World Evangelization Assessment:
A Paradigm Shift for the’90s

by Pete Holzmann

A s we approach another global

conference on world evan-
gelization in May 1995, many people are
vitally interested in knowing whether
or not it isreally possible, or even plausi-
ble, that there will indeed be a church
for every people and the Gospel for every
person by AD. 20007? I'd like to dis-
cuss some principles that lie behind the
process of answering that question,
looking especially at how the process of
assessment has changed in recent
years.

| am a businessman, having
developed a successful two-track career
combining business pursuits with a
growing and activist heart for missions. It
should come as no surprise that | see
tremendous parallels between the corpo-
rate world and the world of evangeli-
cal missions. As the saying goes, “Busi-
nessis War.” And we shouldn’t be
afraid to declare that we are fighting a
war—a spiritual war, battling for the
souls of men and women in God’ s world.
In order to form a ministry strat-

egy, thefirst step in that process is assess-
ment. Let’s see how assessment can
help clarify the issues. We need to look at
changes taking place in various major
enterprises around the world. Why do
major corporations seek to divest
themselves of responsibility for so many
aspects of running a business? An
example that | am intimately familiar
with, isin the software industry. Soft-
ware companies write software, write the
documentation, duplicate it, package
it up, sell it, ship it to customers, and pro-
vide (hopefully) good service if (or
when!) things go wrong. Do you realize
that today, it is possible for a software
company to get away without doing any
of that work itself? By “out-sourcing”

every single one of those tasks to an out-
side vendor, the software company
would end up in a purely coordinating
role, and yet could still be considered
amarket-leading software company!

Looking at successful “out-
sourcing” partnerships, we find that what
is strategically important in a business
enterprise is not so much the work to be
done and the resources required to do
it, but the information, knowledge and
relationships behind the process. Cer-
tainly, massive resources are needed to
achieve the goals. But strategies and
tactics based on wisdom and understand-
ing gleaned from current information
can improve the effectiveness of those
resources by several orders of magni-
tude.

This new focus on information as
avaluable resource, and the new coopera-
tive relationships created, is causing
major changes in how the corporate world
does business. It is also causing great
turmoil within the US Department of
Defense (which is perhaps the largest
corporate enterprise in the world), as they
realize that war can no longer be
fought in traditional ways. For example,
according to reliable sources, the
recent US-led Desert Storm operation was
much less of aresounding success
than has been promoted in public. Mili-
tary leaders struggled mightily with
getting the right resources to the right
place at the right time. Asit was, a
large proportion of the material sent over
was not found in time for battle, and
in fact has never been returned to the US.

Do these examples strike a famil-
iar chord? Why isit that the Church, with
itsincredible resources, vision and
spiritual strength, struggles so mightily to
accomplish her global task? Why isit

that, even with the valuable lessons of the
past behind us, we are still struggling

to make disciples of all the nations? L ook-
ing abit deeper into the principles

behind today’ s business and warfare strat-
egies will give us valuable insights.
Perhaps we can apply the following six
principles to the mission “battle” in

which we are engaged and win the war!

1. Seeing the Whole Picture

Today you can't make it in the
grocery business by simply renting a
building on Main Street and opening
acorner grocery store. Y ou need to see
the big picture. Who are your compet-
itors? Where are they located? What is
their business strategy? Who are your
potential customers? What are their buy-
ing habits and shopping hours? What
do they want in a grocery store... isit just
“groceries,” or perhaps are they really
looking for... afriendly place to obtain the
everyday necessities of life?

Y ou also need to see the details.
What product brands do people pre-
fer? How much inventory must be main-
tained to take care of demand without
spoilage? How can you coordinate promo-
tions with what is being advertised on
national TV and radio?

These are questions that relate to
both overall strategy and specific tactical
issues. Today, you cannot run an
effective, efficient, competitive business
without good answers to these vital
guestions.

Through massive cooperation of
vendors, retailers and research organiza-
tions, information to answer these
kinds of strategic and tactical questionsis
available in the business world. Mar-
ket research firms and consultants are
happy to supply necessary back-
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ground information at the strategic plan-
ning level. Vendors will work with

you to take care of tactical details; in
many cases, they’ re happy to fully

handle inventory turnover and promotions
for you! Together with partners such

as these, you can create a successful strat-
egy for your store.

WEe're in the same situation in the
“missions industry,” and have been
for many years, even though it is only
recently that cooperative strategies
have come into vogue. Efficient overall
strategies for resource mobilization,
and effective tactics at the local level,
require that we obtain and continue to
maintain a clear understanding of the situ-
ation both globally and locally.

In fact, much progress has been made
toward building and maintaining a
complete picture of the status and oppor-
tunities for the Gospel. But just as it
isonly in the last decade that businesses
have found it practical to acquire and
track current and accurate market research
for their industry, it isonly in recent
years and months that we' ve begun to get
aclear, field based, reasonably com-
plete global picture of our “missions mar-
ketplace” at every level from nations
to villages, from mega-peoples to
MPTA’s (Million People Target
Areas, a clustering concept favored by
Campus Crusade for Christ). We have
only begun the process, but our goal isto
build and maintain a picture that is
clear and understandable, that is based on
a continuing stream of field-based
information, and that is reasonably com-
plete and up to date.

By the end of thisyear, we'll have
baseline maps and standard codes for
all of the countries and provinces of the
world. We're close to having worka-
ble tracking systems for the peoples and
languages of the world. Projects are
under way to compile listings of every
habitat on earth, from mega-city to
tiny village. Our habitat database is not
much more than alist of every city on
earth with over 50,000 population, but
even that is a milestone. To the extent
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possible, we're trying to foster a strategic
understanding of the situation at each
of these levels, from global to local.
Clearly, the availability of an ever-
more-complete picture such as this will
have, and already has had, some
important consequences.
Strategic Thinking

When people can distinctly see the
entire remaining task, they begin to
think more strategically. For over a hun-
dred years, missiologists have talked
about dividing up the remaining task.
Now, with concepts such as the 10/40
Window and Worlds A, B and C entering
the consciousness of lay Christians
worldwide, we see many more people
saying things like: “If that iswhat’s
left to be done, what is the best way to
divide up the remaining task?’ “We
should work together to finish this up!”
“How many churches would each
denomination need to plant in order to
reach that country for Christ?’ “What
strengths of my organization need to be
further developed so that we can be
ready the next time there is a major open-
ing such as happened in the former
Soviet Union?" “Please assign us to our
part of the task!” Clearly, old ways of
thinking are beginning to quickly disap-
pear. The task is not too big, it is not
unknowable, it is something that can be
grasped, yet it certainly is bigger than
one group of believers can handle on its
own!
Motivation to Fill the Gaps

A second consequence of having
areasonably complete picture: Gapsin
the picture are highly motivational.
When only a few pieces of ajigsaw puz-
zle have been assembled, it is easy to
tire of the project. But when only afew
pieces remain loose, bystanders
develop an incredible urge to fill the gaps
in the picture. Because of this effect,
there is no shame in having blank areas in
a database. The gaps are incredibly
valuable for telling us what we do not
know, and motivating people to fill
them in!

Thus, while comprehensive mod-
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els, with all gaps filled in by interpolation,
are important for creating usable strat-
egies, it is also important to publish infor-
mation in aform that shows how

much of our knowledge is based on cur-
rent field information, and how much
isincreasingly out-of-date conjecture.

As an example of agreat presen-
tation on what we don't know, consider
that Wycliffe/SIL creates language
maps specifically showing the many lan-
guages for which more research is
required before we even know whether a
translation is needed! A country, peo-
ple or city profile containing lots of blank
spaceisavery powerful motivational
tool.

Getting Close to the Finish

A final conseguence for those who
can see the scope of the remaining
task: thereis arealization that the task can
and will be completed someday soon.
Today, our efforts involve a significant
sense of urgency, a sense that we are
in a kairos moment.

The early church started the race
with a bang, “pressing on toward the
goal” as Paul put it. Since then, we
have slogged along in the race for twenty
centuries, sometimes slowing to a
walk, perhaps even getting confused and
heading in the wrong direction. Yet in
all that time, God has not given up on us.
We who are involved in discipling the
nations now have a great sense of urgency
because we can see the finish line!

We don’t know how long it will take to
get there, but we can see that we're
getting close. Oh how that energizes usto
sprint during the final leg of the race!

Do we want to see a church for every Peo-
ple by AD 20007 Definitely! But our
eyes are on the finish line, not on a stop-
watch, or on an arbitrary date, no mat-

ter how significant. We don’t know how
fast God wants us to run the race. We
just know that He wants us to run it with
all of the strength and skill He has

given us!

2. Focus on the Process
As the information age pro-



gresses, improved information manage-
ment tools have allowed us to move

from focusing on products (whether prod-
ucts relating to strategy, such as a
strategic plan, a book, an almanac or an
informative seminar, or products

relating to the results of our efforts, such
as a completed production run, a

signed contract, or a successful cam-
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like wildfire to the global Christian com-
munity. Y ou can be sure that every

time alist of people group information is
printed, there is lots of feedback, pro-
viding corrections and new data! Even the
Christian missionary enterprise, with

all of its perceived lack of resources, has
joined the modern world of amaz-

ingly fast communications and informa-

27

updated set of information are motivated
to search for errors based on their

own knowledge, and to correct or fill in
gapsin the data. Some might be frus-
trated seeing all this critical feedback, but
itisan essential part of the process. In
many ways, such feedback improves the
process itself. Within limits, the more
often you can cycle data updates back to

paign), to more of afocus

on the process. To some extent,
thisis a matter of degree

rather than awholesal e change.
Research focused on pro-
ducing an updated strategic plan
every five to ten years
involves a process that
improves each time it is
repeated. What is different in
the 1990’ s is that the path

from research to resultsis often
highly compressed. Rather
than basing business market
strategies on decadal census
data, we depend on massive
quarterly updates incorpo-

Our eyesareon thefinish
line, not on a stopwatch,
or on an arbitrary date, no
matter how significant.
Wedon’t know how fast God
wantsustorun therace.
We just know that He wants
ustorun it with all of the
strength and skill He has

given us!

the field, the more people
will understand that their input
has avery real effect on
our understanding of what God
isdoing. They see that
their input affects how people
pray; it affects how
resources are allocated; it
affects how we all think
about each part of the world.
Eventually, effective strat-
egy, properly applied, produces
fruit, which enables us all
to see that we are doing a better
job of approaching the task
God has given us.

That idea leads us

rating the latest local trends.

The same thing is happening in
missions. As always, thereis acycle from
field understanding to creation of
strategies and tactics, to communication
of vision. And from there to prayer
and mobilization, to the reaching of the
unreached in the field. Field results
(based on effective strategy) lead to a
desire to cooperate in providing
updated field information that can
improve our tactics and strategies. In
simpler terms, the missions enterprise
needs frequent reality checksl!

But rather than taking years (if not
decades) for field reality checks to be
incorporated into tactics and global strate-
gies, today it can take months, weeks
or even less. For instance, within hours of
the first opposition to the CoMission
project in one area of the former Soviet
Union, electronic mail messages were
flying around the world, sharing the situa-
tion and requesting concentrated
prayer. Concepts such as Adopt-A-People
and the 10/40 Window have spread

tion technology.

This change has several significant
implications. Some are quite valu-
able; others entail new pitfalls and dan-
gers to be avoided.

First and most obvious, it becomes
clear that information gathering and
analysis cannot be a single event under-
taken to produce a particular report or
to support a particular strategy, but is
rather an ongoing process, continually
cycling through periods of data gathering,
analysis and reporting, and action
motivating another round of the cycle. If
this process is handled properly, our
understanding of appropriate strategies
and tactics will remain current, and
will continue to improve due to the availa-
bility of an ever more complete and
accurate, updated picture. Each turn
through the cycle provides a new real-
ity check that holds us all accountable to
the situation in the field.

Secondly, as I've already mentioned,
many who come in contact with an

directly to one of the pitfalls to
be avoided. In this era of fast turna-
round time, there's a strong temptation to
publish hasty updates, based on the
idea that “we can always catch our errors
next time.” Sure, there is sometruth
in that statement, but at the same time,
much damage can be done through
the careless publication of too-quick
updates. Many who look at such
needlessly and erroneous data waste pre-
cious resources based on an assump-
tion that what they see is the best we
know. Once they find out (and as
soon as more informed people see the
obvious errors and inconsistencies),
they become rightfully angry, knowing
that better stewardship of the informa-
tion is needed. This can seriously damage
the overall process, because people
don’t want to participate in a process
where their best efforts to provide
good information are ignored.

How do we deal with this dan-
ger? Answer: Through improved coopera-
tion, accountability throughout the
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process (not just after each report is pub-
lished), and through setting of realis-
tic goals at each stage. For example, |
want to be able to present afantastic
assessment summary report at GCOWE
‘95 meeting in Korea, showing the
progress of the Gospel at all levels from
countries to peoplesto MPTA’s and
cities. However, |'d much rather see a
more limited report done well, than a
huge report done poorly. There needs to
be balance here. All assessment is
subject to error. For instance, we know
that we can never create a perfect list

of the all the unreached peoples, just as
we can never get atruly exact instan-
taneous count of the population of the
world. But that doesn’t excuse us

from being good stewards over the infor-
mation that we have; we need to hold
each other accountablein this.

3. Focus on Cooper ative Effort

How does a modern corporation
achieve its goals, when much of the real
work is handled by outside organiza-
tions? It does so by cooperating with able
partners who are in business to see the
common goal accomplished, partners who
do not worry about obtaining credit
for themselves. A corporation may work
with outside product devel opment
consultants, an outside telephone sales
organization, a“fulfillment house”
that does all of the packaging and
shipping, a billing and collections
firm that collects the money, and so forth.
None of these organizations, vital as
they are to the success of the enterprise,
insists on special recognition for their
efforts. By working together, they form an
enterprise that is actually more than
just the sum of the parts.

In missions, we too are learning
this lesson. But it does not come naturally!
Although we want to give the Lord all
the credit as Author and Enabler of our
entire task, our fallen nature causes us
to get very nervous if we aren’t recog-
nized for our vital role in any particu-
lar project. But over time, we are learning;
we're finding the joy in being part of
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a community where nobody but Jesus gets
the credit for what is accomplished!

This principle creates an interesting
implication for the assessment pro-
cess. Some typical questions of the past,
such as, “Which organization are you
with?” or, “Which organizations are work-
ing among this people?’ are becoming
quite difficult to answer properly. Perhaps
these questions are even becoming
obsolete! Does it really matter that my
mission board is Paraclete Mission
Group? Is it not more useful to have an
understanding of the cooperative part-
nerships I’'m involved with, the resource
networks I’ m affiliated with the lead-
ersthat | work with? Rather than knowing
which particular radio ministry or
ministries are targeting the Muslim peo-
ples of Pakistan, isit not more useful
to know that World By 2000, the radio
ministry cooperative partnership, is
working on that area?

Many of these new enterprises
are serious about accomplishing their
goals and objectives, but at the same
time find it completely unnecessary to set
up the visible trappings of yet another
non-profit missions organization. Cooper-
ative partnerships is obsol eting many
traditional measures of ministry activity.
If we only count the officially consti-
tuted organizations, but leave out the
cooperative partnerships, we will
increasingly miss the most active and
most important part of the overall pic-
ture,

4. Responsible Sharing of | nformation
Traditionally, there was a distant
if not somewhat paternalistic, or even
antagonistic, relationship between a
wholesale supplier (such as Coca Cola or
Kellogg's) and a grocery store. The
wholesaler had rather full control over the
situation: they knew what would be
advertised nationally, and when, and what
kinds of discounts would be offered.
They knew better than anyone how much
product was needed in any store at
any time. They controlled the pricing,
delivery and other terms of how prod-
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uct would be made available to the grocer.

Today, the grocer has his own set
of valuable information. He knows who
buys each type of product, how often
they buy, what kind of promotions his cus-
tomers respond to, and so forth. Using
this information, the grocer can turn
around and dictate to the wholesal er
exactly which products are needed, and
when, and even what kinds of promo-
tional events will best sell more product.

Rather than turning all of this
information into ammunition for a pitched
battle, the grocer and wholesaler have
found a better solution. They share their
vital information. Increasingly, gro-
cers (and other vendors) are giving their
suppliers direct access to internal
databases that track inventory, sales, pric-
ing, and so forth. In fact, tactics that
once would have been unthinkable are
now commonplace. Vendors look at
the store’ s inventory, and create their own
replenishing orders. Stores can look
directly at vendor production management
databases, and decide whether to tem-
porarily switch to alternate sources of sup-
ply.

How does this apply to assessment of
global evangelization? In two signifi-
cant ways: First, we must look creatively
at the information being maintained
by various parties, and see what benefits
might accrue from greater sharing of
that information. One of the best ways to
find errorsin a data set is to compare
the data with a similar set of information
created through an entirely separate
means. Every area of disagreement is
worth noting, as it highlights what
may be an error in one or the other data-
base. However, |'m afraid that the
Christian community has to take more
fully to heart a second lesson from the
grocer and the wholesaler before we'll see
commonplace data sharing on alarge
scale.

The second application of this
principleis simply this: We have much to
learn about trust, both earning trust,
and acting in trust. Through the SHARE
Fellowship, we now have a defined



mechanism for information sharing. But
trust is built on much more than defi-
nitions and contracts. It is built on rela-
tionships. We need to continue to

work on trust relationships within the mis-
sion community. Aswe do that, | pray
that we'll learn to trust our information
with each other at least as well as the
grocer and wholesaler are able to trust
each other!

5. Information: A New Resource
Unlike material
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would see their ideas disseminated to the
world. Authors simply could not get a
wide audience for their ideas if they could
not first convince the owners of the
presses that their thoughts were worth the
trouble. Even after the publisher

agreed, they spent alot of effort refining
their thoughts, polishing their presen-
tation, checking and rechecking all of the
facts and figures. Readers of printed
material knew this, and thus developed a
long habit of trust for what they found

ment analysis that incorporates this
accountability is the new Southern
Baptist work on Gospel exposure factors.
Just like product ratings in consumer
and computer magazines, the SBC/FMB
analysis will incorporate a number of
weighted factors. In the report the data
behind the factors, as well as the
assigned relative weights, will all be
shown. Thus, the reader can easily see
the derivation of an overall ranking, and
can create their own ranking if they

wish to use a different

goods, information
can both be quite valu-
able and at the
sametimeisrelatively
easy to acquire and
also difficult to hoard.
Under most circum-
stances, if | learn some-
thing, you can learn
the same thing (the
same way | did).

Through theintervention of the Holy
Spirit, | know that if the Church
wereto wake up to thefact that it can be
done, even in our lifetime, through
the massive participation of the Body of
Christ around theworld, then the
goal just might be reached.

weighting system.
Providing this extra
information

involves a significant
amount of addi-

tional effort, but the
results, seenin a
strong sense of owner-
ship by interested
readers, are well worth
the trouble.

Once you know what | know, you can do
whatever you like with the informa-

tion, even to the point of sharing it with
the whole world. Unlike other

resources that we might like to widely
share or duplicate, information is
something that can be easily shared at lit-
tle or no cost. Thisisfar more true
today than at any time in the past, even
than just afew years ago. Today, |

can instantly send a message to millions
of people around the world at a per-

sonal cost of only afew pennies. | can
duplicate two million pages of text

onto a digital audio computer tape for
only ten dollars. That is certainly afar
cry from afew hundred years ago, when
duplicating a copy of the Bible was an
effort worthy of alifetime.

Of course, this reality has tremen-
dous implications for the missionary
enterprise, in awide variety of areas.

I’d like to focus on just one implication
that applies particularly well to the
assessment process.

Not too long ago, the prohibitive
cost of getting a book published created
an automatic barrier for those who

inprint.

Today, even though almost any-
one can inexpensively self-publish what-
ever they like without any oversight
or review, the public still retains this habit
of thinking, “If itisin print, itmust be
correct.” But that habit is changing. Peo-
ple are beginning to realize a need for
the ability to come to their own conclu-
sions regarding what they read.
Increasingly, the audience holds the
author accountable for the informa-
tion presented.

As we produce assessment
reports, analyses and other presentations,
we have aresponsibility to ensure that
readers are able to verify what we're say-
ing. We need to make ourselves
accountable to our audience. Thus, our
presentations of assessment analysis
must allow the audience to understand
how our analysis was done, and the
facts it was based on, so they can perform
their own analysis. Without this
accountability, we' re setting ourselves up
as experts whose word must simply
be taken at face value.

One good example of an assess-

6. Localized Strategy

Both in the business world and in the
military another massive shift is tak-
ing place. Organizations are moving from
centralized planning and control to
localized control. Overall strategy is still
maintained and promoted by the cen-
tral leadership, but most other decisions,
especially those regarding specific
tactics, are made locally.

The global missions enterprise
has along way to go before we can say
that there is coordinated global strat-
egy and localized tactics. However, | sub-
mit that we are making progressin
that direction. The name of the game
today is cooperative partnership, in
every ministry area from radio to church
planting, from Bible translation and
distribution to prayer, which is transform-
ing the world of missions. We are see-
ing clear, coordinated, effective global
strategies-not just on paper, but in
action!

We're also beginning to see more
effective local tactical decisions based on
those strategies. Being realistic, we all
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know that these initial efforts towards
cooperation are imperfect. Some of

the goals are too vague, too ambitious, or
simply based on improbable assump-
tions. But the partnerships I've had the
privilege of observing are serious

about their task. They want to improve, to
regularly take a“reality check” of

both current and long-term goals, and of
factors hindering progress. In every
resource network |’ ve seen, there's arec-
ognition that the overall strategy must

be localized.

One current example of this truth
isfound in our efforts to track the peoples
of the world. Until recently, several
researchers felt that the only practical
method for identifying people groups
was by language and by habitat (country,
province, etc.). This emphasis ignored
some sociological aspects that could per-
haps help us to identify other distinct
peoples. Since such distinctives were con-
sidered theoretically boundless, they
were not believed to be useful as the basis
for a practical coding and identifica-
tion system.

Now we find that local research-
ers, such asthose in India, have done
some extensive work and have
derived a method for identifying what
they consider to be a complete listing
of what they call “communities”—
essentially, a contextualized descrip-
tion of the groups of people that each
require a separate missiological break-
through. More analysis of this situation is
necessary, but it is already clear that
some changes may be needed in the global
coding system in order to incorporate
the Indian situation as seen by the experts
in that country. That is my simple
point: Rather than telling researchersin
India that they must conform to a cen-
tral idea of the “correct” people group
identification system, it is our duty as
outsiders to incorporate the insights of
Indian researchers into our models.

Combining this principle of localiza-
tion with our new focus on process
brings me to another new pitfall in the
assessment process. One of the conse-
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quences of our ability to create increas-
ingly timely and accurate pictures of

the missionary enterpriseisthat it's quite
easy to succumb to atendency to drive
analysis from the numbers, rather than to
let local understanding take prece-

dence. It is easy to think that “our informa-
tion and analysisis the best available,
incorporating current local knowledge.”
Yet even at best, any compilation of
information is only a summary, a current
estimate. In many cases our informa-
tion has become completely outdated in
the years since the last survey of a

local situation. That’swhy it is always
dangerous to assume that we who are

on the outside know better than local peo-
ple who live with the situation. We

must always be vigilant to welcome and
solicit input from those with a closer
understanding of the situation.

I’d like to provide yet another
example. There are a number of global
surveys flying around the world today.

At least one of these surveysis being pre-
pared in away somewhat different

from my past encounters with surveys and
profile forms. The AD 2000 Country-
level assessment workbook, and some
other new survey tools, are based on a

set of questions designed not by research-
ersin the West, but rather through
cooperative effort by leaders from all over
the world. The questions are formu-

lated in away that they feel will be most
helpful in communicating the reality

of their situations. Does this small effort,
ensuring that the voice of in-country
leaders is heard, make a significant differ-
ence? We believe that it does. We're
seeing excitement among international
leaders as preliminary versions of

these survey tools are put into use.

Conclusion

So, we have discussed six princi-
ples: 1) the necessity of seeing the whole
picture, 2) afocus on process, 3) the
need for cooperation, 4) the need for shar-
ing of vital information, 5) informa-
tion as a different kind of resource, and 6)
the shift from a centralized focus to an

emphasis of localized understanding.
These principles lie not only behind
the AD 2000 assessment process, but
behind the AD 2000 & Beyond
Movement itself.

With that background, perhaps
we will better understand the answer to
the question: “Isit really possible, or
even plausible, that there will be a church
for every people and the Gospel for
every person by AD 2000?" The answer is
two-fold: First, | believe that the
energy now being invested in a process
that |eads toward this goal will even-
tually bear much fruit. Second, through
the intervention of the Holy Spirit, |
know that if the Church were to wake up
to the fact that it can be done, and that
it will only happen, even in our lifetime,
through the massive participation of
the Body of Christ around the world, then
the goal just might be reached.

Asitis, evenif we do accomplish the
goal, we've got a lot of work to do
before we can know for sure that we have
made it. We need to take this process
one step at atime and ask: Where are the
churches? Where are the unreached
people groups? Where are the cities,
towns and villages that house every
person on earth? Where has the Gospel
been effectively shared so that now it
is spreading like wildfire? Only with good
answers to these questions can we
even have any idea whether the overall
task has been or will be completed.

With our Lord’s help, | believe that
these vital questions can and will be
answered. The answers will help the Body
of Christ create effective strategies
for fulfilling the world mission mandate
which will only be accomplished by
God's grace and the obedience of His peo-
pleto that vision. My prayer is that it
may be accomplished by the year 2000.

Pete Holzmann is a senior asso-
ciate with Paraclete Mission Group
and serves as coordinator of the

AD 2000 Assessment Task Force. He
livesin Black Forest, Colorado.
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