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Marketing bv Consciousness

Chapter 7

The Branding of Faith

Or. Desh Raj Sirswal

Religion §s an organized collection of belies, cultural
systems and world view that celate humanity to spivinveality
and sometimes also with moral walues. It may be said that it
is a bellef in and reverence for a supernatural power or
powers regarded as creator and governor of the universe,
Many religions have narratives, symbels and sacred history
and traditions that are intended to give a meaning of lifz or
to explain the arigin of the life and the universe, They tend
to drive morality, ethics, faith and relizious laws and or
preferred a lifestyle from their ideas about the zosmes and
human nature. But in the present world relizious faiths are
treated Jike a brand, The process of brancing involved in
creating a urnique name and bwage for a product in the
consumers’ mind, mainly through advectising campaigns
with 2 consistent theme. Branding aims toestablish =
significant and differentiated presence ic the market that
attracts and retains loyal customers. In a society overrin by
commerc:ial clulter, religicn has become vet another
product sold in the consumer marketplace, and fziths of all
kinds must compete with a myriad of more entertaining and
moreconvenient leisure activities.
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The Meaning of Faith

The first guesdon we have to ask, "What is f:.itlt? * The
fallowing enzry in the Stanford Ercyclopedia of l’lulc-sopl'my
focuses onghe noaure  of faith, although Issues about the
justifiabality of feith are also implicated

“The cancept of faith is a broad one: at its most gemzr:le
‘faith’ means much the same as tust. This ».:ur_}' is
specifically concerned, however, with the notion ofrc'lg.';ds

faith—or, rathe: (and the difference is important),the find

of faith exempiified i religicus jaith. Phi;csc»phij“a‘x aca.:unt:
are almost exclusively about thefstic religious lmtn—_—[anth.m
God—and they generally, though not exclusively, c-x-l_wxm
E2ith 25 understood within the Christian branca o:. the
Abrahamic traditions. But, elthough ihe theistic rel;guc‘»us
context settles what kind of fzith is of interest, the quc;t:on
arises whether Faithof that same general kind also beangs
to other non-theistic, raligious contexts, cr tH CONTEXLS NOL
usually thought of as religious at all. It may pcr!'mps be apt
to speak of the fzith of—for example—a hunumz’st. or uv.:n.
an atheist, using the same general sense of fauth’ as appdes
to the theist casc.

Philosophical reflection ca  theistic l‘cl:f__‘:lOL-S faith t;?'
produced cifferent accouants or models of its natere. This
entry suggests that there are three ey cmupauc:v.-ls that
may feature, with varying cmphases, in moécls o {a.m—
namely the affective, the cognilive z2ad theveliaomad. Severzl
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different principles according to which models of faith may
be categorized are noted, including

® How the model relates faith as a state to faith as an
actor activity;

® Whether it takes its chjest w be exclusively
prepositional or not;

®  The type of epistemalogy with which the model is
asscoiatzd—'evidentialist’ or “fideis?,

® Whether the model is cecessarily restricted to
theistic religious fith, or may extend beyond it

There is, of course, no ‘established’ terminology for
different models of faith. A brief initial characterizaton of
the principal models of faith and their nomenclature as they
feature in this discussion may nevertheless be helpful—
they are:

® ihe ‘purely affective’ model: faith as a feeling of
existeatial confidence

& Tie ‘specid knowledpe’ muodei; faith as knowledge of
speciiic truths, revealed by God

®  The‘belicf” model- faith as belief that God exists

®  The orusi’ modet: fzithas belief /n (trust in) Cod

® The ‘doxastic vemure' modsl faith as practical
commitment bevond the evidence wo one’s Balief that
God exists

&  The ‘sev-doxastic venture’ model: faith zs practical
commitment without belief

Tae Branding of Faith

®  The hope’ model faith as hopirg—or acling in the
hope thai—the God who saves exists.” !

The Branding of Faith

Faith branding is the concept of branding religions
organizations, leaders, or media programming, in the hope
of penetrating a media-driven, consumer oricatec culture
more effectively. Essentizlly, faith branding treats fzith as a
product and attempts to apply the principles of marketing
in crder to "sell” the produci® Faith branding is a response
to the challenge that religious organizations and leaders
face today regarding how to express their faith in a media-
dominated culture.? The understanding that in today's

hyper-competitive culture, where pcaple are being
bombarded with other messages, that it's vitally iaportant
that we know how to share our story with our community,
audience, customers, cr doners, To get our organizaton an
the radar of today’s culture, we need to articulate aur story
in a way that coanects and makes them respond. As john
Maxwell likes ta say, "Many communicate, but few cornect.”

How do you define a orand? la Branding Farda, Pl Cook
defipition of 2 brand is simply a compelling story that
surrounds @ person. or a product, or an organization. In
other wards, what do pecple think of when they Cunk of
vou? We all nave a brand. We all kave a Derceptioa.
Starbucks Coffee has a brand. Nike tenris shoes have a
brand. First Baptist Church in vour town bas a brand 4
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Historical Background

The concept of faith branding is not a new concept; it has a
long history as some young religicns of the world have. This
citation from Wikipedia clearly shows what Mara Einstein, a
thinker of this concept discuss in her famous bookBrands
of Faith discuss, * The idea of branding has been around
since the 1400s, back then the most prominent book that
was being sold was in fact the Bible (Einstein 67). The
advertising strategy was to be up front and frank about
what it was that the individual was trying to sell. For
instance they would say what the produce was, that people
could buy that product right that mement, and how much it
cost, these series of statements became known as direct sale
messages (Einstein 67). As centuries past by the direct sale
messages were used up until the (ndustrial revolution of the
1800s and the marketing chain began to expand and change
w0 adapt to the revolution. Companies and manufactures
began to change the way that they advertised their products
to the consumers, they now talk about the physical features
and how the product will benefit the consumer as they said
that it would "make things simpler” (Einstein 67). In today’s
media driven society these same procedures have lived and
are becoming more apparent with cach and every pew
product that is relcased to the public."®

The usages of faith branding are common although we are
not aware about it In the era of scientific developmeant and
mass communication It has sowe popular usages. It can be
said iv this way that, “This process has been refined to meet
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several different applications from religious groups 10 noni-
profit organizations that need help to become publicized
and gain a voice of who they are and what their goals are.
By utilizing commercial and advertising organizations 1o
heip promote the "product’ (for example their Faith] they
can make themselves known to the local area and even to
the world. Due to the big media biz of the twenty first
century, many people are not aware of how often the
process of Faith Branding is used aud bow it allects them
day to day.™

Contributors to this Conception

Faith Branding although an anclent conception but there
are only some thinkers who discuss this conceplion n
length. Here we will discuss two thinkers who gave a
primary data and alsc give a direction to other thinkers of
this feld. Mara Einstein, the author of Brands of Faith and
Phil Coake, the author of Branding Faith both describe the
ways that faith branding is used threughout the world and
how successful this type of marketing can be when you do
the steps correctly and follow the plan. These two authors
teach the subject of how faith branding can be used to break
through the media that dominates most of the world's Lives
and bow it can be exploited. Here we will discuss some
more about above mentioned books.
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Brands of Faith by Mara Einstein

Brands of Faith arguss that in order o compete effectively
faiths have bad to become brands - ecasily recegnizable
symbols and spokespeople with whom religious prospects
can make immediate connections. Mara Einstein shows how
religious branding has expanded over the past twenty years
to create a blended world of commerce and faith where the
sacred becomes secular and the secalar sacred. In a series of
fascinating case swdies of fich trands, she explores the
significance of branded church courses, such as Algha and
The Purpose Driven Life, mega-churckes, and the gopularity
of the televangelist Joel Olsteen and welevision presenter
Oprah Winfrey, as well as the rise of Kzballah. She asis
what the consecuences of this religious marketing will be,
and outlines the possible resudts of veligious coramercialism
= good and bac. Repackaging celigion. -~ updating music,
creating teen-targetec bibles - is juscfable and necesszry,
However, when the content beconws obscared, religion may
lose its unique selling proposition- the very ability to raise
us above the market. The above is a very short introduction
cfthe book content and blow we can find an analysis of the
sonception.”

Ashley Palmer review this bozk amd adced the fallowing
observation regarding the content development, “Einstein
describes the transformation of religion from a praduct of
enlightenment to one of entertaimment acd enterarise by
introducing the concept of "faith brands.” 'I'h-sc ar;e
religious products and services which, like their secular

Tke Branding of Faith

counterparts, serve to distinguish them frem othears in the
rebigious marcetplace and assist consumers in makirg a
personal connection with the product

The bock is arganized inte three sections in which a series
of case studies of faith bracds is sancdwickecd between an
exploration of the proliferaticn of relig.ous marketicz and
an examination of the consequences of this trecd, Einstemn
first takes the reader through the growth of religiovs
marketing by way of a discussion of the development of
consumer culture. She explairs that, in the transition fram
an ndustrial economy based oi mass procuction 1w a
parsoralized sconomy tailores w individual preferences,
advertising shifted from a wehicle used to disseminate
procuct infurmation tw a means of produc: sromoion
through the sale of image and identity. Through increased
exposure to such advertising consumers have come to
expect convenience and entertwnment from marketers,

According tw Elnstein, these expectations have spilled over
Ints the realm of religion. And this is the fundamental paict
she makes: when marketing is inuoduced inw a category, it
alters the assumgiions of that category, More pointeély, she
argues that with e marketing of sguitaality comes the
idea that religion, like any other good, 's a product for which
consumers can saop. As @ <onsequence, producers cof
religious gocds modify their products and services to it
consumer preferences, transforming religion into "religion
lite" (14).
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A ZO-year veteran of the marketing industry, Einstein
combines professional experience  with  participart
observation and in-depth research. Through a series of case
studies of laith brands ircluding The Purpose Driven Life,
Jozl Osteen, Oprab, and Kabbalah, Linstein shows how
procucers of religiovs goods bave utilized marketing
strategies, modifying their products in an effort to agpeal to
a larger segment of the market Ultimately, ske maintains,
the use of such tactics has developed a consumer base that
constitutes a sizable voting block such that faich brands
wield significant politcal power.

While Brands of Faith provides a unigue perspective on the
Intersaction of consumer culwre and religion, a few
qualifications are mervited. First, while Einstein uses the
broad term 'religion” threughout the book, more often than
not she is referring to evangelical Christanity and seeker-
sensitive churches and religious prodacts,

An exception te this is the chapter devoted o Kabbalah in
which the concept of faith brands s extended to Judaism.
However, the Catholic anc. mainline/ libers! fith traditiors
are essendally left vut of the discussion alwgether This
omission could mislead readers uwnfomiliar with the
geography of the American religious ludscape to conclude
that the patterns described are applicable across religious
traditions. Whether cr not this is the case is 2 separate
question, but itisone thatis not addressad.
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In addition, that ner-traditienal forms of spiritual practice
like the consumption of religlows media are supplanting
traditonal ones is an oft-repeated claim througbous Erands
of Faith, one that (s used to advance the argument that
marketing has become a necessary compelitive tosl for
producers of religious pgoads. Yet, while avzilable
alternatives to conventonal religious practices such as
religious twelevision have indeed ncreased, some scholars
bave found that such practices typically supplement
traditional practices rather than replace them. It might be
more accurate to assert that increased religicus marketing
stems [rom perceived rather thar szwal competitive
pressure”™

After a good discussion of the content Asbley Palmer
cvaluate its impact in the fellowing Lnes, "Bearing these
cons.deratizas in mind. Brands of Faith neverthe ess makes
an important contribution 1a the area of coaswmer culture
and religion and would make an interestng read for
schalars of religion and media studies. The faith brand
concept s a useful heuristic for enderstanding the
intersection of media and religlon and the rise 3f
evangelicalism through use of marketing strategies. But it
also makes a broader statement abeul the implicadors of
marxeting for spirituzl depth in an over-stimulated socizty.
Einste:n explains that the tvpe of religion promoted through
religious marketing emphasizes a "consumer-friendly, feel
good, easy listening type cf Christaaity” (179) that masks
the reality of the product. The implication is that this brand
of religion both dupes newcomers into a set of conservative
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values and also leaves them with a religious worldview
which is ill-equipped to cope with Jife's disappointments. To
some, these will be startling supggestions; for others like
Einstein, they are foregone conclusions. ™

Aaron K. Ketchell evaluates this book in the following lines,
"Einstein offers her primary criticisis of relig.ous branding,
As faith increasingly becomes a commedity like all others
and as groups struggle with each othe: for members,
religion has changed from “what people peed to what
pecple want" {152). Harkening upon social gospal
apprcaches, Einstein decries a mounz oz inability to censure
the machinations of capitalism or wwre gencrally speak to
life's problems. Many cf the most popular Gith brands are
now so thoroughly embedded within & market approach
prefaced on positive messages that they offer overly facile
solutions to tribulations or avoic them all tagether.
Ultimately, Brands of Faith is a welcome addition to the
larger body of work on religion and consumer culture.
Becausz of Einstein’s business avamen, she offers a
perspactve unavailable ta most relig.on scholars. Although
she lists in a contentious direction at times, the bock is
severthe.ess a lively read that will enlighten those looking
for an nterpretive lens through which to view the
spectacular  success of  contemporary  religious
commodities." 1V
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Branding Faith by Phil Cooke

The seconc bosk is Branding Faith written by Phil Cooke, he
said that the premise for Eranding Faia is that the church
has lost it's story and unil churcbes can Identify Their
compelling brand, they're going to continue saffering the
consequeaces of a gocd stery told badly, There are two
significant issues [ take with Phil in this book. First is his
suggestion that "tha pastor or ministy kader is the hub af
the brard, Everything clse revolves arcund Fis or her role.”
Phil admittedly doesn't Jike this either-and neither de 1-but
that doesn't mean we should settle for this reality,
regardless of the culture we live in. PLil’s media minlstry
lens is obvicusly & contributing [actor to wis e of tinking.
1t Cooke has consulted with many of the most racognized
churches and nom profics ‘o the world, and in Granding
Faith: Why Same Ministries lmpact Cuitare and Others Dea™,
be shares his read-tested strategies for using media acd
markedng to make your mark on zeople’s minds and bearts
wWhatever the size of your ergarization, his helpful aints and
insicer kaow-how will give you the tocls to set your
ministry’s strategies ablaze.

Examples of Faith Branding

Since soclety is so caught up in media wday many have
bacome distracted from other important issues. Arother
example of mass media taking over the lives of evenyday
people including Christians whko according to the standards
sct by their worldview cwoses te place prisoities out of
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religious order, and even non-believers who chaosa to Jive
by the standards that are set forth by the media and accept
that as their life style. Take the major companies that
dominate the shopping industry and look closely at their
marketing techniques they use to advertise their products.
During a religious holiday is when taey acz at their worst, in
this case look at tha Christian holiday own as Christnas,
Ever sirce the man in a big red suit and a white beard
started appeariog in story Sme, Comparnies have aken this
time to pull all of the swops out to sel. their products in large
scale by telling every individuzl that they deserve bigger
and betzer things. This is not what Faith branding is used for
atallsz

Negative Aspects and Precautions

The above mentioned thonkers dzveoped this conception,
but here is another aspect of this conceptan which
discusses that, "Faith Brandiog does oot always work as
intanded (ts methods are subject to debate. Branding in
general does throw vp seme red flags esnecially when the
topic of zranding is about faith or even culture. Most people
believe that the procedure of mking something more
apparect in the media would be solely for the CONporatons
that produce and sell consumer goods that would be
purchased and used by an individual, and the subject would
develop a "bad reputation” (Coalce 160]. [n Cooke's book he
states that there are three dargerous areas that need 1o be
revezled waen it comes to the process of faith branding,
they are “technology, chasing redevance, and confiict with

78

Tae Branding of Faith

the concept of marketing” (Cooke 160). Cooke discovered
these issues so that when organizations are faith branding
hen they know what they should be cautious when they use
the techniques for breaking throughk the cver svelving
media age of the twearty first century.” 3

Above we discussed branding of fzith according to western
world. In castern part it (s also dominaat several religious
nstitutions use this concestion since a long dme. Every
religion or sect of religious (nstitution treats its conceprasa
brand and there is a competition to sale it more than ciner.
Day by day this competitien is  ncreasing aod relizious
groups are getting more violent rezardirg the propagation
of their ideas. Krishnamurti was a philosspher whose
passionate searca for the *good soc ety was not groucded in
any paricular religious or philosoph.czl tradition. He did
not sezk to follow zny specific path for brisging azou:
‘geodness’ in both Individuals ans society. In this sense, ae
did rot rely on an external instrument or toal for existence
but on an janer discovery that sought tw go beyond the
physical bady and bring about @ "mutadon’ in the humar
mind. Charge was therefcre not possible throush externa
means, whether these were political revolutions or social
movements, but only through a complete transformaticn of
human consciousness, This mansformation did not incude
the usz of mechanical practices, such as any form of
religious rimual or attachment to a dogma!? For him any
kind of faith branding is not a good step towards religious
development or aven he don's agree with acy kind of faith
and criticize this conception of religious faitk.
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According to Krishnamurt! “Religion, the egymological
meaning of that word is not very clear, but it’s generally
accepted, raligion to be that which is going on in the world,
the Christian religion, the Muslim, the [slamic. the Hindw,
the Buddhist and so on, with their temples and mosques
and churches or cathedrals and all the rituals that go on
inside them, and all the things that are in the temples, in the
chburches, in the mosques, and follow, having certain faiths,
belief, and the repetition of cerwin phrases, doing puja,
rituals and s on, the whole structure of superstition - that
generally is what is understood to be religion” (Talk 1,
Madrzs, 31 December 1983, pur. 2) “Religion is not the
acceptance of some dogma, tradition, or-s0 called sacred
book. Religion is the inquiry to find the uaknown.” (Talk 1,
Madanapalle, 12 February 1956, par. 13] While many
statements made by Krisknamurti assect thar wue religion
consists in various features, | think that many of those
features are better understood as the eifects that arise in
the mind that is following the pathless path of “true religion.’
One is what ke calls an“inner revolution' *1 am tlking about
an inner revolution, a revolution within the mind itsalf,
whether it be a Christian mind, a Hindu nind, or a Budchist
mind; for witheut this revoluticn, this freedom, surely there
can be ano deep understanding.” (Talk 1, Athens, 24
September 1956).1°

In conclusion we can say that religious fzith is an ininsic
element of buman expenence and all type of branding is
negative as it has pot much to conlibute in the
understanding of any religlon and practtioners. Religious
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faith propazated by these activities has only a little effect on
human life,
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