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Logos is small. We only
have four permanent
staff. Two are editors. I

am the publisher, in charge
of the business, marketing,
and our relationships with
printers. A colleague is in
charge of customer service,
accounting, and the relation-
ship with the bank. 

I get to work at 8 o’clock.
First, I check my e-mail to see
if there are any urgent mes-
sages. If there are books in
production, I call the printers
to make sure everything is
okay. If galleys or color
proofs must be approved, I
plan when I will do this. If
there is nothing urgent, then
I go to my usual schedule.

I work best with large
blocks of time. I am not very
productive if I have to do a
lot of important things one
right after another. If a major
activity is taking place, I try
to allocate more time to it. I
prefer to plan by the week or
month. First, I make sure I
have time for big projects. I
then set aside a day or several
hours for small projects so I
can finish them quickly.

For example, I set two or
three days aside to check a
manuscript before it goes to
the printer. I am the last per-
son to read it, to make sure
that everything is okay. Also,
this is a way for me to check
the work that has been done
up to this point. We do most

of our editing on computer,
so if there is a problem, I can
trace who is responsible and
talk to that person. 

Around noon, I go and
talk to each one of my col-
leagues. I make sure that they
are motivated, that things are
going well. We discuss prob-
lems, special requests from
our customers or financial
issues. 

During this time, we also
talk about our cash flow. We
update our cash flow state-
ment every two to three days.

This usually takes about 30
minutes to an hour, depend-
ing on the problems we are
facing. Cash flow is the single
most critical factor in the
environment in which we
operate. Logos is trying to
increase the number of books
published per year from six

or eight to twelve, so cash
flow is even more critical
now.

During the week, we
might have a two to three-
hour editorial meeting, where
we discuss the new products
we are evaluating. We look at
their relevance, see how they
compare to other titles avail-
able, how they fit into our
vision and our publishing
schedule. 

To find new titles, we
review the catalogs we receive
from the United States and

Britain. We surf the Internet,
look at Christian conferences
and speakers, and review  the
awards given at the CBA and
CBC conventions. We stay in
touch with colleagues from
Poland, Hungary, Bulgaria
and the Czech Republic. We
ask them what translated
titles have done well in their
countries. If a book was rele-
vant there, more than likely
it will also be relevant in
Romania.

After we make a list of
potential titles, we prioritize
them. We concentrate first
on the areas where we are
lacking titles. To publish 12
books per year, we have to
review at least three times
that number. Logos’ catalog
currently has 60 titles. 

At our editorial review
meetings, I also ask for
updates on our relationships
with translators, editors and
designers. It is important to
keep good relationships, to
value them. It is very difficult
to find good freelancers. The
number of translators and
editors we work with is very
flexible, depending on how
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many projects we have going.
We do not give them work to
do every month.

When we don't have an
editorial meeting, I read
manuscripts, visit the printer,
or plan and have meetings
with customers or suppliers.
Relationships with customers
are taken care of by our cus-
tomer manager. She is very
good at it; she is better than I
am! But, I am also trying to
meet our customers at least
once every three months,
especially if they are coming
to town or I am going to
their town. Most of our
important customers are
within driving range.

Sometimes I spend a day
catching up on phone calls
and correspondence. Other
times, I take work home.
There, I can’t be interrupted
by the phone,  and I can help
my kids with their homework
and be with my wife. I find it
is important that I spend
time with my family. 

We are trying, as a whole
staff, to progress and grow. I

encourage my staff to allo-
cate 10 to 15 hours a month
to personal development,
whether this involves reading
or going to seminars. 

Sometimes I would prefer
filing to doing strategic
thinking. Because we are so
small, I have to do secretarial
tasks and things like filing
myself. But, by far the most
fulfilling part of the week is if
I’m disciplined enough to do
strategic planning. 

It is very important to
take time to think about our
operation, our mission, and
what can we do better. Ask,
“How can we improve?” 

These are the days that I
review our editorial plan,
look at our production plan,
check the post-production
budget to see how we per-
formed when compared to
our original budget. And
based on my analysis, I see
what needs to be changed. I
try to put my conclusions in
writing. I try to devote at
least two to three hours per
week, or one or two days a

month to strategic
thinking.

For example,
Logos sends out a
catalog every
month. We have a
lot of direct sales. In
Romania, people
pay at the post
office when they
receive the delivery.
We went to the post
office manager and
asked for help to be
more effective. We
improved the rela-
tionship with the

post office and saved a lot of
time. What used to be the
work of three or four people
is now done by one person,
part time, with a computer
and new software we asked a
local company to design.

I spent about two or three
years at Logos evaluating all
aspects of our business. I did
all sorts of things; I tried to
do every single task in my
company. I took inventory,
went to the printer, visited
customers, took orders. I
found my colleagues would
do all of these things in a
heroic way, without com-
plaint, and without thinking
about ways they could be
improved. 

In doing your strategic
planning, ask yourself, “If I
were in this position, how
would I like my job to be dif-
ferent?” You have the power
to make the decisions.

Learning how to do
things effectively has taken a
lot of time, but we are happy
with the way things are run-
ning now. So in each week’s

strategic thinking, I will
begin to allocate more and
more energy to external fac-
tors. I think this is the right
order, because you first need
the right products and ser-
vices, and then you can
improve your relationships
and presence with customers. 

In a small company you
cannot afford a long time for
planning, but try to spend an
uninterrupted hour or two a
week, or one day a month for
this. Strategic planning helps
me see things that I have
been neglecting, ways we can
save money, make more
money. When I’m disci-
plined enough to do this, it
yields great results.

I get a feeling of satisfac-
tion if, by the end of the day,
I know I have accomplished
something significant.v

JUNE 2004 INTERL I T/17

“Cash flow is the single most critical factor in the environ-
ment in which we operate,” says Pastor. 

    


