From our beginning, Leadership Network,
and in turn our ““customers,” have been the
beneficiaries of the wisdom and counsel of
Peter Drucker. Recognized as a world-wide
thought leader and the “father of modern
management,” Drucker has devoted much
of his time and energy in recent years to
working with the “third sector” comprised
of nonprofit organizations and churches. m
He has often remarked that the role of man-
agement is “to make the church more
churchlike, not to make the church more
businesslike.” m In a significant essay
published in the October 5, 1998 issue of
Forbes, Drucker writes of the new para-
digms in management and the once-valid
assumptions that today are “either wrong,
out-of-date or both.” m We thank Peter
Drucker and Forbes for allowing NEXT to
publish excerpts from the essay. It speaks
volumes to leaders and organizations seek-
ing to become more effective in mission and
ministry in the 21st century.
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Management's New Paradigms

Peter F. Drucker

s we advance deeper into the

knowledge economy, the basic

assumptions underlying much of
what is taught and practiced in the name of
management are hopelessly out-of-date.

As a result, we are preaching, teaching and
practicing policies that are increasingly at
odds with reality and therefore counterpro-
ductive. This essay attempts to re-examine
these assumptions and practices. Basic
assumptions about reality are the paradigms
of a social science. Get the assumptions
wrong and everything that follows from them
is wrong.

For a social discipline such as management,
the assumptions are actually a good deal
more important than are the paradigms for a
natural science. A social discipline such as
management deals with the behavior of peo-
ple and human institutions. The social uni-
verse has no “natural laws” as the physical
sciences do. It is thus subject to continuous
change. This means that assumptions that

“Mission defines

after all, and

strategy defines

”

PETER F. DRUCKER

were valid yesterday can become invalid and,
indeed, totally misleading in no time at all.

That's where we are today with the discipline

of management. (Continued on page 2)

What are the assumptions that
are leading management astray?

= That there is only one right way to
organize a business.

= That the principles of management
apply only to business
organizations.

= That there is a single right way to
manage people.

= That technologies, markets and
end-uses are fixed and rarely over-
lap. That is, each industry has a
specific technology and a specific
market.

= That management’s job is to “run
the business” rather than to con-
centrate on what is happening out-
side the business. That is,
management is internally, not
externally, focused.



“The pastoral megachurches that have been growing so very fast in
the U.S. since 1980 are surely the most important

social phenomenon in American society in the last 30 years.”

— Peter F. Drucker

Until the early 1980s, all but the first of these
now outdated assumptions were close enough
to reality to be useful. In this essay | will show
why every one of these assumptions is now
either wrong, out-of-date or both.

The Discipline of Management

e today tend to think of manage-
ment as business management.
Management writers, manage-

ment practitioners and the laity do not even
hear the word “management”; they automati-
cally hear “business management.”

It is therefore important to assert—and to
do so loudly—that management is not
business management, any more than, say,
medicine is obstetrics.

There are, of course, differences in man-
agement between different organiza-
tions—mission defines strategy, after all,

and strategy defines structure. But the dif-
ferences between managing a chain of

retail stores and managing a Roman Catholic
diocese are amazingly fewer than either retail
executives or bishops realize.

The differences are mainly in application
rather than in principles. The executives of all
these organizations spend, for instance, about
the same amount of their time on people
problems, and the people problems are
almost always the same.

So whether you are managing a software com-
pany, a hospital, a bank or a Boy Scout organ-
ization, the differences apply to only about
10% of your work. This 10% is determined by
the organization’s specific mission, its specific
culture, its specific history and its specific
vocabulary. The rest is pretty much
interchangeable.

Why is it important to break down the artifi-
cial distinction between business and non-

business organization? Because the growth
sector of a developed society in the 21st cen-
tury is most unlikely to be business. The
growth sectors in the 20th century in devel-
oped countries have been in nonbusiness—in
government, in the professions, in health care,
in education. In the 21st century that trend is
going to continue with a vengeance.

So the nonprofit social sector is where man-
agement is today most needed and where sys-
tematic, principled, theory-based management
can yield the greatest results fastest.

People pay little attention to the
SucceSSion prOCeSS, thOUgh It the currently politically correct organiza-
IS, In fact, the ultimate test of

good management.

The One Right Organization

From the very beginning, more than a century
ago, the study of organization has rested on
one assumption: “that there is or must be a
single ‘right’ form of organization.” That one-
size-fits-all idea persists today.

By now, however, it should have become clear
that there is no such thing as the one right
organization. There are only organizations,
each of which has distinct strengths, distinct
limitations and specific applications. It has
become clear that organization is not an
absolute. It is a tool for making people pro-
ductive in working together. As such, a given
organizational structure fits certain tasks in
certain conditions and at certain times. Yet
there are universal principles of organization.

One is surely that an organization has to be
transparent. People must know and under-

stand the organizational structure in which
they are to work. This sounds obvious—but it
is far too often violated in most institutions,
even in the military.

Multiple Organizational Structures

The executive of the future will require a tool-

box full of organizational structures. He will

have to select the right tool for each specific

task. That means he or she will have to learn

to use each of the tools and understand which

one works best for each task. And when, in
the performance of a task, he or she
should switch from one kind of organiza-
tion to another.

This analysis is perhaps most needed for

tion: the team.

It is generally assumed today that there is
only one kind of team—the jazz
combo—where each participant does his
or her own thing but together they make
great music. Actually there are at least half a
dozen—perhaps a full dozen—uvery different
teams, each with its own area of application,
each with its own limitations and difficulties,
and each requiring different management.

Here are some examples of teams:

The old-fashioned functional team is the kind
that prevails in department stores. The differ-
ent departments—buyers, displayers, promo-
tion and advertising, selling—do not work
together, and none of their members ever do
the task of a member of another function,
except in a rare crisis.

The advantage of this team is that each mem-
ber can be trained in a particular strength, as
are hitters, pitchers and catchers on a base-
ball team. And each member can be meas-
ured and judged against clear and specific
goals. The weaknesses are rigidity, slowness in




changing anything, and the danger that each
group will be focused only on its own func-
tion. It will do its job well, but pay little atten-

tion to the organization’s overall performance.

Another team is exemplified by the way serv-
ice to customers is now being organized. The
service person assigned to the customer has
the ball, in football parlance. The service per-
son can and does call on anyone in the com-
pany to help a customer with a particular
problem; that expert is then on the service
person’s team for as long as it takes to fix the
problem.

Volunteers...need,
above all, challenge.
They need to know the
organization’s mission
and to believe in it.
They need continuous
training. They need to
see results.

And there are many, many more kinds of
teams. We are now only beginning to explore
them and to define the strengths and weak-
nesses of each and where each works or
doesn’t work. But unless we work out—and
fast—what a given team is suited for, and
what a given team is not suited for, teams will
become discredited as just another fad.

What in all this is the role of the chief execu-
tive? | doubt that anyone would assert that we
really know how to organize the top manage-
ment job, whether in a business, a university,
a hospital or even a modern church. We talk
incessantly about teams—and every study
comes to the conclusion that the top manage-
ment job requires a team. But here, rhetoric
parts entirely from reality, and we practice the
most extreme personality cult of supermen
chief executives—Bill Gates, Jack Welch, Lou
Gerstner—celebrities all.

But how were these people selected and who
will succeed them—and by what process?
What are the safeguards to assure that the
successor will be the best person for the job?
People pay little attention to the succession
process, though it is, in fact, the ultimate test
of good management.

Only One Way

That one way or another people need to be
managed remains the prevailing view, but it is
wrong. On this fundamentally wrong
assumption that there is only one right way to
manage people rest all the other assumptions
about people in organizations and their
management.

One of these assumptions is that the people
who work for an organization are working
full-time and are dependent on the organiza-
tion for their livelihood. Another such
assumption is that the people who work for
an organization are subordinates expected to
do what they are assigned to do and not much
else.

A very large and steadily growing minority of
the work force are no longer full-time
employees. They work for an outsourcing
contractor, be it a cleaning service or a data
processing outfit. Even if employed full-time,
fewer and fewer people are subordinates,
even in fairly low-level jobs. Increasingly they
are knowledge workers. Knowledge workers
cannot be managed as subordinates; they are
associates. They are seniors or juniors but not
superiors and subordinates.

This difference is more than cosmetic. Once
beyond the apprentice stage, knowledge
workers must know more about their jobs
than their bosses do, or what good are they?
The very definition of a knowledge worker is
one who knows more about his or her job
than anybody else in the organization. An
executive, therefore, is not just being polite
when he or she refers to an employee as an
“associate.” The executive is simply recogniz-
ing reality.

Their relationship, in other words, is far more
like that between the conductor of an orches-
tra and the people who play the instruments.
The conductor may not even know how to
play a violin, yet the success of his conducting
depends upon the quality of his associates.
And just as an orchestra can sabotage even
the ablest conductor—especially even the
most autocratic—a knowledge organization
can easily sabotage even the ablest, especially
the most autocratic, superior.

What this means is that even full-time
employees have to be managed as if they were
volunteers. In this, the typical corporation can
learn a lot from the Salvation Army or the
Catholic church.

Like volunteers who work for the church and
for the army, knowledge workers own their

means of production, which is their knowl-
edge. Furthermore, we have known for 50
years that money alone does not motivate
employees to perform much more than it
motivates volunteers.

What motivates—especially knowledge work-
ers—is what motivates volunteers. Volunteers,
we know, have to get more satisfaction from
their work than paid employees precisely
because they do not get a paycheck. They
need, above all, challenge. They need to know
the organization’s mission and to believe in it.
They need continuous training. They need to
see results.

One does not “manage” people, as previously
assumed. One leads them. The way one maxi-
mizes their performance is by capitalizing on
their strengths and their knowledge rather
than trying to force them into molds.

The Erasing of Technological
Boundaries

In the 19th century and throughout the first
half of the 20th, it could be taken for granted
that technologies outside one’s own industry
had minimal impact on that industry. Know
your own technology and you prospered.

Now the assumption to start with is that the
technologies likely to have the greatest impact
on a company and its industry are technolo-
gies outside of its own field. Technologies,
unlike the 19th century technologies, no
longer run on parallel but separate tracks;
they constantly crisscross.

As they crisscross, the walls that neatly defined
industries have come tumbling down. Where
once companies competed within an industry,
today industries compete with industries. The
same is happening in services. All those “natu-
ral” monopolies have faded away.

One implication of this is that non-customers
are as important as customers, if not more
important, because they are potential cus-
tomers. There are very few institutions where
the non-customers do not amount to at least
70% of the potential market. And yet very few
institutions know anything about the non-cus-
tomers—uvery few of them even know that
they exist, let alone know who they are. And
even fewer know why they are not customers.
Yet it is with the non-customers that changes
always start.

All our experience tells us that the customer
never buys what the supplier sells. Value to
the customer is always something fundamen-
tally different from what is value or quality to
the supplier.




Consider the pastoral megachurches that have
been growing so very fast in the U.S. since
1980 and are surely the most important social
phenomenon in American society in the last
30 years. There are now some 20,000 of
them, and while traditional denominations
have steadily declined, the megachurches have
exploded. They have done so because they
asked, “What is value?” to a non-churchgoer
and came up with answers the older churches
had neglected. They have found that value to
the consumer of church services is very differ-
ent from what churches traditionally were
supplying. The greatest value to the thousands
who now throng the megachurches—both
weekdays and Sundays—is a spiritual experi-
ence rather than a ritual.

Bringing the World into the
Organization

Il the traditional assumptions | have

examined here rest on an even big-

ger assumption: that the domain of
management is within the company. That
management’s principal job is to run the
organization.

That, too, is no longer true. It leads to an oth-
erwise incomprehensible distinction between
management and entrepreneurship. It artifi-
cially divides the functions of managing and
innovating. An enterprise, whether a business
or any other institution, that does not innovate
and does not engage in entrepreneurship will
not long survive.

That is true even of the oldest institution in the
world, the Roman Catholic Church. It is usual-
ly considered the most conservative one—
and prides itself on not being given to rapid
changes. Yet it, too, has frequently innovated
and changed with the world.

Protestantism innovates, too. The great church
historian Richard Niebuhr (1894-1962)
showed in several books that any major
change in society leads to the emergence of
new Protestant denominations.

It is still happening. The emergence of the
Knowledge Society today has led to the explo-
sive rise of the new, large, nondenomination-
al, pastoral “megachurches.” It has also led to
an explosion in Pentecostalism, attracting
largely the less educated and less upwardly-
mobile members of modern society while the
megachurches have tended to attract knowl-
edge workers.

What all this means for management is per-
fectly clear: the forces that most influence
organizations come from outside the organi-

zation, not from within. The new Catholic
orders grew not because the organization
required them, but because events in society
required them. The Methodist movement in
Protestantism exploded almost spontaneously
in the late 18th century, not for reasons of the-
ology but as a response to social depravity
among the poorer classes in Britain and the
Us.

In short, these religions survived because they
innovated in response to social change. It
should have been obvious from the beginning
that management and entrepreneurship are
only two different dimensions of the same
task. An entrepreneur who doesn't learn how
to manage will not last long. A management
that does not learn to innovate will not last
long.

Every institution—and not only business—
must build into its day-to-day management
four entrepreneurial activities that run in
parallel:

One is the organized abandonment
of products, services, processes,
markets, distribution channels and

so on that are no longer an optimal

allocation of resources. This is the first entre-
preneurial discipline in any given situation.

2

Then any institution must organize for
systematic, continuing improvement
(what the Japanese call kaizen).

Then it has to organize for system-
atic and continuous exploitation,
especially of its successes. It has to
build a different tomorrow on a
proven today.

the different tomorrow that makes

obsolete and, to a large extent,
replaces even the most successful products of
today in any organization.

And, finally, it has to organize sys-
tematic innovation; that is, to create

| emphasize that these disciplines are not just
desirable, they are the conditions for survival
today.

These entrepreneurial tasks differ from the
more conventional management roles of
allocating present-day resources to present-
day demands. These entrepreneurial activities
start with the outside and are focused on the
outside.

Executives of any large organization—
whether business enterprise, Roman Catholic
diocese, university, health care institution,
government agency—are woefully ignorant of

the outside, as everybody who has worked
with decisions in a large organization knows.
These executives must spend too much of
their time and energy managing inwardly
rather than managing outwardly.

Management does not need more information
about what is happening inside. It needs more
information on what is happening outside.

Growth and survival both now depend on get-
ting the organization in touch with the outside
world. Management has become an external,
not an internal, task. For results take place
outside the organization. Inside, there are
only costs.

The Role of an Outward-Directed
Management

he first task of management is to define
Twhat results are in the enterprise that is

in its keeping. This, as anyone who has
ever engaged in it can testify, is one of the
most difficult, one of the most controversial,
but also one of the most important questions.
It is therefore the specific function of manage-
ment to organize the resources of the organi-
zation for results outside the organization.

Therefore, the new paradigm on which man-
agement, both as a discipline and as a prac-
tice, must be based is that management must
define the results it expects to attain and then
must organize the resources of the institution
to attain these results. The paradigm holds for
universities, churches, charities and govern-
ments, as well as business enterprises.
Excerpts from the first chapter of Peter Drucker’s
forthcoming book, Management Challenges for the 21st
Century. First printed in the October 5, 1998 issue of
Forbes magazine and reprinted with permission from
both Forbes and the author.

© Peter Drucker, 1998
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The full text of Drucker’s essay,
Management’s New Paradigms,
appeared in the October 5, 1998
issue of Forbes Magazine. It can be
viewed on their website located at
www.forbes.com/forbes/98/1005/620715
2a.htm

See also these books by Drucker:

The Age of Discontinuity: Guidelines to
our Changing Society (1992)

The Executive in Action:

Managing for Results, Innovation and
Entrepreneurship (1996)

The Effective Executive (1993)

Managing the Non Profit Organization:
Principles and Practices (1992)
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n the past several years of engag-

ing in studies of postmodernism

and the times we live in, I've con-

cluded that | have a postmodern

mind “trapped” in a Boomer body.
(Okay, so I'm 43.) During the Forum |
realized again the importance of inter-
generational interconnectedness and of
identifying strategic “bridge people” to
help create some stability in this tumultx-
uous era of transition.

INTERGENERATIONAL
CONNECTIONS

Generations are important to God, and
we always function within the context of
our own age peer group. But numerous
passages in Scripture also talk about
generations connecting, with the older
passing on to the younger the heritage
we have received from God.

I've noticed an interesting pattern in the
Old Testament wisdom literature as
organized in the Hebrew Bible. When we
look at the books among these which fea-
ture individuals, we see that most have
the following in common:

e Age and Family Situation
They are separated from their par-
ents, or their parents are deceased,
and they are in their mid-teens to
early 20s when God calls them forth

into a significant ministry.

= Antagonistic Environment
They almost always find themselves
marginalized in the midst of a culture
that is extremely hostile (or barely
tolerant) toward them and their fol-
lowing after the true God.

e Urban Setting and Secular
Training
The place God plants them is usually
a city — often capitols of empires or
at least centers of great influence.
And they are familiar with secular cul-
ture because they tend to be trained
in the pagan academies of their day.

e Intergenerational Discipleship
Most have a mentor from an older
generation on the scene who gives
personal instruction to help the
younger man or woman transform
knowledge into wisdom.

That overall profile looks a lot like the
post-1960 postmodern generation to me.

BICULTURAL BRIDGE PEOPLE

If we have God’s mission in mind, we want
to reach out with the gospel to all gener-
ations in all places. How can we do that
when the postmodern mindset may seem
so contrary and confusing? | believe part
of the answer lies in identifying bicultural
bridge people.

The history of the early church gives us a
series of examples of bicultural men and
women used to spread the gospel.
Barnabas was from a Levitical Jewish
family and therefore probably steeped in
Old Testament Scripture, as well as from
the gentile country of Cyprus. Paul was
tricultural, actually — a Pharisaic Jew, a
Roman citizen, and raised in Damascus.
Lydia — the “seller of purple” — was a
gentile businesswomen who undoubtedly
dealt with merchants from a variety of
cultures. Timothy had a gentile father and
Jewish mother.

| returned from the Re-Evaluation Forum
with a healthy dose of optimism for the
future of the emerging postmodernist

generations of Christians and for those
from modernist generations who stand
with them. | wonder what role others
might play in that unfolding future? 0

RE-EVALUATION
REGIONAL
FORUMS

FOR CHURCHES ON THE NEW EDGE

SCHEDULE AND DETAILS AVAILABLE
DECEMBER 1 AT
WWW.YOUNGLEADER.ORG

WE ARE PRODUCING a special edi-
tion of NEXT in early December featur-
ing the best learnings of the
ReEvaluation Forum. The issue, which
you will receive as a regular NEXT
subscriber, will feature six aspects
found in the church of the postmod-
ern era. If you would like to receive
multiple copies to share with your
church team or other partners in min-
istry, please call us at

After December 15, you may also '.Ip
read this issue from two of our %
websites: o ;

www.youngleader.org
www.leadnetinfo.org
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New for

1999

Starting in 1999, we will be offering
selected Enhanced Forumes for those
who have previously attended a minimum of
two consecutive or three non-consecutive
forums. Enhanced forums will provide special-
ized learning opportunities and appropriate

1998:

Pastoral Care
December 8-11

Four-day forum $295

1999:

January 27-29

Executive Pastors

(plus Enhanced)
February 11-13
The Colorado Springs Airport

Mission Pastors

Larde Church Forums

resource people, and will require some pre-
forum preparation on the part of participants.
Of course, there will continue to be the avail-
ability of networking and dialogue with your
peers who are the best practitioners in the
country!

1999 Forum prices will be:
$295.00 three-day forums

ENHANCED FORUMS:
$345.00 three-day forums

Shuttle Service is no longer in busi-
ness. We suggest that you call
800.781.4486 for the Pike’s Peak
Limoseen Service for transportation to

Directors of Lay Ministries
April 6-8

Senior Ministers Spouses
May 18-20

and from Glen Eryie. They prefer you

call them two weeks to 24 hours in (plus Enhanced)

May 18-20

advance.

S UE
Director of LTN

Lay Mobilization Consulting Workshop  tjons. They are finding it necessary

LTN, Leadership Training Network, is an
affiliate organization of Leadership Network that
conducts training for church leaders, focusing
on the growing movement of lay mobilization
through churches. Sue Mallory brings a wealth of
experience as a church staff member, consultant
and trainer to her role.

NEXT: What you are seeing in the area of
Lay Mobilization in churches?

M ALLORY

March 21-25, 1999

Senior Ministers

PLEASE NOTE

Forum attendance is by invitation only. Groups within each
forum are limited to 25 people each and one participant per
church. Participants are senior ministers and other ministeri-
al management staff of large churches (1,000+ adults in
weekend attendance) who have at least one year of ministry
experience in their current position. All forums are held at
Glen Eyrie Conference Center, Colorado Springs, Colorado. If
you would like to receive an invitation or recommend some-
one to he invited to a forum, please contact Leadership
Network at 800.765.5323 or fax 214.969.9392.

It has been exciting to see
the wave of activity across denomi-
national lines and across North
America as churches are investing
in an intentional way toward the
mobilization of their congrega-

to enhance their existing systems

or create new systems to accom-

modate knowledge about people,
their gifts, talent and needs, the ministry
opportunities in the church and the communi-
ty, and to create opportunities to equip God’s
people for service in those ministries.

NEXT: Leadership Network and Leadership
Training Network are sponsoring a workshop
for Church Champions and Directors of Lay
Ministry in the area of Lay Mobilization next
March 21-25. What will participants learn at
the workshop?

The workshop will be an overview of a
system and principles designed to establish
effective mobilization through teams in any
local church. It will help participants under-
stand the role of the pastor and lay leaders in
its development. We will review the six-step
process for establishing Lay Mobilization min-
istries in a church and give participants the
referral resources they need for helping
churches in this area.

NEXT: What else does LTN offer for
churches and Church Champions?

LTN offers one- and two-day forums
designed to cast a vision for gift-based,
church-wide mobilization through teams;

(Continued on page 8)

ChurchChampionsNetwork

Serving Consultants/Catalysts to Congregations
www.churchchamp.org

All forums and workshops are by invita-
tion. To inquire about receiving an invita-
tion call 800.765.5323.

Call 800.765.5323 to register.
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Diffusion of Innovations

Everett M. Rogers
The Free Press, fourth edition, 1995
To order, call 800.323.7445, $32.95

A classic book for anyone seeking to
understand the power and process of
change and the diffusion of innovation
within a system or organization, it has
important implications for leaders want-
ing to initiate and lead change.

The Healing Power of Stories

Daniel Taylor
Doubleday; 1996; $22.50

In a culture increasingly influenced by
story, this book is useful in understand-
ing the elements, approaches and
power of the narrative. Especially help-
ful are the questions that help to shape
family, religious, cultural, school and
life-defining stories.

Mars Hill Review

Three issues annually; $29.00;
call 800.990.MARS or
visit their website at www.marshillforum.org

This journal looks at contemporary cul-
ture through the lens of biblical truth as
reflected in books, poetry, films, essays
and interviews. Check out the current
issue and other Mars Hill Forum oppor-
tunities at their website.
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After Heaven, Spirituality in
America Since the 1950’s

Robert Wuthnow
University of California Press, 1998
To order, call 800.822.6657, $29.95

One of the most insightful observers of
American religion, Wuthnow examines
the shifts in the America’s search for
spirituality over the past half century
through interviews, cultural analysis,
and other research efforts. It is a signifi-
cant book for those seeking to under-
stand the reality of the altered U.S.
religious landscape.

Revolution in Leadership:
Training Apostles for
Tomorrow’s Church

Reggie McNeal
Abingdon, 1998
To order, call 800.251.3320; $16.00

In this important book for 21st century
leaders, McNeal establishes the changed
context of ministry and identifies new
ministry skills sets and a model of life-
long learning for the future.




(Continued from page 6)

beginning and advanced five-day Institutes to
equip pastors, directors of lay ministries and
ministry leaders in setting up the process in
their churches; and a network of trained LTN
consultants available to consult with churches
on-site in this process.

NEXT: What is happening in denomina-
tional churches with the idea of lay mobiliza-
tion?

Lay mobilization knows no denomina-
tional boundaries or age limits. It is being
established in all the mainline denominations
as well as nondenominational seeker church-
es and Catholic churches as well. Without
exception, these new systems are being
brought to life through ministry teams, some a
blend of staff and
volunteers, selected for their gifts and their
passion for the ministry to which they have
been called.

NEXT: s this just for large churches?

No, this is a ministry that applies to
churches of all sizes. We have had leaders
from very small churches attend our training
and be helped as well as leaders of mid-size
and larger congregations.

E that the differences God'ﬂ*n store  fere

We have redesigned our web-
site to make it easier for you to
access the variety of resources
of Leadership Network.

« information is bundled in
simpler packages

« graphics download more
quickly

 ways to communicate with us
are faster and more
efficient

« links to the entire
community of LN websites
are clear and direct

In addition, we've created a new
website devoted exclusively to
useful information for 21st cen-
tury leaders...

www.leadnetinfo.org

« publications...NEXT, NetFax, Access

* top ten FAQ's

o links to other useful websites

« recommendations of outstanding books,
conferences, websites

So, check us out and, please,
let us-know how we can be
useful to you.

www.leadnet.org

www.churchchamp.org
www.leadnetinfo.org
www.youngleader.org
www.ltn.org

nsultants am servq.

rches will face in the 215

stound us! The greatest impact of this e ing eso
rch will be on its leaders. Leadership N rk’s
aim is to connect 215t century church lead ith
e another and also to the best ideas, tool
esources.

etFax and Access are two publica-
ns that will change the way you look
at things. NetFax plugs you into the net-
works of ideas and emerging perspec-

- es derived from our research of
CENTURY ovative churches, culture, business and
B B related d|SC|pI|nes Access keeps you cur-

ing a subscriber to NetFax now for

.00 a year (Canada-$58 U.S.), you’ll also
begin receiving our new monthly public
tion, Access, free of charge. Both will
delivered by fax or e-mail. NetFax
come every two weeks (26 issu
2

Access will come mont
issues).

A Rlease cal
o subscribe.

3.LEADNET

LIKE? -
from LEADERSHIP NETWORK




