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Summary

This article investigates the dynamics of publishing marketing in the Brazilian religious segment, analyzing how
the "gospelization" of culture has transformed Christian literature into a high-value asset.

Based on Pierre Bourdieu's theory of symbolic goods and Philip Kotler's concepts of Marketing 3.0 and 4.0,
this study examines the transition of confessional publishers from a passive distribution model to complex
branding and psychographic segmentation strategies. It discusses the long tail phenomenon applied to
theological niches, the influence of Communication Theory on the construction of transmedia narratives, and
the impact of the digital age on the disintermediation of sales.

The research concludes that economic sustainability in this sector depends on the ability of organizations to
manage the tension between the sacredness of the message and the commodification of the medium.
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Abstract

This article investigates the dynamics of publishing marketing in the Brazilian religious segment, analyzing how
the "gospelization" of culture has transformed Christian literature into a high value-added asset. Grounded in
Pierre Bourdieu's theory of symbolic goods and Philip Kotler's Marketing 3.0 and 4.0 concepts, the study
examines the transition of confessional publishers from a passive distribution model to complex branding and
psychological segmentation strategies. It discusses the long tail phenomenon applied to theological niches, the
influence of intermediation theory in building transmedia narratives, and the impact of the digital age on sales
disintermediation. The research concludes that economic sustainability in this sector depends on the
organizations' ability to manage the tension between the sacredness of the message and the commaodification
of the medium.

Keywords: Religious Marketing. Symbolic Economy. Editorial Branding. Market Segmentation.
Consumer Behavior.

Introduction

The intersection between faith and the marketplace has been the subject of study in the social and applied sciences.
especially with regard to the transformation of the religious field into a market of symbolic goods.
In Brazil, the growth of the evangelical segment has fueled a robust publishing industry, which
It not only meets liturgical demands, but also competes for consumer attention in the sphere of...
entertainment and education. This article, based on multidisciplinary training in Marketing and
Theology proposes a critical analysis of the strategies adopted by the major players in the sector for
Engaging an increasingly demanding audience. Using the theoretical framework of authors such as Berger,
Regarding the "Sacred Canopy" and Bauman's discussion of the fluidity of relationships, we investigated how...

Religious publishing marketing navigates between doctrinal tradition and marketing innovation.
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1. The Theory of Symbolic Goods Applied to Publishing Products
Understanding religious books as commercial products requires, first and foremost, a
in-depth analysis of its intrinsic nature as a "symbolic good," a concept that has been widely explored.
by sociologist Pierre Bourdieu in his work on the economy of symbolic exchanges. Unlike a
An ordinary consumer good whose value lies primarily in its practical or functional utility.
The religious book carries a symbolic capital that confers status, identity, and belonging to...
The consumer within their social group. According to Bourdieu's theory, the economy of goods
symbolic interests operate under a paradoxical logic of denying direct economic interest; that is, for
For a religious product to be legitimized and accepted by the faith community, it must be perceived as such.
primarily as a vehicle of grace, revelation, or sacred knowledge, and only
secondarily as a commodity subject to financial transaction.
The publishers that achieve sustainable success in this niche are those that dominate this...
Complex dialectics, using marketing strategies that reinforce the sacred "aura" of the product.
while operating efficient business structures. This is reflected, for example, in covers that utilize
Visual semiotics associated with the sublime, the ethereal, and ecclesiastical authority, as well as in titles that
They promise immediate existential transformation. The association of the publishing brand with authorities.
renowned ecclesiastical or theological figures function as a validation mechanism, where capital
The author's religious beliefs are transferred to the publisher, endorsing the work as orthodox and necessary for the...
The spiritual journey of the faithful.
The practical application of this theory is visible in pricing and in the perception of value by...
end consumer. Authors such as David Aaker, in his seminal studies on Brand Equity,
They argue that brand loyalty is built through strong emotional associations and
lasting. In the gospel music market, this association is exponentially enhanced by the element
of faith. The consumer doesn't just buy a Bible commentary or a devotional; they acquire a...
A tool for spiritual ascension and connection with the divine. Therefore, the price elasticity of demand.
This sector behaves atypically compared to other publishing sectors: products
Those perceived as "anointed" or of high theological relevance tend to have inelastic demand.
In this scenario, the high price is often interpreted by the consumer not as a
cost, but as a sign of spiritual and editorial quality, justifying the investment. The publishers
They use luxury finishes, such as synthetic leather, gold trim, and specialty papers, not just...
not as aesthetic elements, but as a visual liturgy that justifies the premium price charged.
The book as an object thus becomes a fetish in the anthropological sense, an artifact that materializes faith.
intangible and serves as physical support for the religious experience, which demands from the professional of
Marketing requires a keen sensitivity to avoid crossing the line of respect for the sacred.

Furthermore, the circulation of these goods occurs within what sociologist Peter Berger called

@ @ This article is published in open access under the Creative Commons Attribution license, which permits unrestricted use, distribution, and reproduction in any
medium, provided the original work is properly cited.



A IIO@@SIQLQ@'SQMHQPQQIﬁfIC Journal The Knowledge.

ISSN: 2675-9128. S&0 Paulo-SP.
Year Il, v.2 2022 | Submission: October 12, 2022 | Accepted: October 14, 2022 | Publication: October 16, 2022
of "plausibility structures." The religious book validates the reader's worldview, reinforcing its
beliefs and providing arguments for maintaining their faith in a secularized world.
Editorial marketing, therefore, acts to confirm bias, offering products that mirror the...
Group identity. Successful campaigns are those that use the language of "Canaan" (the
(internal dialect of the religious group) to create immediate and profound connections, transforming the act of
Purchase as an act of identity affirmation.

However, there is a latent risk pointed out by critical theorists from the Frankfurt School, such as
Theodor Adorno and Max Horkheimer, on the "culture industry." The excessive standardization of
Religious content aimed at appealing to the masses and maximizing profits can lead to an emptying of meaning.
theological, transforming faith into mere entertainment or spiritual self-help. The marketing manager
In this segment, one must balance the need for industrial scale with the editorial responsibility of...
Maintaining the density and integrity of the content is crucial, otherwise it risks losing legitimacy with the public.

that seeks substance and truth, and not just merchandise.

2. Psychographic Segmentation and the Long Tail in the Gospel Market

The "Long Tail" theory, popularized by Chris Anderson, is particularly relevant and
applicable for understanding the dynamics of the contemporary religious publishing market. The model
Traditional brick-and-mortar retail focused almost exclusively on blockbusters or general bestsellers.
due to shelf space limitations. However, digitization and e-commerce
allowed publishers to profit significantly from the sale of small volumes of a
A vast number of specific titles. In the gospel music segment, this translates to micro-segmentation.
Theological and behavioral, where previously ignored niches become economically viable.

We no longer speak of a single homogeneous "evangelical public," but of a constellation...
from distinct niches with their own demands: academic neo-Calvinists, classical Pentecostals,

Women in leadership, young urban apologists, liturgical musicians, among others. Each of these
Subgroups have distinct consumption habits, languages, aesthetics, and bibliographic references.
requiring highly specialized niche marketing strategies. The publisher that tries to speak with
"Everyone" ends up not talking to anyone; success lies in the ability to identify and serve those
Specific communities with depth and relevance.

Philip Kotler and Kevin Lane Keller emphasize that effective segmentation must be measurable.
Substantial, accessible, differentiable, and actionable. In the current religious context, segmentation
Traditional demographics (age, gender, income) have become insufficient to predict behavior.
purchase. Psychographic segmentation — based on lifestyle, values, beliefs and
Personality is the key to real engagement. Publishers have been developing imprints.

specifically designed to engage with Christian urban tribes, publishing everything from Christian speculative fiction to...
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Dense works on public theology and bioethics, catering to readers seeking to integrate their faith with
complex contemporary issues

This strategy acknowledges that religious identity in liquid modernity, according to
As described by Zygmunt Bauman, it is fluid, fragmented, and multifaceted. The religious consumer
Modern people are not satisfied with ready-made answers; they seek products that reflect this complexity.
Identity and help you navigate the uncertainties of today's world. The book ceases to be just a manual.
From doctrine to becoming a companion on the journey, a facilitator of internal and external dialogues.
Marketing should therefore communicate not only the content of the book, but also how it fits into the...
lifestyle and aspirations of the reader.

Data analytics (Big Data) now allows us to track these preferences with great precision.
unprecedented. E-commerce platforms and social networks provide valuable insights into which
Theological themes are trending in real time. For example, during times of global crisis or uncertainty.
In politics, there has been a statistically significant increase in the search for eschatology (the study of the end times) or
Literature on comfort and mental health. Agile marketing responds to these demands by adjusting the...
editorial calendar and paid media campaigns to offer theological solutions for the
anxieties of the moment.

The ability to predict trends using Social Listening tools and
Monitoring digital conversations differentiates leading publishers from followers. Personalization
from the offer, suggesting books based on the user's devotional reading history or their
Online interactions apply the logic of streaming algorithms to the consumption of sacred literature. This
It creates a curated consumer experience, where the reader feels that the publisher understands their needs.

spiritual and intellectual needs, increasing conversion and brand loyalty.

3. Transmedia and Content Convergence

The Media Convergence Theory, proposed by Henry Jenkins, elucidates how content
It flows across multiple media platforms and how consumers actively participate in it.
circulation. In the religious market, the book has ceased to be an isolated and self-sufficient product and has become...
To become the central node of an expansive transmedia narrative. A high-impact publishing release.
Today, it is often accompanied by a series of podcasts and reading plans in apps.
Bible studies, online courses, web series, and in-person events, creating a content ecosystem in
surrounding the work.
Contemporary religious publishing marketing no longer sells just the paper or the archive.
digital; it markets an immersive experience of learning, community, and spirituality.
This approach requires a profound restructuring of publishers' marketing teams, which

They begin to act as multimedia content producers. The author is not just a solitary writer,
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but a personal brand ("author-brand") that must be managed in 360 degrees, maintaining a presence
Consistent and coherent across all communication channels to maintain public interest.

Studies on Guy Debord's "society of the spectacle” can be revisited in this...
context for analyzing the phenomenology of book launches: the image of the author-shepherd or the author-
A lecture often precedes and enhances the written work. The launch of a book becomes...

a carefully orchestrated media event, with pre-launch live streams , trailers

Cinematic videos (book trailers), digital influencer campaigns, and content marathons. A

Convergence requires that the central message of the book be adapted, and not merely replicated, for the
Specific language for each platform without losing its theological essence.

Gamification is another frontier being explored in media convergence, especially in
Children's and youth segment. Bibles with augmented reality features, apps that
They complement printed reading with quizzes and challenges, and social interaction platforms create
Additional layers of engagement. This responds to the challenge of the "attention economy,” where the book
It competes directly with smartphones, video games, and streaming. By integrating the physical and the digital.
(phygital), publishers maintain the relevance of sacred texts for digital native generations.

The pedagogy behind these transmedia products must be solid and intentional, avoiding
that technology doesn't become a distraction or an end in itself. The goal should be to use the
Multiple platforms as facilitators of exegesis, memorization, and biblical learning.

Marketing should clearly communicate the educational and spiritual value of these tools.
complementary, justifying the investment of time and money by parents and educators.
Christians.

Finally, media convergence allows the book's message to continue resonating.
long after reading. Online communities formed around a book or author allow
that readers discuss the content, share testimonials, and create derivative content (fan content).
(fiction or collaborative devotionals). Editorial marketing should encourage and moderate these.
communities, transforming passive readers into active participants in religious literary culture, the

which feeds back into the product lifecycle and generates authentic social proof.

4. Relationship Marketing and the Figure of the "Prosumer"

The evolution from Marketing 1.0 (product-focused) to Marketing 4.0 (digital-focused and
(in humanization), as theorized by Philip Kotler, places the consumer and their networks of
Influence is at the heart of corporate strategy. In the religious environment, the consumer is often...
what Alvin Toffler defined as a "prosumer” (producer + consumer): he not only consumes the
Content passively, but reviews, shares excerpts, creates study groups, produces videos of

This generates reaction and spin-off content on social media.
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Religious publishing marketing has heavily capitalized on this behavior.
Participatory, encouraging the creation of communities of readers and brand ambassadors. Management
Community management thus becomes a critical competency for publishers.
Create subscription clubs, exclusive groups in messaging apps, and loyalty programs.
It aims to engage directly with its most loyal readers (heavy users), transforming them into advocates.
of the brand and co-creators of value.
This relationship marketing strategy aims to increase the Lifetime Value (LTV) of
customer, transforming a one-off sale into a recurring and lasting lifelong relationship.
The spiritual aspect of the individual. Trust, a central element in business relationships according to the sociologist.
Francis Fukuyama is even more vital and sensitive in the religious market. The reader trusts that the publisher
[The author] has done proper doctrinal curation and the content is safe for your family. Any breach
this trust — whether through the publication of a controversial author without proper context or through flaws.
Ethical practices in management can lead to devastating and irreversible reputational crises.
The role of Christian digital influencers should also be analyzed from a theoretical perspective.
from the opinion leadership of Lazarsfeld and Katz. Unlike the institutional and hierarchical authority of
Pastor, the digital influencer possesses a relational, horizontal authority based on identification.
Personally, publishers use these social network nodes to expand distribution and validate their works.
reaching audiences that might not be reached by traditional advertising or channels.
formal ecclesiastics.
However, alignment of values between the publisher and the influencer is crucial.
The credibility of the publisher is transferred to the influencer and vice versa, requiring compliance.
Rigorous and ethical analysis is needed when choosing partnerships. Influencer marketing in religious circles is not...
It can be based solely on reach and engagement metrics, but it should consider testimonials and...
The theological consistency of the partner, at the risk of associating the brand with scandals or doctrines.
spurious.
Humanizing the brand is another pillar of relationship marketing. Publishers that
They show the behind-the-scenes production, the editors' stories, and the missionary purpose behind it.
Business deals generate empathy and connection. Religious consumers want to support companies that share this.
their values and demonstrate a genuine commitment to the Kingdom of God. Marketing
It must therefore communicate not only the characteristics of the product, but the soul of the company, creating

A corporate narrative that resonates with the reader's heart.

5. Logistical Challenges and Disintermediation in the Digital Age

Logistics in Brazil presents historical structural challenges, and in the publishing market, the

Efficiency in distribution has become a key competitive advantage, as they point out.
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Contemporary studies in Supply Chain Management. The traditional model of the publishing market .

The religious sector relied heavily on a long chain comprised of physical bookstores and distributors.
regional and independent retailers. However, the crisis of large, long-established bookstore chains and the
The digitalization of retail has accelerated the process of disintermediation (Direct to Consumer - D2C).
Religious publishers have invested heavily in direct sales channels through
proprietary e-commerce platforms and an official presence in global marketplaces. This change
Structural changes significantly alter the cost composition and pricing strategy. By eliminating
By using intermediaries, the publisher captures a higher profit margin, but assumes the operational complexity and
the risks of "last mile" logistics, which involves freight management, end-customer service and
Reverse logistics.
Ronald Coase's transaction cost theory helps explain this tendency to
Vertical integration: when the cost of using the market (in this case, inefficient distributors,
(For companies with high rates of default or limited reach) the company tends to internalize the function of
distribution. In addition to financial gain, direct sales allow for the collection of primary data about the
Consumer (First-Party Data), which are valuable assets for marketing intelligence, enabling
More precise targeting and personalized offers.
Nevertheless, physical capillarity remains relevant in Brazil, especially for
Reaching low-income audiences, the elderly, or those who are digitally disconnected. The traditional figure of
Door-to-door sales and partnerships with local churches to set up bookstores in the temple are
Hybrid distribution strategies that blend commerce and mission. This approach of
"Omnichannel" requires seamless technological integration to avoid conflicts.
channel — for example, when the price on the publisher's website is predatory compared to the partner bookstore.
— and ensure a seamless and fair shopping experience for all stakeholders.
Publishing logistics also faces the challenge of managing long-tail inventories.
Print-on-demand (POD) technology emerges as a solution to maintain
Slow-moving securities are available without the storage costs of large print runs. This allows...
publishers keep the back catalog alive, catering to specific niches of researchers and
theologians, without compromising cash flow with stagnant inventory.
Exporting content is another logistical frontier. The growth of the Brazilian diaspora and
Global interest in Brazilian gospel theology and music opens opportunities for...
Internationalization. However, this requires complex logistical skills and knowledge of
Customs regulations and cultural adaptation of products. International marketing must work

In sync with logistics to ensure the brand promise is fulfilled everywhere.

of the world.
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6. Ethics, Theology, and Corporate Social Responsibility
Finally, it is imperative to address the ethical dimension of religious marketing, a field where the line
between persuasion and manipulation can be thin. Max Weber, in his classic work "The Ethics,"...
"The Protestant and the Spirit of Capitalism" already analyzed the intrinsic relationship between faith and activity.
economic. In the current context, marked by theological trends that emphasize prosperity.
In this context, publishing marketing has the responsibility not only to sell books, but also to foster...
a healthy, balanced, and biblically grounded Christian culture.
Corporate Social Responsibility (CSR), according to the Archie Carroll model,
It involves economic, legal, ethical, and philanthropic responsibilities. In the gospel market, CSR
This translates into fair trade practices, environmental sustainability (use of certified paper, inks
Non-toxic materials, reduction of plastics in packaging) and concrete support for missionary and humanitarian causes.
Consumers from the new generations (Millennials and Gen Z) demand radical consistency between the discourse of
The pulpit and behind-the-scenes business practices.
Publishers that demonstrate a genuine commitment to social justice, theological integrity, and...
Financial transparency builds a more resilient and lasting brand equity . The practice of
Sustainable marketing in the religious sector should focus on the real value proposition of the content, in
Consumer education and honesty in business dealings, rejecting sales tactics.
Aggressive behaviors based on fear or guilt.
Ethical management also involves content curation. Publishing works that sell very well,
but which spread heresies or concepts harmful to the spiritual and emotional health of readers, is a
A constant ethical dilemma. The Christian publisher has an implicit pastoral role; it is a guardian of
Doctrines and ideas. Profit cannot take precedence over the mission of building up the church. Editorial decisions.
Based purely on sales algorithms, without the filter of theological ethics, they can generate profits.
They work in the short term, but destroy institutional credibility in the long term.
Data protection and reader privacy are also urgent ethical issues. In
A market that deals with sensitive data about religious beliefs, strict compliance with the LGPD (Brazilian General Data Protection Law) is essential.
(General Data Protection Law) is a moral and legal imperative. The ethical use of data for
Personalization should not cross the line into surveillance or behavioral manipulation.
In short, ethics is the foundation upon which the entire edifice of religious marketing must be built.
built. Without integrity, marketing strategies become empty and cynical. Publishers that
Those who truly thrive are the ones who understand that their business is not just about selling books, but...
To serve God and neighbor through literature, keeping clean hands and a pure heart in...

conducting business.
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CONCLUSION
A detailed analysis of marketing dynamics in the Brazilian religious publishing market.
reveals a sector that has reached managerial maturity without losing its symbolic specificity and
confessional. The rigorous application of Bourdieu's theories on symbolic goods, and Kotler's theories on the
The evolution of marketing and Jenkins' work on media convergence demonstrates that the success of
Contemporary publishing is not a product of chance, but of a sophisticated reading of the Zeitgeist .
The ability to segment the audience not only by demographics, but also by theological worldview and style.
This experience has allowed for the creation of products with high relevance, loyalty, and added value.
The study shows that the "gospelization" of Brazilian culture has opened doors to a market.
mass production, but the sustainability of this market depends on maintaining the sacred "aura" of
products. The tension between the sacred and the profane, between ministry and the marketplace, is the common thread that
The marketing manager must navigate with prudence and wisdom. Professionalization should not
It may signify not the secularization of processes, but the sanctification of technical excellence.
Media convergence and community management have transformed the relationship between publishers.
and reader, creating a participatory ecosystem where value is co-created. However, the challenges
Logistical challenges of disintermediation and the need for constant technological innovation impose barriers.
that only the most agile and adaptable organizations will be able to overcome. Omnichannel and
Data intelligence is an indispensable tool for the future of the sector.
The ethical dimension and social responsibility emerge as critical success factors. In
In a transparent and hyper-connected world, reputation is the most valuable asset. Publishers that combine profit
Purpose, efficiency with integrity, and innovation with doctrinal tradition are what will leave a mark.
A lasting legacy. A commitment to theological truth and the dignity of the consumer.
It should guide all strategic decisions.
It can be concluded, therefore, that religious marketing is a complex and necessary discipline.
capable of organizing and spreading transformative ideas in a market society. The research
This points to the need for future studies that further analyze the impact of intelligence.
Generative artificial intelligence in the production of religious content and the ethical challenges posed by new technologies.
Immersive technologies.
The Brazilian religious publishing market positions itself not only as an economic niche.
vibrant, but also like a laboratory for innovations in community marketing and symbolic goods.
The lessons learned from this sector can illuminate practices in other areas of the cultural economy.
demonstrating that intangible values can generate material wealth when managed competently,
Respect and strategic vision.
Finally, it is reaffirmed that Christian literature, driven by ethical marketing and

efficient, it remains one of the most powerful tools for cultural, moral and education.
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The spiritual life of the nation. The book, in its multiple forms and platforms, remains a beacon of

Knowledge and hope, and marketing is the means by which this light reaches those who need it.
The future trajectory of this market will depend on the ability of its leaders to maintain the
The essence of the message remains while constantly renewing delivery methods, ensuring that the

The written word continues to transform lives in the digital age.
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