
"Mober g use s discours e analysi s to provid e a len s throug h whic h to understan d broade r 
socioeconomi c change s tha t le d to th e marketiza tio n of re ligion . Thi s is a we lcom e additio n to 
th e cano n on media , marketin g and re ligion. " 
Mara E inste in , a utho r o f Black Ops Advertising (2016) and Brands of Faith (2007) 

"Thi s engagin g analysi s highlight s th e clea r mov e toward s a marketiza tio n of re ligiou s cultur e as 
religiou s organization s see k to negotia t e thei r shiftin g socia l and cultura l position s withi n society. " 
He id i A C a mpbe ll , Associa t e Professor , Texa s A& M University , USA 

"Thi s is a tourde force of rigorou s analysi s and sociologica l imagination . Significantly , it move s 
on fro m theorisin g discours e and religio n to actua l discours e analysis , pavin g th e wa y fo r futur e 
researc h in th e critica l discursiv e stud y of re ligion. " 
T itu s H je lm , Reade r in Sociology , U nive rsit y C olleg e London , UK 

"Moberg' s innovativ e and agenda-settin g boo k constitute s a significan t contributio n to th e 
importan t debate s on marketizatio n and mediatizatio n a like. " 
F rancoi s Gauthie r , Professor , U nive rsit y o f F ribourg , S witz e rla n d 

Marcus Moberg offers a new model of religion and religious life in the post-war era, through focusing on 
the role of markets and media as vectors of contemporary social and cultural change - and therefore 
institutional religious change. While there is wide agreement among sociologists of religion that this area 
is transforming on a global scale, there is less agreement about how these changes should best be 
approached and conceptualized. 

In a time of accelerating institutional religious decline, institutional churches have become ever more 
susceptible to market-associated discourse and language and are ever more compelled to adapt to the 
demands of the present-day media environment. Using discourse analysis, Marcus Moberg tracks how 
new media and marketing language and concepts have entered Christian thinking and discourse. 

Church, Market, and Media develops a framework that approaches changes in the contemporary religious 
field in direct relation to the changing socioeconomic makeup of contemporary societies on the whole. 
By focusing on the impact of markets and media within the contemporary religious setting of mainline 
institutional Christian churches in the Western world, the book outlines new avenues for further theorizing 
the study of religious change. 
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