
  
 

Your Turn  
By Kim Pettit 

 

There is a purpose to our publishing: the 

proclamation of the Gospel. It was Jesus’ 

Commission to the Twelve and now the 

responsibility of every believer: “Go and 

make disciples of all nations.” (Matthew 

28:18) The focus of this issue is how 

publishers accomplish this task through their 

work. 

1. Ecklebarger [link to article] begins with 

a story of an unsaved man who threw away 

a tract. Are tracts effective in your culture? 

What formats are most attractive to non-

Christians in your country? Is your 

publishing house making use of those 

formats?  

2. Editorial Unilit has “a long list of titles 

that are designed to present the gospel,” 

writes Ecklebarger. How many of your 

books include an evangelistic focus? Is that 

the appropriate percentage for your 

publishing house? Why? 

3. Ecklebarger notes that he “had lost some 

of [his] zeal for publishing and distributing 

evangelistic tools.” Hlatka [link to article] 

writes, “We in Christian publishing forget 

why we do what we do.” What strategies 

can you employ to encourage your staff to 

remember and to have zeal for making 

Christ known? Make a list.  

4. “In much of the world today,” argues 

Ecklebarger, Bibles do not need to be 

subsidized, but evangelistic titles do. Do you 

agree?  

5. White [link to article] was hired as a 

consultant to the Salvation Army prior to 

committing his life to Christ, and was 

surprised when his client began a meeting 

with prayer. Does your company do 

business with non-Christians? If so, how are 

your interactions with them bearing witness 

to your beliefs?  

6. Hlatka testifies that she was saved 

through books that were smuggled into 

Communist Czechoslovakia. Chandler [link 

to article] writes that Mazhar Mallouhi “has 

seen the very negative effects of smuggling 

[and views it] as blocking all possibilities 

for the Bible to be taken seriously.” What is 

your position regarding smuggled Christian 

literature? Is it always possible for your 

company to operate through legal channels? 

If not, to what extent are you willing to 

modify your publishing strategies? Does this 

include even the content of your books?  

7. Al Kalima seeks extensive input from 

non-Christians in the product development 

process? What is your market research 

strategy for books that you hope to sell in 

general markets? How can it improve?  

8. Al Kalima’s choice to publish “content 

exclusively oriented to Muslims” has design 

implications that increase the cost of its 

books. What are your criteria for 

determining how much you will allocate for 

design and production for the books you 

publish—and do the criteria change when 

the title is evangelistic? How? Why? 

9. Chandler’s article shows that Mallouhi 

holds a negative view of many Christian 

publishing efforts in the Middle East. Which 

of the criticisms he offers, if any, do you 

feel are justified—and to what extent? Do 



any apply to your own company?  How do 

you  currently gather, and address, negative 

feedback on your publishing efforts?   

10. Question relating to Jim’s column, to 

be written.  
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