefaced leader-development process, 
which has helped many leaders change and cultures flourish 
in spirit and in kingdom outcomes. The process lays out in a 
three-part sequence, called Awakening, Exchange, and Break-
through. We’ll invest most of our time on the first two phases. 
These three words simply help hang some relational truth on 
an understandable framework.

AwAkENiNg: 
In our 20s and 30s, we three Truefaced co-authors 

(independent of one another), experienced what might be called 
“awakenings.” We define an awakening as “waking up to the pain 
of not being able to control my life the way I thought I could; stuck 
with unresolved life issues whose symptoms I am trying to solve 

HOw dOES A LEAdEr CHANgE 
wHEN CHANgE iS HArd?

changing Leaders
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By Bruce Mcnicol

doeS it haunt you to watch some leaders conducting 
“dangerous business” with their organizations? It haunts me.

Then, I reflect on our Truefaced team, which works every 
day to help leaders and their organizations grow in love, trust, and 
change, and I’m haunted even more. From time to time, we have 
conducted some of our own “dangerous business.” We all strug-
gle to become the kind of leader others want to follow, to shape 
cultures where people long to work, and to steward in a way that 
doesn’t prevent kingdom “possibilities.” There are no “together” 
leaders, only those with more elegant masks.

Senn Delaney was the first firm in the world to focus exclu-
sively on shaping cultures. They popularized the phrase: “The 
culture is the shadow of the leader, cast along over time.” If you’ve 
been exposed to too many sick organizations, this may only con-
firm for you that, “The fish rots from the head first.” But, the “shad-
ow” can be a life-giving experience for an organization — when the 
leader is growing healthier.

While shaping a culture requires an integrated focus on sev-
eral key components in organizations, our limited focus for this ar-
ticle on shaping culture is on the word “leader.” We call this “lead-
er development,” in contrast to leadership development, and it has 
a disproportionately powerful influence on the culture.

How does a leader change when change is hard? In this 
article, I offer you a Truefaced leader-development process, 
which has helped many leaders change and cultures flourish 
in spirit and in kingdom outcomes. The process lays out in a 
three-part sequence, called Awakening, Exchange, and Break-
through. We’ll invest most of our time on the first two phases. 
These three words simply help hang some relational truth on 
an understandable framework.

AwAkENiNg: 
In our 20s and 30s, we three Truefaced co-authors 

(independent of one another), experienced what might be called 
“awakenings.” We define an awakening as “waking up to the pain 
of not being able to control my life the way I thought I could; stuck 
with unresolved life issues whose symptoms I am trying to solve 

without help from others.” These awakenings ran high enough up 
the Richter scale to shake loose some hidden stuff and push it into 
the light. They include things like our penchant to control others, to 
lie, to “go dark,” to not listen, to misinterpret motives, to withdraw, to 
feel demeaned, and to have to be right rather than do right. There’s a 
long list. All propelled by shame. And all oozing into the cultures we 
were leading. Cultures are porous. They absorb our junk.

Darkness is the Petri dish of the leader’s junk life. This dish 
grows trouble like nothing else. The number one cause of leader-
ship failure — and thus damage to kingdom cultures — is not lack 
of competency, but living in unhealthy isolation.

There’s a mesmerizing verse in Ephesians 5:14, which says, 
“Everything is made clear by the light. This is why we say, ‘Awake 
O sleeper! Rise from the dead, and Christ will shine on you!’” (erv).

Three things about “sleepers”: We don’t know we are asleep; 
we don’t want to be awakened by the light; and, when the light 
shines on us, things that were hidden, start to become clear.

For example, I had no idea how demoralizing my impatience 
was for those who followed me. How could I? I was “sleeping” — 
and, I didn’t want my sleep interrupted. Like when my mom used 
to come into my bedroom in the morning before school and flip 
on the light switch. One day, God came in my room and flipped on 
the light. I woke up, courtesy of crisis, pressure, and a trigger point.

These epiphany moments help explain why 360 reviews of-
ten don’t work. In our unhealthy leader sleep we go through the 
motions. We comply because we’re supposed to do so, all the while 
making our own assumptions (because, we’re leaders after all) 
about ourselves: who we (really) are; how we’re (really) doing; 
how we’re (really) affecting others. Unresolved life issues rob us 
of objectivity. Our personal truth distorts objective 360 truth. The 
darkness of sleep does this. If you’ve ever bumped a bruise you 
didn’t realize you had, you know what it’s like to awaken late to an 
existing issue.

When an awakening occurs, there’s a chance — and it’s only a 
chance — of deep change in us. Aborted awakenings occur all the 
time when aspirin-level pain enters the lives of leaders. God offers 
us a profound moment to climb out of the Petri dish slime, but in-
stead we reach for stronger sleep-inducing medications. (Note to 
self: Brace for a bigger crisis.) However, when an awakening leads 
to an exchange, lasting personal change is about to flower, and 
wonderfully affect the culture’s kingdom yield.

ExCHANgE: (PrOTECTiON & PErMiSSiON) 
A familiar quote by Luciano De Crescenzo says, “We are all 

angels with only one wing; we can only fly while embracing one 

a healthy culture starts with you!

HOw dOES A LEAdEr CHANgE 
wHEN CHANgE iS HArd?

changing Leaders
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another.” When we realize we’re stuck in 
our life issues, and we can’t lift ourselves 
out of the muck on our own, we need 
someone who we trust with us. But, we 
must give them access to our lives if they’re 
going to help us fly. We call this permis-
sion. We define the exchange as “trusting 
someone with me, by giving them my per-
mission in exchange for their protection.” 
This process helps leaders “submit to the 
strengths of others, so their weaknesses 
can be protected.” It’s hand in glove.

Protection is rooted in God’s jealous-
for-us love in the Old Testament (Exodus 
20:5, Hosea 11, and others). We call this 
protective love because God offers to pro-
tect us — if we trust him. He essentially 
said to Israel, “If you’ll trust me I will pro-
tect you from all kinds of evil to which you 
are susceptible. If you don’t trust me, I can-
not protect you. You will run into all kinds 
of evil.” Israel proved God right in both in-
stances, many times. That God (who knows 
everything and is all-powerful), would 
wait for us to open the door from the in-
side, while he stands as a strong protector 

— ready to help, knocking on the outside — 
is shockingly instructive (Revelation 3:20).

Don’t confuse protection with ac-
countability. Healthy cultures will institute 
accountability for tasks. But, we all need 
protection for self (i.e. person). Many are 
baffled when accountability doesn’t work 
for their life and sin issues. Protection is 
not behavior management. It is relational 
love, which ultimately heals shame and 
alters behavior. Holding someone account-
able to change a life or sin issue when he or 
she has, for years, demonstrated an inabil-
ity to change, is nonsensical.

In their valuable book, Switch (Crown 
Business, 2010), the Heath brothers con-
clude, through empirical evidence, that 
“What looks like laziness (or resistance or 
indifference) is often exhaustion … because 
self-control is an exhaustible resource. The 
research shows we burn up self-control in a 
wide variety of situations.” Running out of 
“self-control” is precisely what the apos-
tle Paul confirms in his story as a Christ-
follower in Romans 7. Protection, not ac-
countability, understands this difference. 
The protector’s love is safe, not soft. Pro-
tection doesn’t excuse behavior, but over 
time, heals the shame that drives it.

Only my permission can bring protec-
tion to life. Will my awakening cause me 
to trust another with me? Or, will I opt to 
trust me with me?

brEAkTHrOUgH: 
If we don’t waste our awakening, 

we’ll begin experiencing the exchange, 
and this will inevitably lead us to unimagi-
nable breakthroughs, in the things that 
matter in our lives, including the organi-
zations we serve.

Last year, my wife and I were invited 
to the annual company dinner of an oil and 
gas business. Next to me was a seasoned 
veteran of the industry from the Middle 
East, who was clearly not a Christ-follower. 
But, his CEO has been for over 30 years, 
and yet in just the last four years has been 
learning how to experience protective love. 
The oilman has picked up on the trans-
formation occurring in his boss, even if he 
can’t explain it. “He’s not the same man. 
It’s a big reason why our company is do-
ing so well, and I’m grateful to be around 
this man.” This is a kingdom breakthrough 
of magnitude. Protective love changes a 
leader, helps shape a flourishing culture, 

and attracts people who need Jesus. As the 
CEO told me, “This changes everything!”

If you’d find it helpful to explore this 
Awakening, Exchange, and Breakthrough 
process more thoroughly, you could listen 
to or read, Bo’s Café (Windblown Media, 
2009). John Lynch, Bill Thrall, and I wrote 
this novel based on true stories of leaders, 
to help people see how they could experi-
ence protective love in their marriage, fam-
ily, friendships, and organizations.

Bruce mcnicol is the co-founder and 

president of TrueFaced. He has a passion to 

restore the original Good News for diverse 

world cultures through transformed lead-

ers and their platforms of influence. With 

degrees in finance law, theology, leadership, 

and organizational development, his ability to 

write to diverse readers and leaders has led 

to co-authoring: The Cure, The Ascent of a 

Leader, Bo’s Café, and the High Trust Culture 

guide for leaders.

cla dallaS 2014: Want to 

learn how to build a stronger 

organizational culture? Don’t miss Bruce 

McNicol’s one-day ITI seminar at CLA’s national 

conference entitled “Build a Healthy, High-Trust 

Culture.” It could transform your workplace 

culture! Register at (CLAConference.org).
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and uprightness in its engagement with 
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Ddo you really BelieVe that any good can come from so-
cial media? If we were candid, many of us would wonder how 
social media could have any significant kingdom impact … or 
maybe any positive kingdom impact. After all, social media plat-
forms are some of the greatest time wasters and distractions of 
our day. 

In 1961, then Federal Communications Commission Chair-
man Newton N. Minow, famously called commercial television 
programming a “vast wasteland.” Today, many would likely simi-
larly describe Facebook, Twitter, and their social media siblings as 
the new “great wasteville.”

It’s true that the social media landscape is populated with 
shallow chatter, inane games, celebrity miscues, and self-indul-
gent photos. But misuses and abuses don’t disqualify the power of 
the tool. Your ministry has a web presence in spite of the fact that 
the Internet is filled with unwholesome content. How the world 
uses a tool doesn’t invalidate the power of the tool.

If we allow for the possibility that positive kingdom impact 
can come from social media, we probably should agree on what 

social media actually is. At Oneicity, we live and breathe social 
media, online media, and the digital world for our clients. Because 
this is such an integrated and connected world, we always evalu-
ate e-mail, microsites, and websites together with social media, 
including traditional platforms like Facebook, Twitter, and You-
Tube. We’re very practical and recognize that very few online or 
“e” activities take place in isolation. Really, “social” media can be 
any online channel where constituents can consume, share, or 
collaborate on content.

THErE ArE SigNifiCANT AdvANTAgES TO SHAriNg CON-
TENT ACrOSS ALL CHANNELS.

Social media conversations should not only connect to your 
website or a microsite (which should be connected to your prima-
ry web presence), but social media conversations can take place 
on your website. E-mail is one of the more powerful tools that can 
serve as a conduit for stories and calls to action. Don’t get hung up 
on strict definitions. The online world is too integrated and users 
act too fluidly to make rigid definitions helpful.

HErE ArE fOUr PriNCiPLES fOr grEATEr kiNgdOM 
iMPACT THrOUgH SOCiAL MEdiA:

1. Kingdom impact through social media begins with the 
proper use of the tools and channels. At Oneicity, we 
believe that relationships are central to all development, 
fundraising, and marketing for ministries. These social 
media channels are key to building relationships with do-
nors and constituents. Social media is the place to tell sto-
ries of not only the problems you’re solving, but also the 
evidences of how your great work is changing lives. Pho-
tos, videos, and written testimonies fit naturally into the 
social media ecosystem.

         Your website must be the home base or cornerstone of your 
social media strategy. All your social media should point to 
your website. Your constituents should be constantly com-
ing back “home” to your website. That’s the place where you 
own your content and where you have the most control.

     Never confuse the wild west of social media with the safety 
of your website. One of the most common misuses of social 
media by ministries is that they lose their authentic voice or 
they try to control the social media conversation too much. 
Your online presence must “sound” like you and “look” like 
you. And because it’s “social” you can expect a wide range of 
responses and questions. When your constituents begin to 
speak on your behalf and begin to tell why they love the work 
you do, really powerful moments happen.

2. Long-term kingdom impact through social media comes 
from reviewing your results regularly. If you want impact 
that is more than a flash in the pan, schedule regular reviews. 
At Oneicity, we call our review “The Dipstick.” It’s not an el-
egant title, but it describes the nature of this powerful tool. 
On a regular basis you must do a quick assessment of where 
you are in your social media planning. What results are you 
achieving? What’s working and what’s not working? The 
ideal review is quick (like a glance at your car’s dipstick) and 
done on a regular schedule (monthly is ideal).

      Your review should begin with restating your focus (what 
are you trying to do?). Next, quickly review all your analytics. 
Then you should determine what posts, what videos, what 
content produced the results you wanted and which content 
failed to do so. Can you draw conclusions about what worked 
and what didn’t? Then decide what adjustments you’ll make 
to next month’s plan. You should be able to gather the met-
rics and review the result in less than a couple of hours.

3. The most powerful kingdom impact happens when you 
integrate across channels. Our clients have been pleasant-
ly surprised at how powerful integration can be. Put simply, 
this is making sure that what you say to donors in person 
over a cup of coffee, and what you send in direct mail, sup-
ports what’s online in social media and on your website. 
More complex strategies involve creating the best type of 
content for each of the channels you are using so that con-
stituents encounter your ministry’s story in the most pow-
erful way.

     Don’t make the mistake of thinking that individuals who 

Principles for greater kingdom impact
By Lindsey Lind and Steve Thomas
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social media actually is. At Oneicity, we live and breathe social 
media, online media, and the digital world for our clients. Because 
this is such an integrated and connected world, we always evalu-
ate e-mail, microsites, and websites together with social media, 
including traditional platforms like Facebook, Twitter, and You-
Tube. We’re very practical and recognize that very few online or 
“e” activities take place in isolation. Really, “social” media can be 
any online channel where constituents can consume, share, or 
collaborate on content.

THErE ArE SigNifiCANT AdvANTAgES TO SHAriNg CON-
TENT ACrOSS ALL CHANNELS.

Social media conversations should not only connect to your 
website or a microsite (which should be connected to your prima-
ry web presence), but social media conversations can take place 
on your website. E-mail is one of the more powerful tools that can 
serve as a conduit for stories and calls to action. Don’t get hung up 
on strict definitions. The online world is too integrated and users 
act too fluidly to make rigid definitions helpful.

HErE ArE fOUr PriNCiPLES fOr grEATEr kiNgdOM 
iMPACT THrOUgH SOCiAL MEdiA:

1. Kingdom impact through social media begins with the 
proper use of the tools and channels. At Oneicity, we 
believe that relationships are central to all development, 
fundraising, and marketing for ministries. These social 
media channels are key to building relationships with do-
nors and constituents. Social media is the place to tell sto-
ries of not only the problems you’re solving, but also the 
evidences of how your great work is changing lives. Pho-
tos, videos, and written testimonies fit naturally into the 
social media ecosystem.

         Your website must be the home base or cornerstone of your 
social media strategy. All your social media should point to 
your website. Your constituents should be constantly com-
ing back “home” to your website. That’s the place where you 
own your content and where you have the most control.

     Never confuse the wild west of social media with the safety 
of your website. One of the most common misuses of social 
media by ministries is that they lose their authentic voice or 
they try to control the social media conversation too much. 
Your online presence must “sound” like you and “look” like 
you. And because it’s “social” you can expect a wide range of 
responses and questions. When your constituents begin to 
speak on your behalf and begin to tell why they love the work 
you do, really powerful moments happen.

2. Long-term kingdom impact through social media comes 
from reviewing your results regularly. If you want impact 
that is more than a flash in the pan, schedule regular reviews. 
At Oneicity, we call our review “The Dipstick.” It’s not an el-
egant title, but it describes the nature of this powerful tool. 
On a regular basis you must do a quick assessment of where 
you are in your social media planning. What results are you 
achieving? What’s working and what’s not working? The 
ideal review is quick (like a glance at your car’s dipstick) and 
done on a regular schedule (monthly is ideal).

      Your review should begin with restating your focus (what 
are you trying to do?). Next, quickly review all your analytics. 
Then you should determine what posts, what videos, what 
content produced the results you wanted and which content 
failed to do so. Can you draw conclusions about what worked 
and what didn’t? Then decide what adjustments you’ll make 
to next month’s plan. You should be able to gather the met-
rics and review the result in less than a couple of hours.

3. The most powerful kingdom impact happens when you 
integrate across channels. Our clients have been pleasant-
ly surprised at how powerful integration can be. Put simply, 
this is making sure that what you say to donors in person 
over a cup of coffee, and what you send in direct mail, sup-
ports what’s online in social media and on your website. 
More complex strategies involve creating the best type of 
content for each of the channels you are using so that con-
stituents encounter your ministry’s story in the most pow-
erful way.

     Don’t make the mistake of thinking that individuals who 

support you are only “direct mail people” or only “do digital.” 
Certainly donors have tendencies and preferences. But you 
cannot afford the mistake of thinking these tendencies are 
exclusive. People aren’t one-dimensional. Believe it or not, 
some of the people who are your fans on Facebook really do 
read your direct mail. Your online messaging must connect 
with your direct mail. Direct mail must connect with your 
online messaging because many direct mail donors also en-
joy giving online. Presume that any donor could see any mes-
saging at any time. 

4.  Kingdom impact through social media happens best 
when you provide clear, simple calls to action. If you 
don’t tell your constituents what you want them to do, most 
won’t take any action on your behalf. If you want them 
to share a photo, make it simple to share and ask them to 
share. If you want them to “Like” your post, ask them (they 
love you, they’ll click like for you). If you want them to 
share their story of why they love your ministry, give them 
an example of what you want them to do, make it easy to 
do and ask them to do it. Never ask a donor to “tell us why 
they care for the poor” or “why they support our ministry” 
without giving an example. Donors are every bit as busy as 
you are. You only have a second for them to decide if they’re 
going to respond to your call to action. A clear, simple call 
to action will improve the chances they’ll do what you want 
them to do.

Kingdom impact for your ministry can grow through 
social media if you begin by following these principles. 
Obviously online communication is complex and constantly 
evolving. If you have specific questions feel free to tweet us a 
question at @oneicity or hop on our Facebook page (facebook.
com/oneicity) or shoot us an e-mail at (howdy@oneicity.com). 
We love it when people ask: “What did you mean when you 
said …” or “I’m not sure I believe this will work!” or “What 
would you suggest about this?”

Or better yet, join us at the CLA National Conference. We’re 
leading a 10-hour intensive training on “Measurable Social Me-
dia for Kingdom Impact.” Join us for detailed, practical, and real-
world steps to create kingdom impact through social media. It’ll 
be a blast and you’ll leave with a clear plan of action.

lindSey lind is vice president of eStrategy at Oneicity, helping 

ministries grow online giving and build genuine relationships with donors. 

SteVe thomaS is partner and CEO of Oneicity, providing mid-sized min-

istries with integrated fundraising and marketing services. (Oneicity.com)

cla dallas 2014: Start using social media for greater 

kingdom impact by attending Lindsey and Steve’s Christian 

Nonprofit Leadership Academy 10-hour course “Measurable Social 

Media for Kingdom Impact.” Register at (CLAConference.org).

Pullout quote 1: Your 
website must be the home 
base or cornerstone of your 
social media strategy.

Pullout quote 2: How the 
world uses a tool doesn’t in-
validate the power of the tool.

Principles for greater kingdom impact
By Lindsey Lind and Steve Thomas
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when we meet with PeoPle to discuss strengthening 
their Human Resource (HR) practices, we often use the term 
“kingdom-minded organization.” More often than not, they 
are intrigued as to precisely how we define such a consider-
ably broad scope or approach. Certainly, many Christian busi-
ness people, pastors, and consultants have their own ideas as 
to what constitutes a kingdom-minded organization.

My own kingdom-minded human resources organization has 
worked hard to develop what we feel is a clear, actionable, and 
measurable articulation of just what a kingdom-minded organiza-
tion means to us and how to achieve it. As a result, the organiza-
tional leaders we work with express enthusiasm to achieve these 
goals and are willing to invest their precious time, dollars, and en-
ergy into making their organization a prosperous one — one reflec-
tive of Christ and his teachings.

For the framework of a kingdom-minded organization, the 
model I developed contains principles that can apply to market-
place organizations, churches, and nonprofit organizations alike.

A kingdom-minded organization puts Christ first, with a focus 
on integrity, honesty, and straightforward business dealings with 
staff, clients, customers, contractors, suppliers, and others. Such 
an organization possesses clearly delineated mission, vision, and 
core value statements. It has agreed upon goals and objectives, es-
pecially in the realms of mission execution, customer service, pro-
duction, and quality.

Being a kingdom-minded organization does not in any way 
preclude prosperity and financial success. On the contrary, it aims 
to be prosperous for the benefit of its key stakeholders, leader-
ship, owners, employees, and the organization’s community. They 
should — they must — strive to do great things, marrying their god-
ly goals with the fruits of success — those of a job well done. By no 
means should they consider themselves as unable to participate in 
the results-driven culture of winning U.S. organizations.
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MiSSiON, viSiON, ANd vALUES (Mvv)
When mapping out the future of an organization that professes 

to strive to become high performing, management must create its 
mission, vision, and value statements (MVVs) or ignite existing 
ones by recreating them. Much has been written on what should 
comprise mission, vision, and value statements. I always suggest 
keeping them simple — concepts that all employees can remember 
and fully support. It’s difficult to fully commit to and “own” a com-
pany’s ideals if they are so complicated, convoluted, or vague that 
the employees can’t remember them clearly.

MiSSiON STATEMENTS:
Successful organizations begin by establishing their mission 

(which is the core reason for their existence), the product or ser-
vice they provide, those to whom they provide it, and the benefits 
of that product or service. A lack of an established mission means 
that not only are staff and management unsure of their purpose, 
but customers and vendors are also left in the dark, uncertain of 
what to expect.

An organization’s mission ideally defines what it does best ev-
ery day and why, and reflects the customer’s needs as well. Having 
a mission is the foundation upon which a high-performing organi-
zation’s dreams and potential become reality. Essentially, it affirms 
the reason(s) why an organization exists.

Under the guidance of a project facilitator, a team of senior 
management begins by developing a framework of what they be-
lieve the mission should be. The facilitator shares and explains 
this mission framework to each supervisory layer, soliciting in-
put on each occasion, and ultimately shares it with the employees 
who then sit down with a good human resources representative 
in a roundtable session to discuss it and generate further input. 
The facilitator may need to go back and forth a few times before 
a final product is derived. Once the majority of employees and 
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management agree to the refined mission, all employees need to 
agree to respect and support it.

A primary benefit to creating or revisiting a mission is that it 
opens up communication within and throughout an organization. 
Every successful organization has a clearly established mission, 
one that has been developed with input from all employees collec-
tively, not simply flowing down from the top. Employees become 
fully invested in an organization’s mission when they are engaged 
in establishing that mission. The mission must be ingrained within 
the organization’s culture. Not only are employees and customers 
made familiar with the company’s mission; candidates for posi-
tions in high-performing organizations are also exposed to the 
mission during the interview process, before they’re offered a 
position.

Some tips to remember when writing a mission statement: (1) 
Keep it short and easy to remember; (2) Specify your target cus-
tomer and describe the advantages you offer; and (3) Define your 
product clearly and how it differs from the competition.

You may be wondering how you can say all that and still keep 
your mission statement short and memorable. Here are two strong 
examples from high-performing organizations with effective mis-
sion statements.

Google: We organize the world‘s information and make 
it universally accessible and useful. Their marketplace? 
The world. Their product and its advantages? Organiz-
ing the world’s information to make it easily accessible 
and useful. They do this and they do it exceedingly well.

Starbucks: We inspire and nurture the human spirit 
— one person, one cup, and one neighborhood at a time. 
Their marketplace? Also, essentially the world, yet 
they stress the individual: one person, one neighbor-
hood at a time to maintain a personal feel. We are al-
ready very familiar with their product and social cof-
feehouse environment, aren’t we?

viSiON STATEMENTS:
In addition to a mission statement, all high-performing orga-

nizations possess a clearly defined vision. Organizations with an 
established vision have a workplace of direction, purpose, and 
achievement. These organizations envision where they want to be 
and do the appropriate things to get there. Every employee is given 
a copy of this road map.

Vision statements should consider how the market and your 
customer base may change within the next three, five, or seven 
years; how such changes can create opportunities for your orga-
nization; how to bridge the distance between how things are today 
and where you envision you want to be within your established 
timeframe; how you will surpass your competitors in order to gain 
greater market share; and also what you are doing collectively to 
capitalize on the changes in business conditions and your busi-
ness’s needs.

Like a mission, an organization’s vision has, ideally, offered all 
employees an opportunity to help create and contribute to it. The 
more buy-in an organization has among its employees, the greater 

the effectiveness of the vision. The vision should inspire. It dem-
onstrates where the organization as a whole wants to be, and what 
will occur as it delivers on its mission. It is where an organization 
envisions itself in those three, five, or seven years. (We prefer five 
years, because that is a reasonable amount of time for most organi-
zations to get to the next step.)

So, whereas the mission is what an organization does best every 
day, its vision is what the future looks like when it fulfills its mis-
sion exceedingly well. Some effective vision statements include: 

Nike: To be the number one athletic company in the 
world, and

Amazon: Our vision is to be earth’s most customer-cen-
tric company; to build a place where people can come to 
find and discover anything they might want to buy online.

When I worked for Gatorade, we developed an incredible ad-
vantage over the competition because we took the time to estab-
lish our vision — where we were going and when we wanted to get 
there — and ensured that every employee shared this vision. Gato-
rade’s competitors at the time fell back because they lacked a com-
monly shared vision. They lacked a road map.

vALUES STATEMENTS:
The third ingredient of MVVs is values, specifically core val-

ues. A core value, from a human resources perspective, reflects the 
heart of an organization. It pumps the blood throughout; it makes 
an organization tick. It defines the organization and its culture 
and what it takes pride in doing. It is how vendors and customers 
view an organization’s behavior toward them. It is what employees 
tell their neighbors and friends when asked what it is like to work 
where they do.

A company focused on quality might state its core value as: We 
do not compromise on quality. Quality is job one. An organization 
valuing individual responsibility would want to say: We believe in 
holding ourselves accountable. We deliver on our promises and we al-
ways endeavor to use good judgment. Efficiency, honesty, customer 
service, ownership — these and many more reflect the kinds of core 
values that high-performing organizations embody.

In order to enjoy growth and prosperity and achieve high per-
formance, a kingdom-minded organization must first look inward 
and thoughtfully address these three critical aspects of running 
an organization. Those that invest in well-developed and bought-
in mission, vision, and values will reap dividends far beyond those 
that do not. 

marK a. griFFin is the founder and chief consultant of In His Name 

HR LLC. Follow him on Facebook at InHISNameHR or Twitter @InHIS-

NameHR. In His Name HR helps organizations build HR programs based 

on MVV. Contact them for more information at (InHISNameHR.com) or 

e-mail them at MGriffin@InHISNameHR.com. 

cla dallaS 2014: Clarify your organization’s Mission, 

Vision, and Values by attending Mark Griffin’s CLA Confer-

ence workshop “Building a Kingdom-Minded Organiza-

tion.” April 14–16. (CLAConference.org)
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BBoardS can Be FruStrating. 

That fact led me to do my doctoral re-
search on the legal and biblical duties of 
a parachurch governing board, to see if 
we could find ways to spark our boards 
toward greater engagement and true ac-
complishment. I can teach the theoreti-
cal but I’m very focused on producing 
practical, effective outcomes. That’s why 
I’m leading a two-day class on the topic 
of catalytic board change at the upcom-
ing CLA conference in Dallas.

dEfiNiNg THE CHANgE yOU SEEk
If you, as a CEO or board member, 

want to change your board, you have 
to first ask, “What needs to change, 
and why?” Ministry leaders should 
frequently ask the missional question: 
“Why?” By so doing they will infuse 
their organizations with kingdom out-
come-oriented thinking, which is good 
stewardship. Anything that diminishes 
good stewardship is ultimately an as-
sault on kingdom outcomes.

 “What” is the question that gets us out 
of the ethereal and into the specific and 
practical. It can be a tough question, so 
I ask it this way: “What gap(s) exist, that 
you’re trying to fill?” If you can’t articulate 
some kind of gap, change has not yet be-
gun to make sense. If you can identify the 
gap, though, you begin to gain clarity re-
garding the path you need to take.

Often, the “presenting problem” is 
merely symptomatic. Probe deeply enough 
and you’ll unearth the dynamics of human 

Board CHange

behavior. Christians can exhibit both “be-
havior redeemed” and “behavior fallen.” 
Even on our best days we miscommunicate 
and overlook things. The board is, at heart, 
a small group with all of its dynamics.

Board training is a cognitive concept 
and assumes that the gap is one of knowl-
edge. I’ve found that much of my consult-
ing work, however, is related not to train-
ing but to troubleshooting because the 
board problems are often ones of human 
choice and human behavior. It’s relatively 
easy to fill the knowledge gap. It’s much 
harder to fill the behavioral one because 
that means that your fellow humans have 
to be willing to play along and do their 
part. They have to be humble and teach-
able and collaborative. (So do you!).

People are composed of intellect, 
emotion, and will, and you can never fix 
a problem or produce lasting change if 
you’re not clear which of these domains 
is the issue. If lack of knowledge is the 
issue, conduct a class. If emotion and/or 
will are the issue, then get everybody in 
the same room, lock the door, and make 
sure you have a fire extinguisher nearby.

New information can certainly pro-
voke their wills, such as when they receive 
the “Fiduciary Altar Call” or receive some 
dire risk management training. (Of course, 
in those situations your board may also 
be looking for the nearest door out of the 
boardroom!) Merely receiving new pieces 
of information will not transform a board. 
Transformation is a matter of the will, 
informed by understanding. Understand-
ing comes from readiness. If you wish for 
your board to change, spend more time in 
prayer regarding readiness (i.e., the prepa-
ration of hearts and minds).

diLEMMAS Of TiME
Most ministry executives will spend 

at least 50 hours a week on the ministry, 
which means that in a given year they’ll 
spend some 2,500–3,000 hours advanc-
ing the cause. They are the experts on the 
organization.

It’s the governing board, though, 
that carries the legal, fiduciary respon-
sibility for the corporation. Typically, 
they have other jobs and commitments 
and can devote only a small chunk of 
time to the ministry. It’s not unusual to 
hear that members invest only a couple 
of hours a month into their fiduciary 
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ing work, however, is related not to train-
ing but to troubleshooting because the 
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that means that your fellow humans have 
to be willing to play along and do their 
part. They have to be humble and teach-
able and collaborative. (So do you!).
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emotion, and will, and you can never fix 
a problem or produce lasting change if 
you’re not clear which of these domains 
is the issue. If lack of knowledge is the 
issue, conduct a class. If emotion and/or 
will are the issue, then get everybody in 
the same room, lock the door, and make 
sure you have a fire extinguisher nearby.

New information can certainly pro-
voke their wills, such as when they receive 
the “Fiduciary Altar Call” or receive some 
dire risk management training. (Of course, 
in those situations your board may also 
be looking for the nearest door out of the 
boardroom!) Merely receiving new pieces 
of information will not transform a board. 
Transformation is a matter of the will, 
informed by understanding. Understand-
ing comes from readiness. If you wish for 
your board to change, spend more time in 
prayer regarding readiness (i.e., the prepa-
ration of hearts and minds).

diLEMMAS Of TiME
Most ministry executives will spend 

at least 50 hours a week on the ministry, 
which means that in a given year they’ll 
spend some 2,500–3,000 hours advanc-
ing the cause. They are the experts on the 
organization.

It’s the governing board, though, 
that carries the legal, fiduciary respon-
sibility for the corporation. Typically, 
they have other jobs and commitments 
and can devote only a small chunk of 
time to the ministry. It’s not unusual to 
hear that members invest only a couple 
of hours a month into their fiduciary 

service. That equates to some 25 hours 
per year. It’s what I describe in training 
as the 25/2,500 Dilemma: Each board 
member spends 1/100th of the amount 
of time on the ministry that the execu-
tive does.

Therein lies the conundrum. The lead-
er with the expertise does not have ulti-
mate fiduciary responsibility. The ones 
with the responsibility have precious lit-
tle time to give. Our boards often end up 

Most people are not 
governance experts, 
so frame their 
service in language 
they can understand 
and apply easily.
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being “out of sight, out of mind” as a re-
sult. This can be enormously frustrating 
to the CEO and dangerous in an age of 
increased repercussions for negligence.

diSOriENTATiON
As if it weren’t enough that board 

members are part-timers, there usu-
ally isn’t much preparation for the board 
member role. I’m astounded with how 
few boards have a formal orientation 
process or even bother to share a list of 
responsibilities and expectations to pro-
spective members. Isn’t that poor stew-
ardship? How much time does your board 
spend preparing and orienting new mem-
bers? Proper orientation could end up 
producing the change you seek, naturally.

If you don’t help board members pre-
pare, you’ll get what you get. They’ll fill 
the vacuum with whatever they think 
will work. Their previous committee ex-
perience (if any) may be dysfunctional. 
If they’re confused, they’ll begin to take 
their anger out in subtle ways. A board 
with no preparation is like a group of lost 
people stumbling around in the woods. 
In the worst-case scenario it looks like a 
scene from The Hunger Games.

Serving on a church committee, by 
the way, is not the same as being on a 

parachurch governing board. For those 
of you who work in a church setting, 
there is some overlap in church and para-
church dynamics, but there are signifi-
cant differences. This is a helpful conver-
sation to have, and we’ll do so in Dallas.

diSCONNECTS
Ministry leaders sometimes ask me 

to produce a manual for their boards, 
the thought being, “Put it in writing 
and you’ll fix our problems.” If we put 
it in writing, but your behavior doesn’t 
change, we’ve just given you a new prob-
lem, because you have proven yourselves 
to be negligent. If you’re not going to live 
it, don’t put it in writing.

I’m not saying that you shouldn’t have 
policies. What I am saying is that you 
should have the right set of documents for 
your situation, and that the board should 
have ownership in producing them and liv-
ing them. Otherwise, your actions will not 
be in compliance with your stated course. 
You will have a cognitive disconnect that 
may inject frustration like a poison into the 
bloodstream of your organization.

What produces good behavior is not 
merely the presence of documents, but 
having leaders of character and com-
petence who will reject passivity and 

demand performance and accountabil-
ity from the boards on which they serve. 
What behaviors are we willing to both 
expect and accept? Choose your board 
members carefully, and opt for a smaller 
board if you must.

You know that the stakes are high. The 
shifting landscape in American society 
has put us all under the microscope. Your 
board members must take accountability 
seriously, operate at a strategic level, and 
monitor the organization’s programs and 
outcomes. And they must do so while not 
forgetting to monitor themselves.

driviNg TOwArd CHANgE
If you want to guide your board 

through change, you’re going to need 
several people joining to take up the 
cause without the situation turning into 
a civil war. And, you need a board chair 
with spine, who takes his/her position 
seriously, and is willing to speak the truth 
in love to the board.

Don’t forget that the people who 
tend to relish change are those who 

i’m astounded with 
how few boards 

have a formal 
orientation process 

or even bother 
to share a list of 
responsibilities 

and expectations 
to prospective 

members.

OC_spring_2014.indb   36 2/13/2014   2:19:02 PM



36  Outcomes   S p r i n g 2 0 1 4                              www.OutcomesMagaz ine.com S p r i n g 2 0 1 4  Outcomes  37

parachurch governing board. For those 
of you who work in a church setting, 
there is some overlap in church and para-
church dynamics, but there are signifi-
cant differences. This is a helpful conver-
sation to have, and we’ll do so in Dallas.

diSCONNECTS
Ministry leaders sometimes ask me 

to produce a manual for their boards, 
the thought being, “Put it in writing 
and you’ll fix our problems.” If we put 
it in writing, but your behavior doesn’t 
change, we’ve just given you a new prob-
lem, because you have proven yourselves 
to be negligent. If you’re not going to live 
it, don’t put it in writing.

I’m not saying that you shouldn’t have 
policies. What I am saying is that you 
should have the right set of documents for 
your situation, and that the board should 
have ownership in producing them and liv-
ing them. Otherwise, your actions will not 
be in compliance with your stated course. 
You will have a cognitive disconnect that 
may inject frustration like a poison into the 
bloodstream of your organization.

What produces good behavior is not 
merely the presence of documents, but 
having leaders of character and com-
petence who will reject passivity and 

www.inspiritoustv.com

The fastest way to find out what’s trending every week in ministry 
development is InspiritousTV; a FREE, five-minute, online, 
video-broadcast highlighting the latest news, insights, strategies, 
& practical tips about fundraising (Tuesdays), board development 
(Wednesdays), and marketing/public relations (Thursdays). 

With Lil’ Ol‘ Army by his side, this program is hosted by Robert Steinhagen, 
one of the most recognized practitioners and respected consultants in Christian, 
not-for-profit, ministry development.

Robert Steinhagen, CFRE, PSTATRobert Steinhagen, CFRE, PSTAT

“Special Editions” of InspiritousTV” provide in-depth & 
practical training on the most essential areas of ministry 
development.  These videos provide a cost-effective way 
to equip individuals and teams with indespensable tools 
that can strengthen and transform a ministry.  

Want More?

Extended Editions

Why Watch
Get the most essential highlights from trade magazines 
& publications, webinars, and events that will save you 
time & improve your ministry’s development efforts.

Be inspiried by creative new ideas that others are doing.

Learn the latest research to stay ahead of trends.

Discover new opportunities where you can strengthen 
and grow your ministry.

Meet & learn from some of the top practitioners & 
experts in ministry development.

Hear from donors investing in Kingdom work & what 
they do & don’t like about ministry development.

(Follows 5-Minute Update)

Recorded shows are posted at 10AM (CST) on each scheduled day

demand performance and accountabil-
ity from the boards on which they serve. 
What behaviors are we willing to both 
expect and accept? Choose your board 
members carefully, and opt for a smaller 
board if you must.

You know that the stakes are high. The 
shifting landscape in American society 
has put us all under the microscope. Your 
board members must take accountability 
seriously, operate at a strategic level, and 
monitor the organization’s programs and 
outcomes. And they must do so while not 
forgetting to monitor themselves.

driviNg TOwArd CHANgE
If you want to guide your board 

through change, you’re going to need 
several people joining to take up the 
cause without the situation turning into 
a civil war. And, you need a board chair 
with spine, who takes his/her position 
seriously, and is willing to speak the truth 
in love to the board.

Don’t forget that the people who 
tend to relish change are those who 

are inflicting it on others. The word 
“change” is loaded, because it may imply 
a 180-degree course change. That will 
cause resistance. People are generally 
open to adjustments and course correc-
tions, though; after all, we’re a society of 
car drivers.

Most people are not governance ex-
perts, so frame their service in language 
they can understand and apply easily. 
You have to translate the dry and dusty 
governance into significance. Ultimately, 
that’s the true kingdom outcome: your 
board service has resonance into eternity 
— long after your state corporation laws 
have burned in the Eschaton.

Ministry leaders and boards should 
recommit to “redeem their time” (Ephe-
sians 5:16), and the quality of their 
stewardship. Don’t waste people’s time. 
Don’t meet unless you must. Make it 
count. The board should operate at the 
highest level of oversight and allow the 
executive to run the operations. The 
board should focus on such issues as, 
“What mission does this organization 

have? What measurables are appropri-
ate to that mission?”

The theme for the 2014 CLA confer-
ence is, “Kingdom Outcomes.” I’m excited 
about our board session in Dallas. We’ll 
have dynamic interaction as we probe the 
mysteries of your board. I’m serious about 
using those two days to start a chain reac-
tion that will lead to growth and greater 
impact. We’ll strategize the significant 
course corrections and vectors that are 
most likely to get you to your goal and pro-
duce kingdom outcomes indeed. 

From his base in Colorado Springs, dr. 

Sid weBB works with ministry leaders 

around the world to sharpen their impact. 

Contact him at sid@sharpenedfocus.com; 

(sharpenedfocus.com).

cla dallaS 2014: Strengthen 

your board, and improve ministry 

outcomes, by attending Dr. Sid Webb’s 10-

hour Christian Nonprofit Leadership Academy 

Course “Producing Catalytic Change in Your 

Board.” Register at (CLAConference.org).
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REFLEcTIONS By George Hood

“Now to him who is able to do immeasurably more than all we ask 
or imagine, according to his power that is at work within us, to him 
be glory in the church and in Christ Jesus throughout all generations, 
for ever and ever! Amen.” (Ephesians 3:20)

recently i waS ViSiting  with an elderly friend in his small,  
assisted living apartment. We had spent more than six years working 
together and couldn’t help but reflect on some of the memorable 
stories from our past. When there was a brief lull in our conversation 
he asked, “George, did you ever imagine that in becoming a Salvation 
Army officer you would have the opportunities to meet the people and 
experience the places you have throughout your career?” I quickly 
responded, “No. I never imagined anything close to it.”

I grew up in a small, incorporated village right outside of Ham-
ilton, Ohio. The town was officially known as New Miami, but folks 
back then and still today, fondly call it “The Village.”

In 1966, I left The Village for New York City to be trained as a 
Salvation Army officer. Through all of my high school days it was 
clear to me, I was going to become a broadcast journalist or perhaps 
even a play-by-play guy for the local television station. But God had 
other plans for me. He wanted me to become a Salvation Army officer. 
I was obedient to God’s call and this decision took me to places, and 
gave me opportunities, I never imagined I would have.

Late in 1999, leadership of The Salvation Army asked my wife 
and I to consider an assignment they felt I was uniquely qualified to 
fill. We were living in Southern California at that time and making 
a career transition was not something we were anxious to consider. 
But we were asked to take a new assignment in Washington, D.C., at 
the National Headquarters of The Salvation Army. When we heard 
those words my wife Donna, emphatically stated, “No. I will not go 
anywhere that takes us away from our family.”

The next morning as we were taking our usual Saturday 
morning beach walk, Donna said to me, “Tell them we 

will go. I have prayed about this and God has given 
me a clear direction. We must go.”

The responsibilities I soon assumed included 
specific roles as the media national spokesperson, 
the Army’s representative on Capitol Hill, the official 
liaison to the White House, and additional respon-
sibilities for all marketing communications across 

the country.
Less than one year into what became 13 years of 
mission fulfillment for me, we found ourselves 

embroiled in controversy from a negative 
front-page story that appeared in The 
Washington Post. Within three to four 
hours of its release I was overwhelmed 
with media calls that included live 
interviews with each of the major 

television networks and cable news channels, plus more 
than 30,000 e-mails from the general public. We were 
in crisis mode when Donna came to me and said, “This 
is why we are here. God gave me a vision that you were 
going to become a strong voice to the public in support 
of biblical values, while protecting the reputation of The 
Salvation Army.”

I have done hundreds of media interviews since 
then, dealing with the tragedies of 9/11 and Hurricane 
Katrina, and the public uproar caused by Target’s deci-
sion to remove all bell ringers from their stores. There 
were White House visits and Capitol Hill testimonies 
included in the mix. How I enjoyed working alongside 
the Dallas Cowboys with the annual Thanksgiving Day 
Kettle Kickoff halftime show. I remember my fears while 
making two appearances with Bill O’Reilly and a three-
hour evening with “Larry King Live” following Katrina. 
A media highlight for me was an interview with Dennis 
Miller that delved deeply into spiritual things.

A year ago this past January, I officially retired as a 
Salvation Army officer. A mandatory retirement policy 
has led me to new opportunities. I now serve ministry 
through the open doors of The Timothy Group, located 
in Grand Rapids, Michigan. As one of their consultants 
I continue to serve Christian organizations by facilitat-
ing strategic planning and by teaching communications 
strategies, media relations, donor development, and the 
ways and means of capital campaigns.

I wanted to be a broadcast journalist. God surely gave 
me what I wanted, but it came through a most unlikely 
path. My discovery has been that what we want to be as we 
are growing up is not as important as what we have become, 
made clear when we pause to reflect upon our past. 

maJor george hood is a consultant with The Timo-

thy Group (timothygroup.com). Prior to this role he served 

as the National Community Relations and Development 

Secretary for The Salvation Army across the U.S., work-

ing from national headquarters in Alexandria, Virginia. He 

is a member of the board of directors for the National 

Religious Broadcasters.

cla dallaS 2014: Want to strengthen 

your organization’s media outreach? Don’t 

miss Major George Hood’s 10-hour Christian Nonprofit 

Leadership Academy course “Hands-On Media Relations 

Training” at CLA Dallas 2014, April 14–16. Register at 

(CLAConference.org).

Just Imagine
looking back on God’s unique plan

A media highlight for me 
was an interview with 

Dennis Miller that delved 
deeply into spiritual things.
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A COMFORTABLE RETIREMENT
IS SOMETHING 

EVERYONE SHOULD SINK INTO.

REAL PLANNING, REAL SOLUTIONS. THAT’S OUR CALLING.

We hear it all the time. “We’re a ministry, not a business. We just don’t have the money to off er fi nancial 
benefi ts.” But the truth is, aff ordable fi nancial benefi ts are not out of reach.

MMBB Financial Services thoroughly understands the needs of faith-based organizations. And as benefi ts 
consultants, we will tailor an aff ordable plan so that everyone in your organization will enjoy retirement, disability and 
life insurance benefi ts that are sensible and secure.

To fi nd out more, visit us at MMBB.org/aff ordablebenefi ts. Or call 1-800-986-6222. We may just 
have some very good news for you and your employees.

“OUR EMPLOYEES
ABSOLUTELY DESERVE 
FINANCIAL BENEFITS.
I wish we could afford them.”

PLEASE VISIT US AT BOOTH 101 AT THE 2014 CLA CONFERENCE THIS APRIL
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Emerging Trends By Shari Goetsch

“i ’Ve tried a dozen timeS,”  one CEO told me, as he 
struggled to increase the pace of innovation at his company. If you’re 
like him, shifting demographics and the Information Age foster a 
change-laden atmosphere, while your organization remains static.

CULTUrE MATTErS
Most of our organizational adjustments are simply strategic. We 

see impact growing or diminishing and respond by adjusting strate-
gies. But by contrast, innovations that would change whole ministry 
models run up against a major obstacle — organizational culture. As 
Peter Drucker put it, “Culture eats strategy for breakfast.”

So, what is culture? Something happens when you ask a bunch 
of people to work together. We create unspoken social norms, and a 
shared language — a culture. It’s the unique norms that surround the 
“us” that social anthropologists study for a living, and we must assess 
that collective “way we do things around here” in order to innovate.

Our cultural norms are formed at deep-seated, subconscious levels 
that can be hard to understand without an anthropologist in the room. 
So ask yourself: What are the silent norms at your ministry? Which 
norms limit innovation? In the next month, how much of your time 
will be given to strategic execution compared to time given to your 
organization’s culture?

dO yOU HAvE AN iNNOvATiON CULTUrE? 
Most ministries experiment in some way or another. But are 

they experimenting with new models or simply optimizing the old 
model of ministry? Here are questions to evaluate your organiza-
tion’s innovation culture:

1.  Are people able to challenge the way things work? If they try 
and fail, is that acceptable or is it viewed as proof that the old 
way works better?

2.  Are you rethinking and regularly testing new funding and 
ministry models?

3.  When you implement change, do you modify structures to sup-
port those changes?

4.  Are people’s tasks aligned with new, clear innovation 
objectives?

fivE wAyS TO CATALyzE AN iNNOvATiON CULTUrE 
Creating an innovative culture is a soft change that 

can’t be mandated from the top-down. In an innovative 
culture, change is implemented at the grassroots level. 
People regularly experiment and tinker with new models 
and ways of doing things. But, here are five ways to create 
an environment ready for innovation:

1. Be clear about your innovation objectives. Is every-
one in your organization clear about the specific new 
programs or ministry models you’re trying to intro-
duce, and how you’ll go about it? Or are you missing 
an innovation strategy?

2.  Emphasize outcomes over ideas. Don’t place people 
with ideas on pedestals. Value execution over ideas. 
Studies show that ideas don’t belong to any one of 
us anyway. Unfortunately at most organizations, 
people gain social recognition based on their ideas.

  The “my idea” culture leads to dangerous 
consequences:

    •  People don’t feel there’s as much credit for imple-
menting someone else’s idea, so they silently resist 
participation.

    •  Execution takes a secondary or tertiary role to the 
idea. At such organizations, there are hundreds 
of ideas that never go anywhere.

3.  Diversify your organization and your leader-
ship team. It’s next-to-impossible to innovate if 
your organization doesn’t reflect a wide variety of 
perspectives. If everyone looks the same, talks the 
same, and thinks the same, then expect ideas and 
practices to be the same. Consciously recruit and 
elevate people with widely different backgrounds, 
experiences, and perspectives.

4.  Create incentives and rewards for experimenting. 
As a leader, sometimes your recognition is the most 
significant incentive. You can choose the stories that 
get retold. Look for stories of people experimenting 
and tell the story again and again so people know 
what they are to emulate. Publicly tell the tales of 
wonderful failures and sincerely praise the people 
who tried them.

5.  Make sure scorecards track innovation. Every time 
you meet with the board, are they (kindly) pinning 
you to the wall to know about ministry innovations? 
Or are they only asking about growth surrounding 
your existing approach? Here are a few great inno-
vation objectives for your scorecard:

 •  How many new approaches were prototyped and 
tested in the last year?

 •  How many new approaches have we rolled out in 
the last three years?

  These are also great metrics for you and for your 
direct reports.

You can create an innovation culture. Just be sure 
that you, and your team, are always asking “what’s 
next” and are willing to make the culture changes 
that entails. 

Shari goetSch is the chief innovation officer for Master-
works (Masterworks.com). She’s developed new programs 
for over 10 of the largest charities in the United States.

cla dallaS 2014: Don’t miss the conference 
workshop entitled “Culture Matters: Driving 

Innovation, Growth & Impact,” led by Shari Goetsch, 
along with Lee Wilhite, executive vice president, 
Masterworks, and Chris Ihrig, chairman and CEO, FiredUp. 
(CLAConference.org)

Embracing 
Innovation
Change your ministry’s culture
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ARE YOU LEADING YOUR  
FAMILY LIKE JESUS?  
Parenting is a daily challenge filled with failures  
and victories, but following the example of Jesus 
provides strength, direction, and grace. Brought  
to you by Lead Like Jesus and Focus on the Family,  
Lead Your Family Like Jesus gives you powerful 
parenting principles from the Creator of families. 
Purchase yours today at TheLeadLikeJesusStore.com

Leadership 
Starts at Home

CONNECT WITH US
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INTERIOR REMODEL By Mark Dillon

it waS my initial interView  with the relatively new 
CEO of a highly respected nonprofit organization. The discussion 
was going well. Then he asked the question: “What’s your perspec-
tive on the president’s role in fundraising?”

I thought about the “politic” answer, but, throwing caution to 
the wind, I told him the truth: “You are the chief fundraising officer 
of this organization.” He recoiled just a bit and said, “What do you 
mean? The search committee told me I don’t have to worry much 
about fundraising; that’s what the advancement department is for!”

I have served, now, four nonprofit CEOs — each one unique in 
their giftedness and approach to the fundraising task. All have been 
brilliant and committed to the mission of the organization. Each 
has been given the weight of responsibility to ensure, within their 
power and with God’s help, that the organization is left in a better 
place than when they assumed responsibility.

But the simple truth is this: while the great CEO must delegate 
well, there are a few things that should not be delegated. One is 
ultimate responsibility for the development performance of the orga-
nization. So, how can a conscientious CEO lead the organization to 
its fundraising potential?

kNOw yOUrSELf
Make an honest self-assessment. Is it your gift developing relation-

ships with key constituents? Are you comfortable with the “ask,” or 
would you rather someone else do that? Are you a good vision-caster? 
(Probably, or you wouldn’t be a CEO.) What do you have a heart for? 
What is the last thing you want to do in development work?

No CEO can be exceptional at everything. That is why you 
must assemble the right people in your development team to 
counterbalance your development gifts. Good at relationships, 
but bad at organizing key “touches?” That’s ok, if you enlist team 
members to organize key contacts in the course of your schedule. 
If you struggle with “calling the question” be intentional about 
transferring your credibility to the appropriate person on your 
development team who can winsomely ask for the gift. If you are 
realistic about what you can do and shore up the things you can’t 
(or won’t) do, you can lead and succeed in your development 
effort, regardless of your skill set.

HirE wELL
You are responsible for the effectiveness of your team. Do the 

gifts of your senior development team compliment yours? If not, 
stewardship requires that you recruit the giftedness you need to 
succeed in the fundraising task. Only you can make the tough per-
sonnel calls that can put your organization in a position to succeed 
in resourcing your mission.

SET THE TONE
While you can’t (and shouldn’t) be involved in the 

development “grunt-work,” you can set a tone that leads 
your development team. Do you exude confidence in 
your mission, your strategy, and your team? Do you read-
ily celebrate successes with your development team? A 
quick note of congratulations or a surprise “thank you” 
can empower your team.

givE CrEdiT AwAy
One of the most powerful ways to lead and energize 

givers is to give away credit for gifts. Give credit first 
to God, whose redemptive work in the giver made the 
gift possible. Thank the giver, who has listened to God’s 
Spirit and invested in Christ’s kingdom. It will mean the 
world to them. Thank the gatherer. Great fundraising 
takes organization, courage, and tenacity. Often, God 
uses the fundraiser to call God’s people to stewardship 
obedience. When you give credit away, it comes back to 
you in amazing ways.

dO yOUr PArT
Having established your giftedness and your short-

comings in fundraising, do what you do well willingly and 
often for your development team. Lead the development 
effort while letting them do the work you have hired 
them to do. If you’re not sure what your part should be, 
ask your development team. I bet they can easily tell 
you the best way to contribute to fundraising success.

givE THE rEST TO gOd
Most of us expect our leader to excel in everything! 

That’s not realistic even for the most gifted. Ask God to 
show you how to shore up any weaknesses. His Spirit 
can guide you to people (board members, volunteers, or 
staff ) who can help you accomplish much more than any 
one person could. That will increase your effectiveness 
as the chief fundraising officer of your organization! 

r. marK dillon, Ph.d., is executive vice president of 

mission advancement at American Bible Society, New York 

City. He formerly served as vice president for advancement at 

Wheaton College. Mark is the author of Giving and Getting in 

the Kingdom: a Field Guide (Moody Publishers, 2012). He is 

a conference speaker and has coun-

seled broadly on resource develop-

ment and leadership issues.

cla dallas 2014: 

Go deeper. Don’t 

miss R. Mark Dillon’s conference 

workshop: “Accelerating Your 

Organization’s Development 

Performance.” April 14–16, 

2014 (CLAConference.org)

cEOs and 
Fundraising
Yes, it is your job!
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h
higher education haS come Slowly to true 

outcomeS aSSeSSment.  Christian higher education has been 
no exception. We have made plans for years — even plans that we 
called “strategic.” We have certainly done “evaluation” of students. We 
have regularly evaluated each other through the peer accreditation 
process. But in all of this, we have focused more often on “inputs” 
rather than “outcomes.” And we have not, in a disciplined way, allowed 
the process to fundamentally change how we do things.

That is, until recently. The public outcry about rising student 
debt, low college completion rates, and escalating costs; alternative 
delivery methods for higher education; and increasing government 
involvement in higher education has certainly captured the attention 
of educators — hopefully before it is too late.

The reluctance of higher education to develop meaningful assess-
ment processes that result in ongoing alignment of resources to mis-
sion and ongoing improvement in mission effectiveness has been 
more than “ivory tower” oblivion or self-declared exceptionalism. 
(Though there has certainly been some of that!) Educators in general, 
and Christian educators in particular, have resisted a process that 
they view as reductionistic and inherently incapable of measuring 
the core values of the enterprise — personal maturity, spiritual and 
moral transformation, commitment to lifelong learning, and long-
term community and global impact.

Much of that worry is justified. It is easier to measure outcomes 
that are quantifiable and short-term than outcomes that relate to 
quality of life and service to others over the course of a lifetime. 
Much of the deep work of higher education does not fit the categories 
that measure “efficiency” and “productivity” as those categories are 
usually understood.

Nevertheless, the economic challenges of the past five years, demo-
graphic and technological changes, and the threat that others (the 
federal government, private foundations) will step in and do for us 
what we have not adequately done for ourselves, has forced higher 
education to do what we ought to have been doing for years — to 
struggle with how to meaningfully assess the true and deep work 
of higher education.

As Christian educators, we must take this work of assessment and 
accountability even more seriously. It is (without trying to sound overly 
dramatic) a matter of life and death. In this very moment, when the 
world and the church needs thoughtful Christian leaders more than 
ever, Christian colleges and universities are increasingly less under-
stood and valued by the church, and increasingly more under threat 
by the political and legal realities of federal and state governments.

So how are we, at Houghton College, stewarding this kingdom 
responsibility of accountability and assessment?

We certainly owe it to the Christian community to make the 
case for Christian higher education in the face of Christian causes 
that seem so much more urgent (e.g. evangelism, hunger, extreme 

poverty). And we also owe it to the Christian commu-
nity, since the burden for Christian higher education 
may well fall increasingly on the church, should federal 
and state employment requirements and student loan 
requirements threaten the viability of Christian colleges 
and universities.

In the past two years, we have developed an insti-
tutional strategic map that identifies our key mission, 
vision, and objectives. This is different from previous 
strategic efforts in five fundamental respects:

1.   It is linked to a “balanced score card” that connects 
our objectives to performance measures that are 
regularly monitored by president’s staff.

2.  The institutional objectives are tied to specific 
implementation plans in each administrative area 
of the college.

3.  The “balanced score card” ensures that the plan 
is dynamic and allows for ongoing alignment of 
resources in order to achieve the most important 
mission objectives.

4.  The plan focuses ongoing discussion and ensures 
transparency among all sectors of institutional gov-
ernance: our sponsoring denomination, the Board 
of Trustees, the administration, and the faculty.

5.  The plan addresses both those aspects of the col-
lege’s operation that are more easily quantifiable 
(e.g. admissions conversion rates from enquiries to 
applications) and those that are less so (e.g. com-
pelling curriculum; faculty and staff development 
for mission).

This new approach has already focused and strength-
ened the teamwork of our president’s staff. It has shaped 
the agendas of our trustee and faculty meetings. The true 
test is its ability to ensure simultaneously both clarity of 
mission and economic sustainability for the long haul. 
For the sake of the kingdom, we are committed to pass-
ing this test!  

dr. Shirley a. mullen is in her seventh year as 

president of Houghton College, Houghton, New York. She 

came to Houghton after 18 years as professor of history 

and five years as chief academic 

officer at Westmont College. Mullen 

serves on boards including Fuller 

Theological Seminary, Commission 

on Independent Colleges and 

Universities, and the National 

Association of Evangelicals.

cla dallaS 2014: Dr. Shir-

ley A. Mullen will be a keynote 

speaker at CLA’s national conference, 

April 14–16. Register to attend at 

(CLAConference.org).

By Shirley MullenEMPOWERINg PEOPLE

Passing the Test
Outcomes assessment and Christian
higher education
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The conversation revolved around the alumni work 
when they return home as a possibility for measurement. 
One of my colleagues explained, “When they get home, 
they train 100 others in evangelism within two years, as 
well as share the gospel with others.”

My question may have come off as a bit brusque to 
those around the table, but I simply had to ask, “Do they 
really train 100 others, or is this just the story we are 
telling ourselves? And, how many people have professed 
faith in Christ as a result of their evangelistic work?”

Many alumni reported stories about the numbers 
trained and testified to conversions. Strong anecdotal 
data, to be sure, but no actual statistical data across the 
entire population of the leaders trained.

To substantiate the reports, we needed a research 
model that would provide a consistent, over-time mea-
surement of training impact. Designing a research model 
requires a specific skill set, which we simply did not have 
within our organization. We were blessed to find Dr. Paul 
Penley of Excellence In Giving to design, pilot, and imple-
ment measures to assess how we were doing.

Twenty-two months into the outcome measure-
ment process, the data generated has provided invalu-
able feedback to improve the effectiveness of our training 
processes. The bottom line: outcome measurement can 
lead to important organizational capacity building, sig-
nificantly increasing program and process effectiveness.

Finally, a major benefit of measuring outcomes is 
simply the conversation among the executives of the orga-
nization, leading to envisioning new, strategic possibilities. 
Opportunities abound that we simply may not see when 
we are in the day-to-day routine of the work that we do. 
The data provides information sparking “what if” thinking 
that results in seizing opportunities to expand the work 
we are doing, while improving the outcomes achieved.

By the way, the alumni were:
• Training at least 100 others
• Presenting the gospel to many
•  Leading people to accept Jesus as their Savior 

and Lord
•  Raising funds to support evangelism in their 

nations — in fact, 1,277 alumni raised $35,000,000 
in the last two years!

Now we know!  

dr. BeV uPton is the managing director/COO of Haggai 
Institute. Bev holds a doctorate in organizational and human 
resource development from Vanderbilt University. Prior to 
coming to Haggai Institute, she had her own consulting 
firm with more than 25 years of experience partnering with 
leaders, teams, and organizations to increase their effective-
ness in achieving business results.

cla dallaS 2014: Don’t miss the information-
packed full-day ITI seminar by Dr. Bev Upton and 

Dr. Paul Penley, entitled “How to Measure Ministry Out-
comes.” Dr. Upton will also speak at the CLA Conference 
“CEO Forum.” To register visit (CLAConference.org).

i
RAISINg ThE BAR

Now We Know!
How effective is your ministry?

iF you were aSKed why  your organization exists, what 
would you answer?

As a Christian ministry, your answer would likely point to meet-
ing spiritual needs and addressing human needs — demonstrating 
and declaring the love of Jesus in word and deed to advance the 
kingdom of God.

Certainly, you would detail the important, “good works” your 
organization accomplishes.

Now, just imagine it is a potential donor who asks you that 
question. And the follow-up question is this: “How effective is your 
ministry? Are you succeeding?”

As the leader responsible for the results of the organization, 
can you provide the definitive information that will assure the 
donor that if he/she invests funds in your ministry, the outcomes 
achieved will make a positive impact for the kingdom?

The first reason for measuring organizational outcomes is for 
our donors. Are they not are our shareholders? How can we do the 
important kingdom work without their support? 

Increasingly, they are asking for outcome-based measures prov-
ing that the organization is accomplishing its mission. In the Burk 
Donor Survey for 2013 (formerly known as the Cygnus Donor Survey), 
one important change in the way that donors determine their giving 
relates to favoring not-for-profits that provide measurable results.

According to the Burk Donor Survey: “Measureable results are, 
simply, the evidence that donors need in order to be confident that 
their contributions are accomplishing something worthwhile. When 
transmitted to donors, this is the information that inspires them to 
give again and influences some to give more generously. More than 
anything else, the provision of measureable results before asking 
donors to give again, increases fundraising profit.”

The second reason for measuring ministry outcomes is for the 
benefit of the organization in continuously improving the effective-
ness of the work and the results.

Six years ago at Haggai Institute, we started discussing 
outcome-based evaluation and how we might initiate 

measuring our results.
We train qualified Christian leaders from develop-

ing countries in evangelism for the purpose of reach-
ing the world with the gospel of Jesus Christ. Each 
one commits to training at least 100 others to do 
the same. Now in our 45th year of ministry, over 
92,000 alumni are evangelizing in 186 countries.

As I had just accepted the position of COO 
for the Institute, I was still learning about the 

process of training and the expectations for 
the leaders when they returned to their 
own nations. I had many questions, and 
the dialogue about what we would measure 
was insightful!

By Bev Upton
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eeach oF theSe BooKS  was au-
thored by a speaker or faculty member 
who will present at CLA Dallas 2014, April 
14–16. Our onsite conference bookstore 
will feature books by CLA keynotes and 
faculty, along with opportunities to meet 
the authors.

The ChoiCe: The Christ-Centered 
Pursuit of Kingdom outcomes
by gary g. Hoag, r. Scott rodin 
and wesley k. willmer
(ECfAPress, 2014)
The Choice will be featured at CLA’s “King-
dom Outcomes” conference. ECFA’s Dan 
Busby says: “The Choice addresses a criti-
cal yet unexamined presupposition related 
to ministry today — defining success. Hoag, 
Rodin and Willmer identify the current situ-
ation, suggest how we got here, and outline 
practical, formational insights for life and 
leadership. The principles embedded in 
this book provide a Christ-centered path for 
pursuing kingdom outcomes.” 

MulTiPly: Disciples Making Disciples
by francis Chan with Mark beuving
(david C Cook, 2012)
In Multiply: Disciples Making Disciples, Fran-
cis Chan and Mark Beuving show you how 
the joy of living your life with Christ in front 
of others can be restored. You’ll discover the 
confidence and encouragement you need to 
step out in faith and make disciples out of the 
people that God has placed in your life. 

unfinisheD:  filling the hole in our Gospel
by richard Stearns
(Thomas Nelson, 2013)
If you’ve ever wondered where you fit in 
the bigger story that God is writing, you’re 
not alone. Unfinished, a book by World Vi-
sion president Rich Stearns, invites you on 
a thought-provoking journey to rediscover 
your calling to live out the whole gospel — 
and find the meaning, purpose, and signifi-
cance for which you have longed.

uPenDeD: how following Jesus 
Remakes your Words & World
by jedd Medefind & Erik Lokkesmoe
(Passio, 2012)
Upended invites followers of Jesus to ap-
prentice to Jesus — particularly in the 
choices that shape our lives more than any 
other: how we communicate and connect. 
Join this exhilarating exploration of the often 
overlooked, often over-simplified character 
of Jesus and his unparalleled way as a com-
municator. Study, learn, echo, and embrace 
the ways of the Master. 

leaDeRshiP in blue Jeans
by Tom Atema
(believers Press, 2010)
In this down to earth leadership book, Tom 
Atema shares perspective gained from 
working with four main mentors in his life: 
his father, Jack Wyrtzen, Billy Graham, and 
John C. Maxwell. Atema shares the core 
leadership lessons that each of these men 
has taught him, in hopes of encouraging you 
in your own leadership journey. 

MaKinG Waves: being an influence 
for Jesus in everyday life
by doug Nuenke
(NavPress, 2011)
Escape from this uncertainty and discover 
your divinely directed destiny. As followers 
of Christ, we have a deep need to know our 
God-designed purpose and live it out. Doug 
Nuenke, U.S. president of The Navigators, 
writes that our purpose as believers is to be 
recipients and conduits of God’s grace and 
transforming work in our lives.

unleashinG The PoWeR  
of RubbeR banDs:
lessons in non-linear leadership
by Nancy Ortberg
(Tyndale House, 2008)
This engaging and insightful book ex-
amines the qualities, attributes and non-
tangibles that transform ordinary leaders 

into extraordinary ones. Ortberg’s unique, 
unorthodox, and wonderfully imaginative 
approach to vision casting, managing ten-
sions, nurturing conflict, and motivating 
those above, around, and below you will 
stretch and inspire even the most sea-
soned leaders.

hoW To builD KinGDoM-MinDeD 
oRGanizaTions
by Mark A. griffin
(Mark A. griffin, 2012)
In this book author, speaker, and accom-
plished HR consultant Mark A. Griffin gives 
Christian leaders encouragement in build-
ing values-led organizations during these 
difficult economic times. He brings a wealth 
of insight to this book from more than 20 
years of HR experience at both Fortune 500 
(Kodak, Quaker Oats, and Merck) and small 
and mid-sized companies.

The QuesTion ThaT neveR  
Goes aWay: Why?
by Philip yancey
(zondervan, 2014)
Where is God? Whether it’s a tsunami in 
Japan, a siege in Bosnia, a gunman attack-
ing school children in Connecticut, or the 
Boston Marathon bombers, Philip Yancey’s 
question from Where Is God When It Hurts 
never loses relevancy. In The Question That 
Never Goes Away he again leads us to find 
faith when it is most severely tested.

asK foR a fish: bold,  
faith-based fundraising
by ron Haas
(ron Haas, 2013)
Fundraising is sometimes described as “fish-
ing” for donors, but the fishing metaphor is 
misleading. Instead of fishing, a better anal-
ogy for fundraising can be seen in Jesus’ 
lesson about prayer in Luke 11:9–13. In this 
book veteran development professional 
Haas shares insights on a better way of fund-
raising that reflects the values of Jesus.

SOuRcES&RESOuRcES
Interview of author Phil Cooke
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Great insights on the pursuit of kingdom outcomes
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AccOuNTINg SERvIcES
PLATINUM MEMBER
CAPiN CrOUSE LLP
Certified Public Accountants Providing 
Professional Services and
Strategic Solutions Since 1972.
bhaller@capincrouse.com
www.capincrouse.com

Atlanta, georgia
Gregg Capin, Partner
Greg Griffin, Partner
Stan Reiff, Partner
Phone: (678) 518-5301

Brea, california
Vonna Laue, Partner
Rob Faulk, Partner
Phone: (714) 961-9300

colorado springs, colorado 
Tim Sims, Partner
Phone: (719) 528-6225

columbia, south carolina
Dan Campbell, Partner
Phone: (803) 458-2169

dallas, texas
Gregg Capin, Partner
Phone: (817) 328-6510

denver, colorado
Dan Lindsey, Partner
Phone: (720) 283-7326

greenwood, indiana
Nick Wallace, Partner
Mark Yoder, Partner
Nathan Salsbery, Partner
John Butler, Tax Counsel
Phone: (317) 885-2620

new York, new York
Bill Haller, Managing Partner 
James Oberle, Partner
Rob Taylor, Partner
Phone: (212) 653-0681

orlando, Florida 
Dave Moja, Tax Partner
Phone: (407) 883-4671

Wheaton, illinois
Sheree Brugmann, Partner
Doug McVey, Partner
Phone: (630) 682-9797

ASSOcIATION
PLATINUM MEMBER
AMEriCAN bibLE SOCiETy
Sharing God’s Word with the World
Janet Grell
New York, NY
Phone: (212) 408-1200
jgrell@americanbible.org
www.americanbible.org

ASSOCiATiON Of CHriSTiAN SCHOOLS 
iNTErNATiONAL
Tom J. Cathey, Director - Legal /  
Legislative Issues
Colorado Springs, CO
Phone: (719) 528-6906
Tom_Cathey@acsi.org 
www.acsi.org

CHriSTiAN HErALd ASSOCiATiON, iNC.
Edward Morgan, President/CEO
New York, NY
Phone: (212) 684-2800
 emorgan@bowery.org
www.bowery.org

UPwArd UNLiMiTEd
Terry Smith, Senior Vice President
Spartanburg, SC
Phone: (864) 949-5700
tsmith@upward.org
www.upward.org

BROADcAST / MEDIA

PLATINUM MEMBER
CriSTA MiNiSTriES
Loving God by Serving People
Robert J. Lonac, President/CEO
Seattle, WA
Phone: (206) 546-7200
rlonac@crista.net 
www.crista.org

bACk TO gOd MiNiSTriES iNTErNATiONAL
Jack Strong, Director of Advancement
Palos Heights, IL
Phone:  (708) 385-4016
jstrong@backtogod.net
www.backtogod.net

cAMP /   
cONFERENcE cENTER
PLATINUM MEMBER
CriSTA MiNiSTriES
Loving God by Serving People
Robert J. Lonac, President/CEO
Seattle, WA
Phone: (206) 546-7200
rlonac@crista.net 
www.crista.org

LifEwAy ridgECrEST CONfErENCE CENTEr
Premier Christian conference center
Melissa Inman, Director of Sales & 
Marketing
Ridgecrest, NC 
Phone: (828) 669-3591
melissa.inman@lifeway.com
www.ridgecrestconferencecenter.org. 

HUME LAkE CHriSTiAN CAMPS iNC.
Stan White, Vice President
Hume Lake, CA
Phone: (559) 305-7770
swhite@humelake.org
www.humelake.org

PiNE COvE CHriSTiAN CAMPS
Mario Zandstra, President & CEO
Tyler, TX
Phone: (903) 561-0231
mzandstra@pinecove.com 
www.pinecove.com

chILD & SENIOR cARE 
SERvIcES
PLATINUM MEMBER
CriSTA MiNiSTriES
Loving God by Serving People
Robert J. Lonac, President/CEO
Seattle, WA
Phone: (206) 546-7200
rlonac@crista.net 
www.crista.org

jiLL’S HOUSE
Cameron Doolittle, President & CEO
McLean, VA
Phone: (703) 639-5660
cameron.doolittle@jillshouse.org
www.jillshouse.org

chRISTIAN SchOOL (K-12)

PLATINUM MEMBER
CriSTA MiNiSTriES
Loving God by Serving People
Robert J. Lonac, President/CEO
Seattle, WA
Phone: (206) 546-7200
rlonac@crista.net 
www.crista.org

chuRch
CALvAry CHAPEL Of fOrT LAUdErdALE
Mike Schieffer, Executive Administrator 
Fort Lauderdale, FL
Phone: (954) 977-9673
mikes@calvaryftl.org 
www.calvaryftl.org

HrOCk CHUrCH
Angela DeForrest, CFO
Pasadena, CA
Phone: (626) 794-1199
adeforrest@hrockchurch.com
www.hrockchurch.com

iNTErNATiONAL CHUrCH    
Of fOUrSQUArE gOSPEL
Ron Thigpenn, CFO
Los Angeles, CA
Phone: (213) 989-4431
rthigpenn@foursquare.org
www.foursquare.org

chuRch FINANcINg
PLATINUM MEMBER
EvANgELiCAL CHriSTiAN CrEdiT UNiON
Ministry Minded Banking for Churches, 
Ministries and Schools
Jeff Tanner, Vice President, Strategic 
Services
Brea, CA
Phone: (714) 671-5700 x 1735
jeff.tanner@eccu.org
www.eccu.org

AMEriCA’S CHriSTiAN CrEdiT UNiON
Your Mission is our Business
Mendell Thompson, President & CEO
Glendora, CA
Phone: (800) 343-6328
mthompson@americasccu.com
www.americaschristiancu.com

cOLLEgE / uNIvERSITy / 
SEMINARy
PLATINUM MEMBER
AzUSA PACifiC UNivErSiTy
John Reynolds, Executive Vice President
Azusa, CA
Phone: (626) 815-3887
jreynolds@apu.edu
www.apu.edu

MOOdy bibLE iNSTiTUTE
Paul Nyquist, President
Chicago, IL
Phone:  (312)329-4000
paul.nyquist@moody.edu
www.moody.edu

cOMMuNIcATIONS
PLATINUM MEMBERs
dOUgLAS SHAw & ASSOCiATES
Specializing in Donor-Focused 
Communications
Michael Johnson, VP, Sales & Marketing
Naperville, IL
Phone: (630) 562-1321
mjohnson@douglasshaw.com 
www.douglasshaw.com

dUNHAM+COMPANy
Empowering ministry effectiveness 
through strategic multi-channel 
marketing+fundraising 
Joy Evans, Strategic Relationship Manager
Plano, TX
Phone:  (469) 454-0061
joy@dunhamandcompany.com
www.dunhamandcompany.com

PUrSUANT kMA
A Full Service Fundraising Agency
Curt Swindoll, Executive Vice President
Dallas, TX
Phone: (214) 866-7700
curt.swindoll@pursuant.com
www.pursuant.com/kma

cOMPuTER /  
TEchNOLOgy SERvIcES 
PLATINUM MEMBER
THE A grOUP
Marketing & Technology   
that Powers Ministry
Shannon Litton, President
Brentwood, TN
Phone: (866) 258-4800
slitton@agroup.com
www.agroup.com

cONFERENcE cENTERS / 
MEETINg FAcILITIES
LifEwAy ridgECrEST CONfErENCE CENTEr
Premier Christian Conference Center
Melissa Inman, Director of Sales & 
Marketing
Ridgecrest, NC
Phone: (828) 669-3596
melissa.inman@lifeway.com
www.ridgecrestconferencecenter.org

cONSuLTINg SERvIcES
PLATINUM MEMBERs
bEST CHriSTiAN wOrkPLACES iNSTiTUTE
Creating Cultures of Excellence
Alfred Lopus, President
Mercer Island, WA
Phone: (206) 230-8111
alopus@bcwinstitute.org
www.bcwinstitute.org

CAPiN CrOUSE LLP
Certified Public Accountants Providing 
Professional Services and Strategic 
Solutions Since 1972
James S. Oberle, CGMA
Greenwood, IN
Phone: (317) 885-2620
joberle@capincrouse.com
www.capincrouse.com

dOUgLAS SHAw & ASSOCiATES
Specializing in Donor-Focused 
Communications
Michael Johnson, VP, Sales & Marketing
Naperville, IL
Phone: (630) 562-1321
mjohnson@douglasshaw.com 
www.douglasshaw.com

dUNHAM + COMPANy
Empowering ministry effectiveness 
through strategic multi-channel 
marketing+fundraising 
Joy Evans, Strategic Relationship Manager
Plano, TX
Phone:  (469) 454-0061
joy@dunhamandcompany.com
www.dunhamandcompany.com 

THE A grOUP
Marketing & Technology  
that Powers Ministry
Shannon Litton, President
Brentwood, TN
Phone: (866) 258-4800
slitton@agroup.com
www.agroup.com

dESigN grOUP iNTErNATiONAL, iNC.
Organizational Develop. & Capacity Building
Mark L. Vincent, CEO/Senior Design Partner
Kohler, WI
Phone:  (877) 771-3330
marklv@designgroupintl.com
www.designgroupintl.com

jOHN PEArSON ASSOCiATES, iNC.
Vision Implementation with Detailed 
Execution
John Pearson, President
San Clemente, CA
Phone: (949) 500-0334
john@johnpearsonassociates.com
www.JohnPearsonAssociates.com

MiSSiON iNCrEASE fOUNdATiON
We Help Ministries Grow
Dan Davis, President
Tigard, OR
Phone: (503) 639-7364
ddavis@missionincrease.org
www.missionincrease.org

cONTINuINg EDucATION

PLATINUM MEMBER
AzUSA PACifiC UNivErSiTy
John Reynolds, Executive Vice President
Azusa, CA
Phone: (626) 815-3887
jreynolds@apu.edu
www.apu.edu
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cOLLEgE / uNIvERSITy / 
SEMINARy
PLATINUM MEMBER
AzUSA PACifiC UNivErSiTy
John Reynolds, Executive Vice President
Azusa, CA
Phone: (626) 815-3887
jreynolds@apu.edu
www.apu.edu

MOOdy bibLE iNSTiTUTE
Paul Nyquist, President
Chicago, IL
Phone:  (312)329-4000
paul.nyquist@moody.edu
www.moody.edu

cOMMuNIcATIONS
PLATINUM MEMBERs
dOUgLAS SHAw & ASSOCiATES
Specializing in Donor-Focused 
Communications
Michael Johnson, VP, Sales & Marketing
Naperville, IL
Phone: (630) 562-1321
mjohnson@douglasshaw.com 
www.douglasshaw.com

dUNHAM+COMPANy
Empowering ministry effectiveness 
through strategic multi-channel 
marketing+fundraising 
Joy Evans, Strategic Relationship Manager
Plano, TX
Phone:  (469) 454-0061
joy@dunhamandcompany.com
www.dunhamandcompany.com

PUrSUANT kMA
A Full Service Fundraising Agency
Curt Swindoll, Executive Vice President
Dallas, TX
Phone: (214) 866-7700
curt.swindoll@pursuant.com
www.pursuant.com/kma

cOMPuTER /  
TEchNOLOgy SERvIcES 
PLATINUM MEMBER
THE A grOUP
Marketing & Technology   
that Powers Ministry
Shannon Litton, President
Brentwood, TN
Phone: (866) 258-4800
slitton@agroup.com
www.agroup.com

cONFERENcE cENTERS / 
MEETINg FAcILITIES
LifEwAy ridgECrEST CONfErENCE CENTEr
Premier Christian Conference Center
Melissa Inman, Director of Sales & 
Marketing
Ridgecrest, NC
Phone: (828) 669-3596
melissa.inman@lifeway.com
www.ridgecrestconferencecenter.org

cONSuLTINg SERvIcES
PLATINUM MEMBERs
bEST CHriSTiAN wOrkPLACES iNSTiTUTE
Creating Cultures of Excellence
Alfred Lopus, President
Mercer Island, WA
Phone: (206) 230-8111
alopus@bcwinstitute.org
www.bcwinstitute.org

CAPiN CrOUSE LLP
Certified Public Accountants Providing 
Professional Services and Strategic 
Solutions Since 1972
James S. Oberle, CGMA
Greenwood, IN
Phone: (317) 885-2620
joberle@capincrouse.com
www.capincrouse.com

dOUgLAS SHAw & ASSOCiATES
Specializing in Donor-Focused 
Communications
Michael Johnson, VP, Sales & Marketing
Naperville, IL
Phone: (630) 562-1321
mjohnson@douglasshaw.com 
www.douglasshaw.com

dUNHAM + COMPANy
Empowering ministry effectiveness 
through strategic multi-channel 
marketing+fundraising 
Joy Evans, Strategic Relationship Manager
Plano, TX
Phone:  (469) 454-0061
joy@dunhamandcompany.com
www.dunhamandcompany.com 

THE A grOUP
Marketing & Technology  
that Powers Ministry
Shannon Litton, President
Brentwood, TN
Phone: (866) 258-4800
slitton@agroup.com
www.agroup.com

dESigN grOUP iNTErNATiONAL, iNC.
Organizational Develop. & Capacity Building
Mark L. Vincent, CEO/Senior Design Partner
Kohler, WI
Phone:  (877) 771-3330
marklv@designgroupintl.com
www.designgroupintl.com

jOHN PEArSON ASSOCiATES, iNC.
Vision Implementation with Detailed 
Execution
John Pearson, President
San Clemente, CA
Phone: (949) 500-0334
john@johnpearsonassociates.com
www.JohnPearsonAssociates.com

MiSSiON iNCrEASE fOUNdATiON
We Help Ministries Grow
Dan Davis, President
Tigard, OR
Phone: (503) 639-7364
ddavis@missionincrease.org
www.missionincrease.org

cONTINuINg EDucATION

PLATINUM MEMBER
AzUSA PACifiC UNivErSiTy
John Reynolds, Executive Vice President
Azusa, CA
Phone: (626) 815-3887
jreynolds@apu.edu
www.apu.edu

MOOdy bibLE iNSTiTUTE
Paul Nyquist, President
Chicago, IL
Phone:  (312)329-4000
paul.nyquist@moody.edu
www.moody.edu

cOuNSELINg / guIDANcE
bETHANy CHriSTiAN SErviCES
Called to Care. Committed to Children
William Blacquiere, CEO/President
Grand Rapids, MI
Phone: (616) 224-7489
billb@bethany.org
www.bethany.org

cREDIT cARD /   
PAyMENT SySTEMS

PLATINUM MEMBER
MiNiSTryLiNQ
Maximizing Stewardship with  
Electronic Processing
David Henke 
Spokane, WA
Phone: (509) 789-2274
info@cashlinq.com
www.ministrylinq.com 

DENOMINATION 
CHUrCH Of gOd Of PrOPHECy
Paul Holt
Cleveland, TN
Phone: (423) 559-5100
pholt@cogop.org
www.cogop.org

DEvELOPMENT / 
FuNDRAISINg / MAJOR gIFTS
PLATINUM MEMBERs
dOUgLAS SHAw & ASSOCiATES
Specializing in Donor-Focused Comm.
Michael Johnson, VP, Sales & Marketing
Naperville, IL
Phone: (630) 562-1321
mjohnson@douglasshaw.com 
www.douglasshaw.com

dUNHAM + COMPANy
Empowering ministry effectiveness 
through strategic multi-channel 
marketing+fundraising 
Joy Evans, Strategic Relationship Manager
Plano, TX
Phone:  (469) 454-0061
joy@dunhamandcompany.com
www.dunhamandcompany.com 

iNSPiriTOUS
We Just Think Ministries Can Work Better
Robert Steinhagen, President
Rockwall, TX
Phone:  (214) 549-4143
roberts@inspiritous.com
www.inspiritous.com

MASTErwOrkS
Full Service Direct Marketing Agency
Rory Starks, Sr. Vice President, Strategic 
Engagement
Poulsbo, WA
Phone: (360) 394-4300
rstarks@masterworks.com
www.masterworks.com

PUrSUANT kMA
A Full Service Fundraising Agency
Curt Swindoll, Executive Vice President
Dallas, TX
Phone: (214) 866-7700
curt.swindoll@pursuant.com
www.pursuant.com/kma

MiSSiON iNCrEASE fOUNdATiON
We Help Ministries Grow 
Dan Davis, President
Tigard, OR
Phone:  (503) 639-7364
ddavis@missionincrease.org
www.missionincrease.org

FINANcIAL SERvIcES
PLATINUM MEMBERs
ENvOy fiNANCiAL 
Trusted Advice Along The Way. 
Providing Retirement Planning, TPA and 
Recordkeeping Services since 1994
Bethany Palmer, President
Colorado Springs, CO
Phone: (888) 879-1376
bpalmer@envoyfinancial.com
www.envoyfinancial.com

EvANgELiCAL CHriSTiAN CrEdiT UNiON
Ministry Minded Banking for Churches, 
Ministries and Schools
Jeff Tanner, Vice President, Strategic 
Services
Brea, CA
Phone: (714) 671-5700 x 1735
jeff.tanner@eccu.org
www.eccu.org

EvANgELiCAL COUNCiL fOr  
fiNANCiAL ACCOUNTAbiLiTy
Dan Busby, President
Winchester, VA
Phone: (540) 535-0103
dan@ecfa.org
www.ecfa.org

MiNiSTryLiNQ
Maximizing Stewardship with  
Electronic Processing
David Henke
Spokane, WA
Phone: (509) 789-2274
info@cashlinq.com
www.ministrylinq.com 

AMEriCA’S CHriSTiAN CrEdiT UNiON
Your Mission is our Business
Mendell Thompson, President & CEO
Glendora, CA
Phone: (800) 343-6328
mthompson@americasccu.com
www.americaschristiancu.com

MMbb fiNANCiAL SErviCES
Real Planning, Real Solutions. That’s our Calling.
James Cook
New York, NY
Phone:  (800) 683-2937
jim.cook@mmbb.org
www.mmbb.org

FOREIgN MISSION /  
RELIEF ORgANIzATION

PLATINUM MEMBER
wOrLd viSiON, iNC.
The United States Arm of the International 
World Vision Partnership
Richard Stearns, President
Federal Way, WA
Phone: (253) 815-1000
rstearns@worldvision.org
www.worldvision.org

AvANT MiNiSTriES
Scott Holbrook, Chief Financial Officer
Kansas City, MO
Phone: (816) 734-8500
scott.holbrook@acssa.org
www.avantministries.org

CENTEr fOr STUdENT MiSSiONS
Dan Reeve, President
Philadelphia, PA
Phone:  (267) 928-2620
dan@csm.org
www.csm.org
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accounting Services
appraisals/inventory management
architects/construction
association    
Broadcast/media  
Bus/Van Services
caging/lockbox Services & fulfillment
camp/conference center   
child & Senior care Services 
christian School (k – 12)
church
church and School
church financing
church furnishings
church management
church/ministry management
college/university/Seminary
communications
computer/Software
computer/technology Services
conference centers/meeting facilities
conference/event planning
consulting Services
continuing education
conventions/conference
counseling/guidance
creative Design/photography
credit card/payment Systems
Denomination
Development/fundraising/major gifts
electronic funds transfer
financial Services
foreign mission/relief organization
foundation
fund raising products
group Benefits
health Services
human resources/coaching/executive Search
insurance
internet publishing company
internet Services
investment Services
leadership Development
legal Services
mailing lists/list management
management
marketing/advertising/Brand Development
media
missions agency
other
outreach
pregnancy resource center
print/mailing/Design
product Sales/Services
public relations
publishing
real estate
rehabilitation/housing
relief & Development
rescue mission
residential facility
retirement planning 
Social Service & family agency
Social Support Service
teleconferencing/Webcasting
travel Services/tours

Directory 
categories
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Learn more or Register! 
ChristianLeadershipAlliance.org/online

CLA Online Academy
Using today’s technology to bring 
the best in Christian leadership
training to your own desktop! Summer 2014 Term

Registration Deadline: 
June 9, 2014
Modules Begin: 
June 16, 2014

Powered by:

CLA Online 
Academy
Sponsor:

FOREIgN MISSION /  
RELIEF ORgANIzATION cONT.

E3 PArTNErS MiNiSTry
Marcia Suhling, Director of Finance
Plano, TX 
Phone: (214) 440-1101
marcia.suhling@e3partners.org
www.e3partners.org

fLOridA bAPTiST CHiLdrEN’S HOMES
Multi-Service International Childcare/Orphan 
Relief
Jerry Haag, President/CEO
Lakeland, FL
Phone:  (863) 687-8811
jerry.haag@fbchomes.org
www.fbchomes.org

iNTErvArSiTy CHriSTiAN fELLOwSHiP
Karon Black Morton, 
VP & Director of Operations
Madison, WI
Phone: (608) 443-3711
kmorton@intervarsity.org
www.intervarsity.org

ONE MiSSiON SOCiETy
One Lord. One Life. One Calling.
Ron Collins, Vice President, Development
Greenwood, IN
Phone:  (317) 888-3333
rcollins@onemissionsociety.org
www.onemissionsociety.org

PiONEErS
Johnny Fowler, VP, Finance
Orlando, FL
Phone: (407) 382-6000
jfowler@orlandoteam.com
www.pioneers.org

SAMAriTAN’S PUrSE
C. Merrill Littlejohn, Vice President of 
Finance
Boone, NC
Phone:  (828) 262-1980
mlittlejohn@samaritan.org
www.samaritan.org

wOrLd gOSPEL MiSSiON
Shelly McCollum, CFO/VP, Finance
Marion, IN
Phone: (765) 664-7331
shelly.mccollum@wgm.org
www.wgm.org

FOuNDATION
bArNAbAS fOUNdATiON
Karen Layland, 
Director of Communications
Tinley Park, IL
Phone: (708) 532-3444
klayl@barnabasfoundation.com
www.barnabasfoundation.com

SOUTHwEST ESTATE SErviCES, iNC.
John Page, Treasurer
Burleson, TX
Phone:  (817) 295-0476
jpage@swuc.org
www.swuc.org

STOLLEr fOUNdATiON
Ashley Hurley
Houston, TX
Phone:  (713) 461-5012
ahurley@stollerfoundation.org
www.stollerfoundation.org

hEALTh SERvIcES
CHriSTiAN CArE MiNiSTry
Healthcare Sharing Ministry
Tony Meggs, President 
Melbourne, FL
Phone: (800) 772-5623
info@mychristiancare.org
www.MyChristianCare.org 

gROuP BENEFITS
PLATINUM MEMBER
ArTHUr j. gALLAgHEr & CO.
Serving the Religious Community Since 1927
Peter A. Persuitti, Managing Director, 
Religious Practice
Itasca, IL
Phone: (888) 285-5106
peter_persuitti@ajg.com
www.ajg.com

huMAN RESOuRcES / 
cOAchINg /   
EXEcuTIvE SEARch
PLATINUM MEMBER
bEST CHriSTiAN wOrkPLACES iNSTiTUTE
Creating Cultures of Excellence
Alfred Lopus, President
Mercer Island, WA
Phone: (206) 230-8111
alopus@bcwinstitute.org
www.bcwinstitute.org

INSuRANcE
PLATINUM MEMBER
ArTHUr j. gALLAgHEr & CO.
Serving the Religious Community Since 1927
Peter A. Persuitti, Managing Director, 
Religious Practice
Itasca, IL
Phone: (888) 285-5106
peter_persuitti@ajg.com
www.ajg.com

INTERNET SERvIcES
PLATINUM MEMBER
MiNiSTryLiNQ
Maximizing Stewardship with  
Electronic Processing
David Henke
Spokane, WA
Phone: (509) 789-2274
info@cashlinq.com

INvESTMENT SERvIcES
PLATINUM MEMBER
ENvOy fiNANCiAL 
Trusted Advice Along The Way.
Providing Retirement Planning, TPA and
Recordkeeping Services since 1994
Bethany Palmer, President
Colorado Springs, CO
Phone: (888) 879-1376
bpalmer@envoyfinancial.com
www.envoyfinancial.com

LEADERShIP DEvELOPMENT
PLATINUM MEMBER
bEST CHriSTiAN wOrkPLACES iNSTiTUTE
Creating Cultures of Excellence
Alfred Lopus, President
Mercer Island, WA
Phone: (206) 230-8111
alopus@bcwinstitute.org
www.bcwinstitute.org

dESigN grOUP iNTErNATiONAL, iNC.
Organizational Development & Capacity 
Building
Mark L. Vincent, CEO/Senior Design 
Partner
Kohler, WI
Phone:  (877) 771-3330
marklv@designgroupintl.com
www.designgroupintl.com

LiLLESTrANd LEAdErSHiP CONSULTiNg
Sylvia Nash, Senior Consultant
Chino Hills, CA
Phone: (951) 805-9192
sylvia@lillestrand.com
www.lillestrand.com

LEgAL SERvIcES
PLATINUM MEMBER
bryAN CAvE LLP
Stuark Lark, Partner
John Wylie, Partner
America, Asia, Europe
Phone:  (719)473-3800
stuart.lark@bryancave.com
john.wylie@bryancave.com
www.bryancave.com

SOUTHwEST ESTATE SErviCES, iNC.
John Page, Treasurer
Burleson, TX
Phone:  (817) 295-0476
jpage@swuc.org
www.swuc.org

MAILINg LISTS /   
LIST MANAgEMENT
PLATINUM MEMBER
dOUgLAS SHAw & ASSOCiATES
Specializing in Donor-Focused 
Communications
Michael Johnson, VP, Sales & Marketing
Naperville, IL
Phone: (630) 562-1321
mjohnson@douglasshaw.com 
www.douglasshaw.com

MARKETINg / ADvERTISINg 
/ BRAND DEvELOPMENT
PLATINUM MEMBERs
dOUgLAS SHAw & ASSOCiATES
Specializing in Donor-Focused 
Communications
Michael Johnson, VP, Sales & Marketing
Naperville, IL
Phone: (630) 562-1321
mjohnson@douglasshaw.com 
www.douglasshaw.com

dUNHAM + COMPANy
Empowering ministry effectiveness 
through strategic multi-channel 
marketing+fundraising 
Joy Evans, Strategic Relationship Manager
Plano, TX
Phone:  (469) 454-0061
joy@dunhamandcompany.com
www.dunhamandcompany.com

MASTErwOrkS
Full Service Direct Marketing Agency
Rory Starks, Sr. Vice President, Strategic 
Engagement
Poulsbo, WA
Phone: (360) 394-4300
rstarks@masterworks.com
www.masterworks.com

THE A grOUP
Marketing & Technology   
that Powers Ministry
Shannon Litton, President
Brentwood, TN
Phone: (866) 258-4800
slitton@agroup.com
www.agroup.com

iNSPiriTOUS
We Just Think Ministries Can Work Better
Robert Steinhagen, President
Rockwall, TX
Phone:  (214) 549-4143
roberts@inspiritous.com
www.inspiritous.com

PUrSUANT kMA
A Full Service Fundraising Agency
Curt Swindoll, Executive Vice President
Dallas, TX
Phone: (214) 866-7700
curt.swindoll@pursuant.com
www.pursuant.com/kma

MEDIA
HOPE fOr THE HEArT
Scot Heflin, COO
Plano, TX
Phone:  (972) 212-9200
sheflin@hopefortheheart.org
www.hopefortheheart.org

TrANS wOrLd rAdiO
Timothy Klingbeil, International Director 
Americas Region
Cary, NC
Phone: (919) 460-3700
tklingbe@twr.org
www.twr.org

MISSIONS AgENcy
PLATINUM MEMBER
CAMPUS CrUSAdE fOr CHriST
Helping Fulfill the Great Commission
in This Generation
Mark D. Tjernagel, CFO – US
Orlando, FL
Phone: (407) 826-2000
mark.tjernagel@ccci.org
www.ccci.org

ASiAN ACCESS
Elliott Snuggs, Vice President   
of Operations
Cerritos, CA
Phone: (626) 914-8990
esnuggs@asianaccess.org
www.asianaccess.org

EAST wEST MiNiSTriES iNTErNATiONAL
Kurt Nelson, President/CEO
Plano, TX
Phone: (972) 672-9041
dkn@eastwest.org
www.eastwest.org

jEwiSH vOiCE MiNiSTriES 
iNTErNATiONAL
Tim Tiller, Chief Operating Officer
Phoenix, AZ
Phone:  (602) 288-9811
ttiller@jvmi.org
www.jvmi.org
MiSSiON AviATiON fELLOwSHiP
John Boyd, President
Nampa, ID
Phone: (208) 498-0800
jboyd@maf.org
www.maf.org

rESCUE MiSSiON ALLiANCE
Gary Gray, President
Oxnard, CA
Phone: (805) 487-1234
garyg@erescuemisison.org 
www.erescuemission.org

THE SALvATiON ArMy - EMPirE STATE 
diviSiON
Karla Clark, General Secretary
Syracuse, NY
Phone:  (315) 434-1315
karla.clark@use.salvationarmy.org
www.salvationarmyusa.org

THE SALvATiON ArMy—   
TOrONTO CANAdA & bUrMUdA
Paul Goodyear, 
Territorial Financial Secretary
Toronto, ON
Phone: (416) 422-6145
paul_goodyear@can.salvationarmy.org
www.salvationarmy.ca

vOLUNTEErS Of AMEriCA 
Harry Quiett, President
Alexandria, VA
Phone:  (703) 341-5084
hquiett@voa.org
www.voa.org

OuTREAch
PLATINUM MEMBERs
CAMPUS CrUSAdE fOr CHriST
Helping Fulfill the Great Commission   
in This Generation
Mark D. Tjernagel, CFO – US
Orlando, FL
Phone: (407) 826-2000
mark.tjernagel@ccci.org
www.ccci.org

CriSTA MiNiSTriES
Loving God by Serving People
Robert J. Lonac, President/CEO
Seattle, WA
Phone: (206) 546-7200
rlonac@crista.net 
www.crista.org

OuTREAch cONT.

THE NAvigATOrS
To Know Christ and to Make Him Known
Doug Nuenke, President
Colorado Springs, CO
Phone: (719) 598-1212
doug.nuenke@navigators.org
www.navigators.org

bibLE LEAgUE iNTErNATiONAL 
Leanne DeKoning, Director of Human 
Capital
Crete, IL
Phone: (708) 367-8500
hr@bibleleague.org
www.bibleleague.org

COALiTiON fOr CHriSTiAN OUTrEACH
Lee Scott, Director for Staff Services
Pittsburgh, PA
Phone: (412) 363-3303
cco@ccojubilee.org
www.ccojubilee.org

COMMUNiTy bibLE STUdy
Transformed Lives Through the Word of 
God
Kimm Carr, CEO / Executive Director
Colorado Springs, CO
Phone: (800) 826-4181
kimm.carr@communitybible.org
www.communitybiblestudy.org

ENgLiSH LANgUAgE iNSTiTUTE CHiNA
Gary Lausch, Vice President Human 
Resources
Fort Collins, CO
Phone: (970) 530-3800
gary.lausch@elic.org
www.elic.org

MiSSiON TO CHiLdrEN, iNC.
John Garmo, President & CEO
Escondido, CA
Phone: (760) 839-1600
skip@missiontochildren.org
www.missiontochildren.org

MOPS iNTErNATiONAL, iNC.
Relationships and Resources for Mothers 
of Preschoolers
Sherry Surratt, President & CEO
Denver, CO
Phone: (303) 733-5353
ssurratt@mops.org 
www.mops.org

rESCUE MiSSiON ALLiANCE
Gary Gray, President
Oxnard, CA
Phone: (805) 487-1234
garyg@erescuemisison.org 
www.erescuemission.org
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Learn more or Register! 
ChristianLeadershipAlliance.org/online

CLA Online Academy
Using today’s technology to bring 
the best in Christian leadership
training to your own desktop! Summer 2014 Term

Registration Deadline: 
June 9, 2014
Modules Begin: 
June 16, 2014

Powered by:

CLA Online 
Academy
Sponsor:

cLA gold/Platinum Member Directory

MISSIONS AgENcy
PLATINUM MEMBER
CAMPUS CrUSAdE fOr CHriST
Helping Fulfill the Great Commission
in This Generation
Mark D. Tjernagel, CFO – US
Orlando, FL
Phone: (407) 826-2000
mark.tjernagel@ccci.org
www.ccci.org

ASiAN ACCESS
Elliott Snuggs, Vice President   
of Operations
Cerritos, CA
Phone: (626) 914-8990
esnuggs@asianaccess.org
www.asianaccess.org

EAST wEST MiNiSTriES iNTErNATiONAL
Kurt Nelson, President/CEO
Plano, TX
Phone: (972) 672-9041
dkn@eastwest.org
www.eastwest.org

jEwiSH vOiCE MiNiSTriES 
iNTErNATiONAL
Tim Tiller, Chief Operating Officer
Phoenix, AZ
Phone:  (602) 288-9811
ttiller@jvmi.org
www.jvmi.org
MiSSiON AviATiON fELLOwSHiP
John Boyd, President
Nampa, ID
Phone: (208) 498-0800
jboyd@maf.org
www.maf.org

rESCUE MiSSiON ALLiANCE
Gary Gray, President
Oxnard, CA
Phone: (805) 487-1234
garyg@erescuemisison.org 
www.erescuemission.org

THE SALvATiON ArMy - EMPirE STATE 
diviSiON
Karla Clark, General Secretary
Syracuse, NY
Phone:  (315) 434-1315
karla.clark@use.salvationarmy.org
www.salvationarmyusa.org

THE SALvATiON ArMy—   
TOrONTO CANAdA & bUrMUdA
Paul Goodyear, 
Territorial Financial Secretary
Toronto, ON
Phone: (416) 422-6145
paul_goodyear@can.salvationarmy.org
www.salvationarmy.ca

vOLUNTEErS Of AMEriCA 
Harry Quiett, President
Alexandria, VA
Phone:  (703) 341-5084
hquiett@voa.org
www.voa.org

OuTREAch
PLATINUM MEMBERs
CAMPUS CrUSAdE fOr CHriST
Helping Fulfill the Great Commission   
in This Generation
Mark D. Tjernagel, CFO – US
Orlando, FL
Phone: (407) 826-2000
mark.tjernagel@ccci.org
www.ccci.org

CriSTA MiNiSTriES
Loving God by Serving People
Robert J. Lonac, President/CEO
Seattle, WA
Phone: (206) 546-7200
rlonac@crista.net 
www.crista.org

OuTREAch cONT.

THE NAvigATOrS
To Know Christ and to Make Him Known
Doug Nuenke, President
Colorado Springs, CO
Phone: (719) 598-1212
doug.nuenke@navigators.org
www.navigators.org

bibLE LEAgUE iNTErNATiONAL 
Leanne DeKoning, Director of Human 
Capital
Crete, IL
Phone: (708) 367-8500
hr@bibleleague.org
www.bibleleague.org

COALiTiON fOr CHriSTiAN OUTrEACH
Lee Scott, Director for Staff Services
Pittsburgh, PA
Phone: (412) 363-3303
cco@ccojubilee.org
www.ccojubilee.org

COMMUNiTy bibLE STUdy
Transformed Lives Through the Word of 
God
Kimm Carr, CEO / Executive Director
Colorado Springs, CO
Phone: (800) 826-4181
kimm.carr@communitybible.org
www.communitybiblestudy.org

ENgLiSH LANgUAgE iNSTiTUTE CHiNA
Gary Lausch, Vice President Human 
Resources
Fort Collins, CO
Phone: (970) 530-3800
gary.lausch@elic.org
www.elic.org

MiSSiON TO CHiLdrEN, iNC.
John Garmo, President & CEO
Escondido, CA
Phone: (760) 839-1600
skip@missiontochildren.org
www.missiontochildren.org

MOPS iNTErNATiONAL, iNC.
Relationships and Resources for Mothers 
of Preschoolers
Sherry Surratt, President & CEO
Denver, CO
Phone: (303) 733-5353
ssurratt@mops.org 
www.mops.org

rESCUE MiSSiON ALLiANCE
Gary Gray, President
Oxnard, CA
Phone: (805) 487-1234
garyg@erescuemisison.org 
www.erescuemission.org

STONECrOfT MiNiSTriES
Sue Croy, VP, Human Resources
Kansas City, MO
Phone: (816) 763-7800
scroy@stonecroft.org
www.stonecroft.org

THE CHriSTiAN ANd MiSSiONAry ALLiANCE
Timothy Cummings, General Counsel 
Assistant Corp Secretary
Colorado Springs, CO
Phone: (719) 599-5999
cummingst@cmalliance.org
www.cmalliance.org

THE gidEONS iNTErNATiONAL
Gary Richardson, Chief Operations Officer
Nashville, TN
Phone: (615) 564-5000
grichardson@gideons.org
www.gideons.org

wASHiNgTON CiTy MiSSiON, iNC
Dean Gartland, President and CEO
Washington, PA
Phone: (724) 705-7121
dgartland@citymission.org
www.citymission.org

PRINTINg / MAILINg / 
DESIgN
PLATINUM MEMBERs
dOUgLAS SHAw & ASSOCiATES
Specializing in Donor-Focused 
Communications
Michael Johnson, VP, Sales & Marketing
Naperville, IL
Phone: (630) 562-1321
mjohnson@douglasshaw.com 
www.douglasshaw.com

dUNHAM + COMPANy
Empowering ministry effectiveness 
through strategic multi-channel 
marketing+fundraising 
Joy Evans, Strategic Relationship Manager
Plano, TX
Phone:  (469) 454-0061
joy@dunhamandcompany.com
www.dunhamandcompany.com

PRODucT SALES / SERvIcES
PLATINUM MEMBER
MiNiSTryLiNQ
Maximizing Stewardship with  
Electronic Processing
David Henke
Spokane, WA
Phone: (509) 789-2274
info@cashlinq.com

COMMUNiTy THrEAdS
The Best in Upscale Retail
Elizabeth Maring
Buffalo Grove, IL
Phone:  (224) 676-0221
elizabethmaring@sbcglobal.net
www.communitythreads.org

RELIEF & DEvELOPMENT
PLATINUM MEMBER
CriSTA MiNiSTriES
Loving God by Serving People
Robert J. Lonac, President/CEO
Seattle, WA
Phone: (206) 546-7200
rlonac@crista.net 
www.crista.org

REScuE MISSION
kNOx ArEA rESCUE MiNiSTriES, iNC.
Burt Rosen, President
Knoxville, TN
Phone:  (865)673-6561
brosen@karm.org
www.karm.org

SEATTLE’S UNiON gOSPEL MiSSiON
Jeff Lilley, President
Seattle, WA
Phone: (206) 723-0767
jlilley@ugm.org
www.ugm.org

RESIDENTIAL FAcILITy
bAPTiST HOUSiNg
Howard Johnson, Chief Executive Officer
Delta, BC
Phone: (604) 940-1960
hmjohnson@baptisthousing.org
www.baptisthousing.org

dAkOTA bOyS ANd girLS rANCH
We help at-risk children and their families 
succeed in the name of Christ. 
Rich Berg, Development Officer
Minot, ND
Phone: (701) 839-7888
r.berg@dakotaranch.org
www.dakotaranch.org

RETIREMENT PLANNINg
PLATINUM MEMBERs
ArTHUr j. gALLAgHEr & CO.
Serving the Religious Community Since 1927
Robert Lipps, Senior Vice President, 
Religious Practice
San Francisco, CA 
Phone:  (415) 536-8451
bob_lipps@ajg.com
www.ajg.com

ENvOy fiNANCiAL
Trusted Advice Along The Way Providing 
Retirement Plan, TPA and Recordkeeping 
Services since 1994
Bethany B. Palmer, President
Colorado Springs, CO
Phone: (888) 879-1376
trustedadvice@envoyfinancial.com 
www.envoyfinancial.com

SOcIAL SERvIcE    
& FAMILy AgENcy
vOLUNTEErS Of AMEriCA —  
NATiONAL OffiCE
There are No Limits to Caring
Harry Quiett, Vice President for Ministry 
Development
Alexandria, VA
Phone: (703) 341-5000
hquiett@voa.org
www.voa.org

bETHANy CHriSTiAN SErviCES
Called to Care. Committed to Children
William Blacquiere, CEO/President
Grand Rapids, MI
Phone: (616) 224-7489
billb@bethany.org
www.bethany.org

SOcIAL SuPPORT SERvIcE
PLATINUM MEMBER
COMPASSiON iNTErNATiONAL
Releasing Children From Poverty   
in Jesus’s Name
Wess Stafford, President
Colorado Springs, CO
Phone: (719) 487-7000
wstafford@us.ci.org
www.us.ci.org

jONi ANd friENdS
The International Disability Center
Billy C. Burnett, Executive  
Vice President/CFO
Agoura Hills, CA
Phone: (818) 575-1719
bburnett@joniandfriends.org
www.joniandfriends.org

LAkESidE EdUCATiONAL NETwOrk
Linda Franco, VP of Admin. & Finance
Fort Washington, PA
Phone: (215) 654-9414
lfranco@lakesidelink.com
www.lakesidelink.com

MOMS iN PrAyEr iNTErNATiONAL
Praying for Children and Schools
Fern Nichols, President & Founder
Poway, CA
Phone:  (858) 486-4065
fnichols@momsinprayer.org
www.momsinprayer.org
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AMEriCA’S CHriSTiAN CrEdiT UNiON
Mendell Thompson, President & CEO
Glendora, CA
Phone: (800) 343-6328
mthompson@americasccu.com
www.americaschristiancu.com

ASiAN ACCESS
Elliott Snuggs, Vice President of Operations
Cerritos, CA 
Phone: (626) 914-8990
esnuggs@asianaccess.org
www.asianaccess.org

ASSOCiATiON Of CHriSTiAN SCHOOLS 
iNTErNATiONAL
Tom J. Cathey, Director - Legal / 
Legislative Issues
Colorado Springs, CO
Phone: (719) 528-6906
Tom_Cathey@acsi.org 
www.acsi.org

AvANT MiNiSTriES
Scott Holbrook, Chief Financial Officer
Kansas City, MO
Phone: (816) 734-8500
scott.holbrook@acssa.org
www.avantministries.org

bACk TO gOd MiNiSTriES iNTErNATiONAL
Jack Strong, Director of Advancement
Palos Heights, IL
Phone:  (708) 371-8700
jstrong@backtogod.net
www.backtogod.net

bAPTiST HOUSiNg
Howard Johnson, Chief Executive Officer
Delta, BC
Phone: (604) 940-1960
hmjohnson@baptisthousing.org
www.baptisthousing.org

bArNAbAS fOUNdATiON
Karen Layland, Director of Communications
Tinley Park, IL
Phone: (708) 532-3444
klayl@barnabasfoundation.com
www.barnabasfoundation.com

bETHANy CHriSTiAN SErviCES
William Blacquiere, CEO/President
Grand Rapids, MI
Phone: (616) 224-7489
billb@bethany.org
www.bethany.org

bibLE LEAgUE iNTErNATiONAL
Leanne DeKoning, Director of Human Capital
Crete, IL
Phone: (708) 367-8500
hr@bibleleague.org
www.bibleleague.org

CALvAry CHAPEL Of fOrT LAUdErdALE
Mike Schieffer, Executive Administrator
Fort Lauderdale, FL
Phone: (954) 977-9673
mikes@calvaryftl.org 
www.calvaryftl.org

CENTEr fOr STUdENT MiSSiONS
Dan Reeve, President
Philadelphia, PA
Phone:  (267) 928-2620
dan@csm.org
www.csm.org 

CHriSTiAN CArE MiNiSTry
Tony Meggs, President
Melbourne, FL
Phone: (800) 772-5623
info@mychristiancare.org
www.mychristiancare.org

CHriSTiAN HErALd ASSOCiATiON, iNC.
Edward Morgan, President/CEO
New York, NY
Phone: (212) 684-2800
emorgan@bowery.org
www.bowery.org

CHUrCH Of gOd Of PrOPHECy
Paul Holt
Cleveland, TN
Phone: (423) 559-5100
pholt@cogop.org
www.cogop.org

COALiTiON fOr CHriSTiAN OUTrEACH
Lee Scott, Director for Staff Services
Pittsburgh, PA
Phone: (412) 363-3303
cco@ccojubilee.org
www.ccojubilee.org

CLa gold Members

Transform your ministry’s effectiveness
in just one hour each month!

CLA Presents the NEW 2014 Webcast

NEW FOR 2014: Thanks to our sponsor, the National
Christian Foundation (NCF), CLA presents the new
webcast line up for 2014. The new and improved CLA
2014 webcast “ENCORE SERIES!” features some of
the best of CLA’s past conference speakers — all
highly sought-after ministry experts in their fields. 

• CLA MEMBERS: Thanks to our Webcast sponsor,
NCF, there’s an added benefit just for CLA
members — FREE on demand, 24/7, access to 
all CLA Webcasts online!

• NON-MEMBERS: CLA now offers FREE live
“webcast registration” to non-members. Don’t
miss out on this incredible opportunity to take
advantage of what many CLA members are 
talking about!

Upcoming 2014 presentations include: 

March 27 — Executive Leadership
Building a Healthy, High-Performing Executive Team
Presenters: David Rippey, Senior Partner; Bill Frisby, Founder/CEO,
Strengthening Leaders, L3C

April 24 — Executive Leadership
Leading with Honor
Presenters: Lee Ellis, Author, Founder and President, Leadership 
Freedom, LLC and FreedomStar Media; Dr. Liz Selzer, Founder, Mentor
Leadership Team 

May 29 — Resource Development
How to Talk with Major Donors
Presenters: William High, CEO, National Christian Foundation—Heartland;
Dr. R. Scott Rodin, President, Rodin Consulting, Inc.

For a complete 2014 line-up or to register online visit 
www.ChristianLeadershipAlliance.org/Webcasts 

CLA salutes and thanks
its 2014 “Encore Series”

Webcast Sponsor: 

Presented by:

FEATURES SOME OF CLA’S TOP-RATED PRESENTERS!

CLA MEMBERS: 24/7 ON-DEMAND ONLINE ACCESS

NON-MEMBERS: ALL LIVE 2014 WEBCASTS ARE FREE!

!

cla 2013 Webcasts Outcomes Ad - Spring FINAL_Layout 1  2/5/14  9:11 PM  Page 1
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Directory of cLA Founders council Members

AMEriCA’S CHriSTiAN CrEdiT UNiON
Mendell Thompson, President & CEO
Glendora, CA
Phone: (800) 343-6328
mthompson@americasccu.com
www.americaschristiancu.com

ASiAN ACCESS
Elliott Snuggs, Vice President of Operations
Cerritos, CA 
Phone: (626) 914-8990
esnuggs@asianaccess.org
www.asianaccess.org

ASSOCiATiON Of CHriSTiAN SCHOOLS 
iNTErNATiONAL
Tom J. Cathey, Director - Legal / 
Legislative Issues
Colorado Springs, CO
Phone: (719) 528-6906
Tom_Cathey@acsi.org 
www.acsi.org

AvANT MiNiSTriES
Scott Holbrook, Chief Financial Officer
Kansas City, MO
Phone: (816) 734-8500
scott.holbrook@acssa.org
www.avantministries.org

bACk TO gOd MiNiSTriES iNTErNATiONAL
Jack Strong, Director of Advancement
Palos Heights, IL
Phone:  (708) 371-8700
jstrong@backtogod.net
www.backtogod.net

bAPTiST HOUSiNg
Howard Johnson, Chief Executive Officer
Delta, BC
Phone: (604) 940-1960
hmjohnson@baptisthousing.org
www.baptisthousing.org

bArNAbAS fOUNdATiON
Karen Layland, Director of Communications
Tinley Park, IL
Phone: (708) 532-3444
klayl@barnabasfoundation.com
www.barnabasfoundation.com

bETHANy CHriSTiAN SErviCES
William Blacquiere, CEO/President
Grand Rapids, MI
Phone: (616) 224-7489
billb@bethany.org
www.bethany.org

bibLE LEAgUE iNTErNATiONAL
Leanne DeKoning, Director of Human Capital
Crete, IL
Phone: (708) 367-8500
hr@bibleleague.org
www.bibleleague.org

CALvAry CHAPEL Of fOrT LAUdErdALE
Mike Schieffer, Executive Administrator
Fort Lauderdale, FL
Phone: (954) 977-9673
mikes@calvaryftl.org 
www.calvaryftl.org

CENTEr fOr STUdENT MiSSiONS
Dan Reeve, President
Philadelphia, PA
Phone:  (267) 928-2620
dan@csm.org
www.csm.org 

CHriSTiAN CArE MiNiSTry
Tony Meggs, President
Melbourne, FL
Phone: (800) 772-5623
info@mychristiancare.org
www.mychristiancare.org

CHriSTiAN HErALd ASSOCiATiON, iNC.
Edward Morgan, President/CEO
New York, NY
Phone: (212) 684-2800
emorgan@bowery.org
www.bowery.org

CHUrCH Of gOd Of PrOPHECy
Paul Holt
Cleveland, TN
Phone: (423) 559-5100
pholt@cogop.org
www.cogop.org

COALiTiON fOr CHriSTiAN OUTrEACH
Lee Scott, Director for Staff Services
Pittsburgh, PA
Phone: (412) 363-3303
cco@ccojubilee.org
www.ccojubilee.org

COMMUNiTy bibLE STUdy
Kimm Carr, Executive Director
Colorado Springs, CO
Phone: (800) 826-4181
kimm.carr@communitybiblestudy.org
www.communitybiblestudy.org

COMMUNiTy THrEAdS
Elizabeth Maring
Buffalo Grove, IL
Phone:  (224) 676-0221
elizabethmaring@sbcglobal.net
www.communitythreads.org

dAkOTA bOyS ANd girLS rANCH
Rich Berg, Development Officer
Minot, ND
Phone: (701) 839-7888
r.berg@dakotaranch.org
www.dakotaranch.org

dESigN grOUP iNTErNATiONAL, iNC.
Mark L. Vincent, CEO/Senior Design Partner
Kohler, WI
Phone:  (877) 771-3330
marklv@designgroupintl.com
www.designgroupintl.com 

E3 PArTNErS MiNiSTry
Marcia Suhling, Director of Finance
Plano, TX 
Phone: (214) 440-1101
marcia.suhling@e3partners.org
www.e3partners.org

EAST wEST MiNiSTriES iNTErNATiONAL
Kurt Nelson, President/CEO
Plano, TX
Phone: (972) 672-9041
dkn@eastwest.org
www.eastwest.org

ENgLiSH LANgUAgE iNSTiTUTE CHiNA
Gary Lausch, Vice President Human Resources
Fort Collins, CO
Phone: (970) 530-3800
gary.lausch@elic.org
www.elic.org

fLOridA bAPTiST CHiLdrEN’S HOMES
Jerry Haag, President/CEO
Lakeland, FL
Phone:  (863) 687-8811
jerry.haag@fbchomes.org
www.fbchomes.org

HOPE fOr THE HEArT
Scott Heflin, COO
Plano, TX
Phone:  (972) 212-9200
sheflin@hopefortheheart.org
www.hopefortheheart.org

HrOCk CHUrCH
Angela DeForrest, CFO
Pasadena, CA
Phone: (626) 794-1199
adeforrest@hrockchurch.com
www.hrockchurch.com

HUME LAkE CHriSTiAN CAMPS, iNC.
Stan White, Vice President
Hume Lake, CA 
Phone: (559) 305-7770
swhite@humelake.org
www.humelake.org

iNTErNATiONAL CHUrCH    
Of THE fOUrSQUArE gOSPEL
Ron Thigpenn, CFO
Los Angeles, CA
Phone: (213) 989-4431
rthigpenn@foursquare.org
www.foursquare.org

iNSPiriTOUS
We Just Think Ministries Can Work Better
Robert Steinhagen, President
Rockwall, TX
Phone:  (214) 549-4143
roberts@inspiritous.com
www.inspiritous.com

iNTErvArSiTy CHriSTiAN fELLOwSHiP
Karon Black Morton, VP & Dir. of Operations
Madison, WI
Phone: (608) 443-3711
kmorton@intervarsity.org
www.intervarsity.org

jEwiSH vOiCE MiNiSTriES iNTErNATiONAL
Tim Tiller, Chief Operating Officer
Phoenix, AZ
Phone:  (602) 288-9811
ttiller@jvmi.org
www.jvmi.org

jiLL’S HOUSE
Cameron Doolittle, President & CEO
McLean, VA
Phone: (703) 639-5660
cameron.doolittle@jillshouse.org
www.jillshouse.org
jONi ANd friENdS
Billy C. Burnett, Executive Vice President/CFO
Agoura Hills, CA
Phone: (818) 575-1719
bburnett@joniandfriends.org
www.joniandfriends.org
kNOx ArEA rESCUE MiNiSTriES, iNC.
Burt Rosen, President
Knoxville, TN
Phone:  (865)673-6561
brosen@karm.org
www.karm.org
LAkESidE EdUCATiONAL NETwOrk
Linda Franco, VP of Administration & Finance
Fort Washington, PA
Phone: (215) 654-9414
lfranco@lakesidelink.com
www.lakesidelink.com
LifEwAy ridgECrEST CONfErENCE CENTEr
Melissa Inman, Director of Sales & Marketing
Ridgecrest, NC 
Phone: (828) 669-3596
melissa.inman@lifeway.com
www.ridgecrestconferencecenter.org.
MiSSiON AviATiON fELLOwSHiP
John Boyd, President
Nampa, ID
Phone: (208) 498-0800
jboyd@maf.org
www.maf.org
MiSSiON iNCrEASE fOUNdATiON
Dan Davis, President
Tigard, OR
Phone: (503) 639-7364
ddavis@missionincrease.org
www.missionincrease.org
MiSSiON TO CHiLdrEN, iNC.
John Garmo, President & CEO
Escondido, CA
Phone: (760) 839-1600
skip@missiontochildren.org
www.missiontochildren.org
MMbb fiNANCiAL SErviCES
James Cook
New York, NY
Phone:  (800) 683-2937
jim.cook@mmbb.org
www.mmbb.org
MOMS iN PrAyEr iNTErNATiONAL
Fern Nichols, President & Founder
Poway, CA
Phone: (858) 486-4065
fnichols@momsinprayer.org
www.momsinprayer.org
MOOdy bibLE iNSTiTUTE
Paul Nyquist, President
Chicago, IL
Phone:  (312)329-4000
paul.nyquist@moody.edu
www.moody.edu
MOPS iNTErNATiONAL, iNC.
Sherry Surratt, President & CEO
Denver, CO
Phone: (303) 733-5353
ssurratt@mops.org 
www.mops.org
ONE MiSSiON SOCiETy
Ron Collins, Vice President, Development
Greenwood, IN
Phone:  (317) 888-3333
rcollins@onemissionsociety.org
www.onemissionsociety.org
PiNE COvE CHriSTiAN CAMPS
Mario Zandstra, President & CEO
Tyler, TX
Phone: (903) 561-0231
mzandstra@pinecove.com 
www.pinecove.com 
PiONEErS
Johnny Fowler, VP, Finance
Orlando, FL
Phone: (407) 382-6000
jfowler@orlandoteam.com
www.pioneers.org
PUrSUANT kMA
Tom McCabe, CEO
Dallas, TX
Phone: (214) 866-7700
tmccabe@kma.com
www.pursuant.com/kma

rESCUE MiSSiON ALLiANCE
Gary Gray, President
Oxnard, CA
Phone: (805) 487-1234
garyg@erescuemisison.org 
www.erescuemission.org

SAMAriTAN’S PUrSE
C. Merrill Littlejohn, Vice President of Finance
Boone, NC 
Phone:  (828) 262-1980
mlittlejohn@samaritan.org
www.samaritan.org

SOUTHwEST ESTATE SErviCES, iNC.
John Page, Treasurer
Burleson, TX
Phone:  (817) 295-0476
jpage@swuc.org
www.swuc.org

SEATTLE’S UNiON gOSPEL MiSSiON
Jeff Lilley, President
Seattle, WA
Phone: (206) 723-0767
jlilley@ugm.org
www.ugm.org

STOLLEr fOUNdATiON
Ashley Hurley
Houston, TX
Phone:  (713) 461-5012
ahurley@stollerfoundation.org
www.stollerfoundation.org

STONECrOfT MiNiSTriES
Sue Croy, VP, Operations
Kansas City, MO
Phone: (816) 763-7800
scroy@stonecroft.org
www.stonecroft.org

THE CHriSTiAN ANd MiSSiONAry ALLiANCE
Timothy Cummings, General Counsel Assistant 
Corp Secretary
Colorado Springs, CO
Phone: (719) 599-5999
cummingst@cmalliance.org
www.cmalliance.org

THE gidEONS iNTErNATiONAL
Gary Richardson, Chief Operations Officer
Nashville, TN
Phone: (615) 564-5000
grichardson@gideons.org
www.gideons.org

THE SALvATiON ArMy - EMPirE STATE diviSiON
Karla Clark, General Secretary
Syracuse, NY
Phone:  (315) 434-1315
karla.clark@use.salvationarmy.org
www.salvationarmyusa.org

THE SALvATiON ArMy —   
TOrONTO CANAdA & bErMUdA
Paul Goodyear, Territorial Financial Secretary
Toronto, ON
Phone: (416) 422-6145
paul_goodyear@can.salvationarmy.org
www.salvationarmy.ca

TrANS wOrLd rAdiO
Timothy Klingbeil, 
International Director Americas Region
Cary, NC
Phone: (919) 460-3700
tklingbe@twr.org
www.twr.org

UPwArd UNLiMiTEd
Terry Smith, Senior Vice President
Spartanburg, SC
Phone: (864) 949-5700
tsmith@upward.org
www.upward.org

vOLUNTEErS Of AMEriCA
Michael King, President
Alexandria, VA
Phone:  (703) 341-5084
c/o hquiett@voa.org
www.voa.org

wASHiNgTON CiTy MiSSiON, iNC.
Dean Gartland, President and CEO
Washington, PA
Phone: (724) 705-7121
dgartland@citymission.org
www.citymission.org 

wOrLd gOSPEL MiSSiON
Shelly McCollum, CFO/VP, Finance
Marion, IN
Phone: (765) 664-7331
shelly.mccollum@wgm.org
www.wgm.org

CLa gold Members
cla gold level member organizations represent a vital organizational connection to 
the vision and mission of cla, and take an important leadership role within the alliance.
Membership: Contact Holly Rosario, Director of Member Services (949) 487-0900, ext. 116 

Directory of cLA gold Members

Transform your ministry’s effectiveness
in just one hour each month!

CLA Presents the NEW 2014 Webcast

NEW FOR 2014: Thanks to our sponsor, the National
Christian Foundation (NCF), CLA presents the new
webcast line up for 2014. The new and improved CLA
2014 webcast “ENCORE SERIES!” features some of
the best of CLA’s past conference speakers — all
highly sought-after ministry experts in their fields. 

• CLA MEMBERS: Thanks to our Webcast sponsor,
NCF, there’s an added benefit just for CLA
members — FREE on demand, 24/7, access to 
all CLA Webcasts online!

• NON-MEMBERS: CLA now offers FREE live
“webcast registration” to non-members. Don’t
miss out on this incredible opportunity to take
advantage of what many CLA members are 
talking about!

Upcoming 2014 presentations include: 

March 27 — Executive Leadership
Building a Healthy, High-Performing Executive Team
Presenters: David Rippey, Senior Partner; Bill Frisby, Founder/CEO,
Strengthening Leaders, L3C

April 24 — Executive Leadership
Leading with Honor
Presenters: Lee Ellis, Author, Founder and President, Leadership 
Freedom, LLC and FreedomStar Media; Dr. Liz Selzer, Founder, Mentor
Leadership Team 

May 29 — Resource Development
How to Talk with Major Donors
Presenters: William High, CEO, National Christian Foundation—Heartland;
Dr. R. Scott Rodin, President, Rodin Consulting, Inc.

For a complete 2014 line-up or to register online visit 
www.ChristianLeadershipAlliance.org/Webcasts 

CLA salutes and thanks
its 2014 “Encore Series”

Webcast Sponsor: 

Presented by:

FEATURES SOME OF CLA’S TOP-RATED PRESENTERS!

CLA MEMBERS: 24/7 ON-DEMAND ONLINE ACCESS

NON-MEMBERS: ALL LIVE 2014 WEBCASTS ARE FREE!

!

cla 2013 Webcasts Outcomes Ad - Spring FINAL_Layout 1  2/5/14  9:11 PM  Page 1

OC_spring_2014.indb   51 2/13/2014   2:20:07 PM



S p r i n g 2 0 1 4  Outcomes  5352 Outcomes S p r i n g 2 0 1 4                                             www.OutcomesMagaz ine.com

Directory of cLA Founders council Members

CLa Platinum “founders Council” Members
cla platinum level member organizations serve as the most influential voices within the alliance. cla platinum level members 
“founders council” play a significant role in providing critical knowledge resources that support the vision and mission of cla.

To join: Contact Tami Heim, President/CEO at (949) 487-0900, ext. 113 or by email at Tami.Heim@ChristianLeadershipAlliance.org 

Directory of cLA Platinum Members

THE A grOUP

Marketing & Technology   
that Powers Ministry
Shannon Litton, President
Brentwood, TN
Phone: (866) 258-4800
slitton@agroup.com
www.agroup.com

AMEriCAN bibLE SOCiETy

Sharing God’s Word with the World
Janet Grell
New York, NY
Phone: (212) 408-1200
jgrell@americanbible.org
www.americanbible.org

ArTHUr j. gALLAgHEr & CO.

Serving the Religious Community Since 1927
Peter A. Persuitti, Managing Director, 
Religious Practice
Itasca, IL
Phone: (888) 285-5106
peter_persuitti@ajg.com
www.ajg.com

AzUSA PACifiC UNivErSiTy

John Reynolds, Executive Vice President
Azusa, CA
Phone: (626) 815-3887
jreynolds@apu.edu
www.apu.edu

bEST CHriSTiAN wOrkPLACES iNSTiTUTE

Creating Cultures of Excellence
Alfred Lopus, President
Mercer Island, WA
Phone: (206) 230-8111
alopus@bcwinstitute.org
www.bcwinstitute.org

bryAN CAvE LLP

Stuart Lark, Partner
John Wylie, Partner
America, Asia, Europe
Phone:  (719) 473-3800
stuart.lark@bryancave.com
john.wylie@bryancave.com
www.bryancave.com

CAMPUS CrUSAdE fOr CHriST

Helping Fulfill the Great Commission   
in This Generation
Mark D. Tjernagel, CFO – US
Orlando, FL
Phone: (407) 826-2000
mark.tjernagel@ccci.org
www.ccci.org

CAPiN CrOUSE LLP

Certified Public Accountants Providing 
Professional Services and Strategic 
Solutions Since 1972
Bill Haller, Managing Partner
Greenwood, IN
Phone: (317) 885-2620
bhaller@capincrouse.com
www.capincrouse.com

COMPASSiON iNTErNATiONAL

Releasing Children From Poverty in 
Jesus’s Name
Wess Stafford, President
Colorado Springs, CO
Phone: (719) 487-7000
wstafford@us.ci.org
www.us.ci.org

CriSTA MiNiSTriES

Loving God by Serving People
Robert J. Lonac, President/CEO
Seattle, WA
Phone: (206) 546-7200
rlonac@crista.net 
www.crista.org

dOUgLAS SHAw & ASSOCiATES

Specializing in Donor-Focused 
Communications
Douglas K. Shaw, Chairman
Naperville, IL
Phone: (630) 562-1321
dshaw@douglasshaw.com
www.douglasshaw.com

dUNHAM + COMPANy

Empowering ministry effectiveness 
through strategic multi-channel 
marketing+fundraising 
Joy Evans, Strategic Relationship Manager
Plano, TX
Phone:  (469) 454-0061
joy@dunhamandcompany.com
www.dunhamandcompany.com 

ENvOy fiNANCiAL

Trusted Advice Along The Way.
Providing Retirement Planning, TPA and
Recordkeeping Services since 1994
Bethany Palmer, President
Colorado Springs, CO
Phone: (888) 879-1376
bpalmer@envoyfinancial.com
www.envoyfinancial.com

EvANgELiCAL CHriSTiAN CrEdiT UNiON

Ministry Minded Banking for Churches, 
Ministries and Schools
Jeff Tanner, Vice President, Strategic 
Services
Brea, CA
Phone: (714) 671-5700 x 1735
jeff.tanner@eccu.org
www.eccu.org

EvANgELiCAL COUNCiL fOr   
fiNANCiAL ACCOUNTAbiLiTy

Dan Busby, President
Winchester, VA
Phone: (540) 535-0103
dan@ecfa.org
www.ecfa.org

MASTErwOrkS

Full Service Direct Marketing Agency
Rory Starks, Sr. Vice President, Strategic 
Engagement
Poulsbo, WA
Phone: (360) 394-4300
rstarks@masterworks.com
www.masterworks.com

MiNiSTryLiNQ

Maximizing Stewardship   
with Electronic Processing
Foster Chase, President
Spokane, WA
Phone: (509) 789-2274
info@cashlinq.com
www.cashlinq.com

THE NAvigATOrS

To Know Christ and to Make Him Known
Doug Nuenke, President
Colorado Springs, CO
Phone: (719) 598-1212
doug.nuenke@navigators.org
www.navigators.org

THE SALvATiON ArMy USA – NATiONAL 
HEAdQUArTErS

David Jeffrey, National Commander
Alexandria, VA
Phone:  (703) 684-5500
c/o vickie_sledge@usn.salvationarmy.org
www.salvationarmyusa.org  

wOrLd viSiON, iNC.

The United States Arm of the International 
Word Vision Partnership
Richard Stearns, President
Federal Way, WA
Phone: (253) 815-1000
rstearns@worldvision.org
www.worldvision.org
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Directory of cLA Founders council Members

cla platinum level member organizations serve as the most influential voices within the alliance. cla platinum level members 
“founders council” play a significant role in providing critical knowledge resources that support the vision and mission of cla.

To join: Contact Tami Heim, President/CEO at (949) 487-0900, ext. 113 or by email at Tami.Heim@ChristianLeadershipAlliance.org 

MASTErwOrkS

Full Service Direct Marketing Agency
Rory Starks, Sr. Vice President, Strategic 
Engagement
Poulsbo, WA
Phone: (360) 394-4300
rstarks@masterworks.com
www.masterworks.com

MiNiSTryLiNQ

Maximizing Stewardship   
with Electronic Processing
Foster Chase, President
Spokane, WA
Phone: (509) 789-2274
info@cashlinq.com
www.cashlinq.com

THE NAvigATOrS

To Know Christ and to Make Him Known
Doug Nuenke, President
Colorado Springs, CO
Phone: (719) 598-1212
doug.nuenke@navigators.org
www.navigators.org

THE SALvATiON ArMy USA – NATiONAL 
HEAdQUArTErS

David Jeffrey, National Commander
Alexandria, VA
Phone:  (703) 684-5500
c/o vickie_sledge@usn.salvationarmy.org
www.salvationarmyusa.org  

wOrLd viSiON, iNC.

The United States Arm of the International 
Word Vision Partnership
Richard Stearns, President
Federal Way, WA
Phone: (253) 815-1000
rstearns@worldvision.org
www.worldvision.org

Call 1-888-98-GUIDE (1-888-984-8433) or visit www.GuideStone.org/Values  today!

95 years. 36,000 churches.  GuideStone Financial Resources is one of the nation’s 
largest providers of Christian-based, employee benefit plans. We share your values, specialize in the ministry  
and provide one-on-one customer service.

Do well. Do right.

 403(b) Retirement Plans
 Deferred Compensation Plans
 Investment Funds

   Medical Plans for Eligible Churches 
 Term Life Insurance
 Disability Insurance

 Accident Plans
 Dental Plans
 Property and Casualty Insurance*

*Offered through our licensed insurance affiliate.

© 2014 GuideStone Financial Resources          23642     02/14
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The outcomes and indicators drive the activities and 
lesson plans in which Bridgette will participate. All of 
this is strengthened by time. Depending on the coun-
try and age, a Compassion-assisted child will spend a 
minimum of 40 weeks a year and four to eight hours a 
week under the watchful care of staff and volunteers 
who make personal life investments in each assigned 
participant.

Kingdom outcomes for Compassion’s slice of God’s 
kingdom means that we invest, nurture, monitor and 
measure, not on an aggregate level, but on an individual 
child level.

That’s the benefit of outcomes. They are the real-time 
measures of progress toward noble, life changing goals.

What’s more, it is the kind of accountability for which 
donors, and in our case, sponsors are hungry. Christians 
who give to ministry want to make a difference. They 
want to give back to God a bit of what he has provided to 
them. We owe them our best accounting of the outcomes 
for the kingdom in which they have invested. 

So how about your supporters? Do they know the 
impacts they are making? Do they know the deeper met-
rics of your ministry that demonstrate progress toward 
kingdom outcomes? I believe these are the questions 
supporters will be asking with ever-increasing frequency.

Shortly after Bridgette’s sponsor contacted Compas-
sion, a field memo flashed to El Salvador. Compassion 
staff talked to the team at Bridgette’s child development 
center — including Bridgette herself. As it turns out, 
Bridgette had worn her best dress the day of the photo 
and was a bit anxious about it. They examined her file 
and discussed her overall progress and needs.

What the sponsor received was a report, not just on 
her picture but a report on Bridgette — a right-then, real-
time accounting. And they received another photo of 
Bridgette as she looks most every day. A smiling little girl 
in her child development center t-shirt, athletic pants 
and sneakers. Bridgette was back. 

marK hanlon is senior vice presi-

dent of global marketing & engage-

ment for Compassion International. 

He has honed a life-long passion 

to see the poor grow out of 

poverty and for the Church to play 

her pivotal role in the process. 

(Compassion.com)

cla dallas 2014: Mark 

Hanlon will be a keynote 

speaker at CLA Dallas 2014 

“Kingdom Outcomes” 

conference. April 

14–16. To register visit 

(CLAConference.org).

ThOughT LEADER

wwhen Bridgette’S SPonSorS  received an updated photo 

of her from El Salvador, they were concerned. Bridgette’s picture was 
sullen and serious. This wasn’t the same little girl whose winsome 
smile and hands-on-the-hips confidence had won their hearts in 
her original sponsorship picture.

They contacted Compassion. Were bad things happening to 
Bridgette? Could Compassion’s staff investigate? After all, the whole 
idea of sponsoring Bridgette was to merge her onto a road out of 
poverty. This picture appeared as if she had exited.

These sponsors had expectations. Though they might not use the 
language that we in Christian ministry employ, they were actually 
asking, “What are the outcomes in Bridgette’s life? How is Compas-
sion monitoring the results of ministry for her?”

The answer to “What are the kingdom outcomes?” is one all 
of us in ministry should be able to articulate clearly. Even though 
Bridgette is just one of nearly 1.5 million children being sponsored 
through Compassion’s holistic child development program, she is 
individually known, loved, and protected. The metrics of her life are 
known. And that’s critical.

Mission statements in behalf of the kingdom are noble. Kingdom 
goals are inspiring. But kingdom outcomes — well, they change 
everything. It’s not enough for Compassion, or any ministry, to 
espouse a noble ministry vision if there aren’t metrics that point 
to kingdom outcomes as a result. And we can’t confuse activity 
with results either.

Outcomes are the difference between a vision-inspiring speech 
that fires up the staff and demonstrated results that change lives. 
Outcomes are the proof texts of kingdom values.

For Compassion, this has meant developing a global child develop-
ment curriculum contextualized for age and cultural appropriateness. 
Best of all, it’s measurable.

For Bridgette, like all Compassion-assisted children, a Chris-
tian holistic child development curriculum invests in four robust 
life outcomes:

1. Her health practices and physical health; 
2.  Her progress toward becoming economically self-supporting, 

including the pivotal accomplishment of completing school;
3.  Her social skills that enable her to interact with others in healthy 

and compassionate ways, and
4.  Helping her understand Jesus Christ and his role in her life.

Each of these outcomes is informed by life indicators that point to 
progress or to the need for growth. And each indicator is measured 
and tracked. Go into any Compassion child development center and 
you’ll see shelves of binders. Each one is a firsthand statistical biog-
raphy of a child in that center’s care.

By Mark Hanlon

Kingdom 
Metrics
Measuring ministry outcomes
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Custom Training
Custom training and effective communication

at the fingertips of all your people.  Move them
with clarity and unity in your program.

Want to Learn More?
Visit Our Booth at the CLA
Exhibit Hall:  Aisle:  300  - 
IT/MISC    BOOTH # 307  

Scan & Meet Us By Video

Smart Decisions
Protect your people and lead your mission

with a powerful integrated background
screening solution.  Your decision is easier!

Simple Technology
Smart-Trak delivers powerful integrated 

tools for managing people, plus 
background screening!

Smart Decisions.  Quality Data Technology.  Effective Training. 

THE SMART WAY TO CLEAR DECISIONS
AND EFFECTIVE COMMUNICATIONS
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