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Abstract 

One in six Brazilians is evangelical and this number continues to grow. The evangelical population has 
expanded largely, has become visible and the object of various studies. It is possible to verify an 
increasingly significant expression of the evangelical movement in the various sectors of society and many 
see in this segment and opportunity for gain, whether within the churches. Alternatively, out of them. The 
aim of this research is to develop a theoretical model for the analysis of the process of consumption of 
evangelical products / services, as well as consumers are led to consume these goods through elements 
that involve the faith and the promise of salvation. This research has a theoretical essay format based on a 
literature review, seeking to delve deeper into subjective issues. Scientific productions will be collected 
from high impact factor journals, as well as other quality criteria that will be adopted, which investigate 
consumers of products and services available in evangelical churches. It is expected to understand the 
influence that these factors exert not only on the purchase but also on the mode of consumption of this 
population. 
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1. Introduction 

Demographic studies show the growth of the evangelical population, the 2010 census of the Brazilian 
Institute of Geography and Statistics concluded that the percentage of evangelicals in Brazil grew by 61% in ten 
years. In the year 2000, 26.2 million Brazilians were evangelicals, corresponding to 15.4% of the population, and in 
2010, this number increased to 42.3 million reaching 22.2% of the country's population. Evangelicals were those 
who grew the most in the inter-census period, with the effects of the Protestant reform that swept Europe in the 
16th century at 500, the effects began to appear (IBGE, 2010). 

The market turned to this public moves billions of reais, evangelicals form an eclectic range of 
denominations, Protestant churches appear in modern times this is the difference between Protestantism and 
medieval Catholicism, for medieval Catholicism work is an instrument of torture, for the Protestant, work and 
prosperity at work are symbols of prosperity and divine grace. This issue of prosperity, entrepreneurship, making 
things happen, creates a market for products and services (Weber, 1994). 

Among the factors that influence consumer behavior are cultural and social factors. Cultural factors are 
divided into culture, subculture, values and behavior learned in general by society, the values disseminated in 
culture influence how the consumer will make their purchases. In addition to cultural factors, social factors are 
very important, as they are formed by groups and society lives and is inspired by the groups it has as a reference 
(Secco, Oliveira and Amorim, 2014). 

When we talk about cultural and social factors, we involve opinion leaders who set the norms of the 
group, both for a superior position in terms of knowledge, as well as for their professional position, their domain 
and public recognition activities. These factors are directly linked to evangelical consumption, where the faithful 
are influenced to consume products sold inside and outside the churches (Karsaklian, 2014). 

This market segment raises many questions regarding this influence, as some churches are based on 
proposals for healing, liberation and prosperity without emphasizing the need for prohibitions to achieve divine 
blessing. Many grow in numbers of believers and in the accumulation of capital and properties. The large number 
of believers is from the impoverished and poorly understood population (Carneiro, 2004). 
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Society surrounded by desires such as self-fulfillment, prosperity, good relationships is never satisfied and 
seeks to find that fulfillment in religion, and many churches in much of the neo-Pentecostal segment find in this 
search an opportunity to commercialize the faith, proposing an exchange of benefits, the buying “faith” as a 
product and receiving such desired blessings (Oliveira et al., 2017). 

We live in a consumerist society and the churches have also entered this line with practices aimed at 
religious consumption, many consume religion as a product, thus losing the focus of the gospel and starting to be 
seen as traders of the faith. 

Thus, this research aims to understand the logic of consumption associated with the purchase made in the 
evangelical churches, what the faithful seek with these purchases, on what criteria it is based to make them. 

The intense search for satisfaction and the capitalism inserted within the evangelical churches suggests a 
commercialization of the faith and the payment to obtain miracles, an exchange of values for miracles and 
blessings. 

Through this perspective, the question that guides this research arises: how does the influence of 
consumption occur and how is the consumer influence to adhere to products and services within evangelical 
churches? 

In general, marketing is the human activity that is concerned with studying, discovering, understanding 
and, possibly, meeting the needs and expectations of man not only in the material field. However, also in the 
spiritual field, constituting a powerful and effective tool used by economic institutions, political and cultural, 
which leads us to consider that marketing can be used by any type of institution (KaterFilho, 1994). 

The intense search for satisfaction and the capitalism inserted within the evangelical churches suggests a 
commercialization of the faith and the payment to obtain miracles, an exchange of values for miracles and 
blessings. 

Through this perspective, the question that guides this research arises: how does the influence of 
consumption occur and how is the consumer influence to adhere to products and services within evangelical 
churches? This research proves to be viable since religious institutions are under-researched by management and 
marketing scholars. 

1.1 Religious Marketing 

If the term "Marketing" still faces great conceptual imprecision, "Religious Marketing" also needs a more 
precise definition. Religious Marketing means 80% of theology and doctrine (content) and only 20% of rhetoric 
(form). It also means an exchange of symbolic values with the environment, which guarantees the updating of 
religious messages over time. Churches have much more to teach today than to learn from the Communication 
and Marketing of capitalist companies (Refkalefsky, 2006). 

Thus, any organization, whether a church or a company, depends on the relationship and cohesion with 
the external environment, only the organization that improves its knowledge of material resources and marketing 
for the creation of goods, services, ideas or politics develops. Marketing knowledge represents the different view 
on social, political, cultural and economic context, as a form of guidance. Technological innovation in a church is 
integrated with divine revelations for the initial elaboration of the doctrine, marketing to a religious institution 
means the exchange of symbolic values with the environment, as the organization develops. It is not just a matter 
of incorporating folk values, but adaptations in the essence of practices and doctrines (Medonça, 1997). 

Several religions have used marketing techniques and strategies to involve their faithful, who, often 
dissatisfied, want to leave the church. The neo-evangelical movements profoundly changed the traditional concept 
of religiosity by adopting marketing as a communication strategy. The Catholic Church is belatedly beginning to 
use the same strategies to try to reconvert its faithful who, since the last century, have been moving away from the 
traditionalism represented by Catholicism, migrating to other religious institutions that meet their needs more 
directly (Kater, 1994). 

Religious marketing arises because of the development of marketing, especially in the segment of social 
marketing. In 1969, the development of the application of marketing to different social activities begins and, from 
the eighties onwards, many public or private non-profit organizations, including religious organizations, assume 
the use of marketing practices. The application of the discipline of marketing to religious organizations, whose 
main activity is the practice and diffusion of a creed, with the objective of the qualitative and quantitative 
development of these same organizations. These organizations owe their appearance and consolidation to the 
spiritual needs of men and the use of religious marketing is useful, since these organizations focus their efforts on 
their audiences and direct their work towards the objectives and the scope of their mission. (Drucker, 1989). 
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Religious marketing aims at the qualitative development of these same organizations, managing the 
exchange relations that a given religious organization has with all its constituents, seeking that these organizations 
achieve their mission effectively and efficiently. The religious marketing process materializes analyzing the publics 
of an organization, planning and implementing religious products to satisfy the spiritual needs of these audiences, 
thus allowing the organization's objectives to be achieved (Campos, 1999). 

Assuming the voluntary exchange of value between the two parties and with value for both, value for the 
“customers” and value for the organization, the exchanges may be of a different nature and, in the case of 
religious organizations, the exchanges may or may not involve costs monetary, social and psychological benefits: 
target audiences may have monetary costs. However, they are askedto give up old ideas and values and sacrifice 
behaviors and sometimes even to give time and energy. In return, the religious organization provides services, 
social and psychological benefits and some products (Bittencourt, 2003). 

The concept and application of marketing translates into the conviction that what matters is the people 
who serve themselves, and their spiritual needs, not the products or previous ideas or particular options of those 
who deliver the service: marketing aims to customer satisfaction by developing convenient services for your 
customers. Marketing directs the organization towards its mission: to allow the approach of each person and the 
whole society of God, enhancing the satisfaction of their spiritual needs. In fact, religious marketing becomes 
useful to these organizations, even more so in the current world, since religious organizations are faced with a 
series of challenges that can be dealt with in the field of marketing, starting with the decrease of the faithful. The 
practice of marketing is already a reality in religious organizations, although not named as such, due, in particular, 
to the existing prejudices (Campos, 1999). 

The fundamental elements of marketing for religious organizations to be specified can be divided into 
two groups: on the one hand, the mission and nature of the exchange (essential for all marketing work), on the 
other, the variables of marketing management, such as stakeholders, competitors, strategic marketing decisions, 
products and other elements of the marketing mix. In order to understand the concept of religious marketing, the 
mission statement is essential, the mission statement includes elements such as the definition of the constituents 
or target audience (Souza, 1999). 

1.2 Religion and Consumption 

In recent decades, there has been an expansion of interest in issues involving consumer activities to 
become a term in relation to society and individuals. Before, religion and consumption did not mix and the sacred 
occupied a central place in the lives of most people. By establishing a closer relationship between religion and 
consumption, with the consequent commercialization of the sacred, the churches, especially the neo-Pentecostals, 
started to be guided by communication and marketing strategies, religious pluralism and the variety of competitors 
in the market created a favorable environment. At the same time, necessary for the appearance of marketing 
techniques, aiming to win and keep faithful, expanding the diversification of religious products and services, with 
the firm purpose of meeting the demand of the religious market (Moreira, 2011). 

The use of communication and marketing tools by churches is a relatively new practice, associated with 
contemporaneity. However, it would be too simplifying to attribute to communication and marketing the reason 
for the growth of the neo-Pentecostal churches that expanded mainly in the suburbs and in the big cities. Precisely 
in the peripheries of the big cities that the biggest social problems (drugs, alcoholism, and violence) occur on a 
larger scale, both in large cities and on the outskirts, feelings of identity crisis and exclusion are constant. In a 
context of desolation in which individuals feel abandoned and dissocialized, the churches function as true social 
anchors capable of saving them from shipwreck (Bauman, 2005). 

For neo-Pentecostal religious leaders, within the highly competitive environment, the use of marketing 
becomes legitimate to announce the message of Christ and, consequently, produce the indispensable growth of 
the church. To compete in the competitive market for symbolic goods, the neo-evangelical movement invests 
heavily in new spaces based on the assumption that there are no captive or demarcated territories. This was a 
major change in the panorama of religious companies, since until the middle of the 20th century there was only a 
small possibility of transferring an individual to another religious group. However, with the process of historical 
acceleration and the consequent development of the consumer society, all elements considered stable were 
released. (Bazanini, 2001). 

The growth of new religious institutions involves the exploration of the idea that every individual can be 
converted, thus constituting a niche in the market. Thus, the immutable Catholic hegemony starts to be revised 
and altered by a series of economic, psychological, social and ethical factors resulting from the new needs of 
individuals in the current society.  
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And these start to be treated with due care, with techniques and strategies that they put in question these 
questioned hegemonies due to the treatment that traditionally offered to the faithful economic, psychological, 
social and ethical needs of individuals (Kater, 1994). 

Some religions offer their adherents peace and salvation in the person of Jesus Christ, from the truth of 
the gospel as the product that will meet their spiritual needs. However, this product is now represented differently, 
that is, packaged in a language more suited to human needs emerging from today's socioeconomic reality 
(Torresan, 2001). 

2. Research Method 

This research was designed to know and evaluate the religious marketing strategies that are used by 
evangelical churches, based on the studies carried out and some questions raised as a basis. As for the approach, 
this research fits into a qualitative format seeking to delve deeper into subjective issues, for studies that want to 
understand some associated factors is the most appropriate type of investigation (Bacellar, 2000). 

Regarding the objectives, this research was developed in a descriptive way, the descriptive research aims 
to describe characteristics of a specific population or phenomenon, or the establishment of relationships between 
variables. Descriptive research requires from the researcher a series of information about what he wants to 
research, this type of study intends to describe the facts and phenomena of a given reality (Triviños, 1987). 

Descriptive research exposes the characteristics of a given population or phenomenon, establishes 
correlations between variables and defines its nature, seeking to describe a phenomenon or situation in detail, 
especially what is occurring, allowing to accurately cover the characteristics of an individual, a situation , or a 
group, as well as clarifying the relationship between events (Gil, 1999). 

As for the procedures, the strategy used was a case study that is characterized by a thorough study of the 
facts that are the object of investigation, allowing a wide knowledge of the reality and the researched phenomena. 
It is a research category whose object is a unit that is deeply analyzed, tries to clarify a decision, the reasons for 
which they were made, how they were implemented and what results. The strength of the case studies lies in its 
ability to explore tailor-made processes that they unfold in organizations, allowing a procedural, contextual and 
longitudinal analysis of the various actions and meanings that are built within them (Laville and Dionne 1999). 

The research had as a population consumers of products and services made available by evangelical 
churches, therefore religion is an important product of which every man is a potential consumer, and seeks to 
probe the level of intimacy of the consuming Christian with his product religion, the frequency of this 
consumption, the possible influence suffered by these consumers. 

A non-probabilistic sampling will be used, which uses chains of reference, named as a snowball which, 
from the first interviewee, he will indicate the next ones, the sample will have its real number defined after the end 
of the research. 

As for the data collection procedure, a semi-structured questionnaire with closed and open questions was 
used. Its characteristics are basic questions that are supported by theories and hypotheses that are related to the 
research theme, the questions will bear fruit to new hypotheses arising from the answers. of the informants, the 
main focus is established by the researcher. 

It is focused on a subject on which a script of main questions will be made, complemented by other 
questions related to the questions that will be generated during the interview, this type of interview can give rise to 
more free information and the answers are not conditioned to a pattern of alternatives. 

For the analysis of the data of the interviews the method of analysis of Bardin was used, it is a technique 
of analysis of the communications, that will analyze what was said in the interviews or observed by the researcher. 
In the analysis of the material, we seek to classify them in themes or categories that help in understanding what is 
behind the speeches. The concept of content analysis can be conceived in different ways, in view of the theoretical 
and intentionality of the researcher who develops it, whether by adopting concepts related to the statistical 
semantics of the discourse, or even aiming at inference through the objective identification of characteristics of 
the discourses messages (Bardin, 1977). 

3. Results and Discussion 

This research was conducted through a semi-structured interview script with 15 evangelical consumers, of 
different ages, churches and genders in order. The purpose was understand the most impacting issues regarding 
consumption within evangelical churches and the factors that lead to this consumption, obtaining through this the 
analysis of three topics, being The Influence of the Evangelical Church on Consumption, Types of Consumers of 
the Evangelical Churches and How the Church Sells. 
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3.1 The influence of the Evangelical Church on consumption 

The growth in the number of people who have been adhering to religions and evangelical preaching in 
recent years draws the attention of many scholars. In Brazil the religions that stand out the most are Evangelical 
and Catholic Christians, Catholicism has the Pope as its greatest authority, while the Churches evangelicals 
depends on the denomination, being able to be Bishop, Pastor or Apostles. Evangelical churches are presented by 
denominations, with greater emphasis on the Universal Kingdom of God, Assembly of God and Baptists (Cunha, 
2007). 

Due to this growth, there have been some changes in the country's demographic situation with regard to 
religion, the advancement of evangelical churches has been occurring significantly, and generating the need for 
understanding this segment by various areas, such as trends, consumption behavior, among others. , the interest 
of this research being the factors that influence this consumption of this public. When the evangelical religion 
adheres, the new followers tend to change their habits and this is directly linked to the influence received by the 
leaders through the messages transmitted in the services and meetings or through other types of social 
relationships (Silva, 2004). 

The church is a place of comfort for a large part of society, so it is understood that there is a great 
influence on the attitudes and choices of those who are part of it, tending to be more effective than any other type 
of advertising or tool. The believer leaves his home by his own effort in order to find solace and solution in the 
word of God, usually transmitted by people instructed to do so, among them, pastors, missionaries, group leaders, 
so this believer is looking for something through this a word that can be, love, healing, self or family liberation, 
prosperity or other values that the church offers, or that it is intended to offer (Campos, 1997). 

Evangelicals form a contingent of 27 million consumers willing to spend on items belonging to their 
religion, within the churches the consumption of specific products made available by the church itself or by 
bookstores linked to the religious institution is encouraged. Religion has the power to influence life of the faithful, 
which can provoke cultural changes and in the way of consuming, consumption in several aspects makes people 
feel accepted, it is not restricted to basic needs, it goes far beyond that (Mariano, 2005). 

The messages transmitted in part of the evangelical churches have an emphasis on Prosperity Theology 
that brings messages of healing and financial prosperity for those who are faithful to the commandments and 
purchase products offered by the institution, in denominations such as the Universal Kingdom of God products 
are offered in exchange of prayers for the attainment of blessings. 

They had established oil campaigns. If you bought the product for a certain price, you would receive the blessing 
[...] They said during the preaching that if you wanted to be blessed you needed to participate in the campaign, 
otherwise you would not receive the blessing (Interviewee 1). 

Prosperity theology preaches that with religion it is possible to acquire wealth, obtain a cure, houses, cars, 
family salvation and that is what makes this model of doctrine attractive. According to the interviewees' reports, 
the messages transmitted, the social environment and the leaders have a direct influence on purchases made 
within the churches. 

I bought tickets for congresses and movies, because the church produces films. The leaders said that 
they had goals to reach in sales and purchases of tickets and it was necessary to reach the goal [...]. Me and other 
members even faced lines that lasted all day to purchase tickets in the pre-sale (Interviewee 2). 

I buy the products on the recommendation of a member or pastor [...]. I usually buy it at a store in the 
church or at congresses, because before the ministries there is advertising for books and publishers (Interviewee 
3). 

The social environment of the church due to the need to feel included, the leadership by the authority it 
exercises over the faithful and through messages based on the Theology of Prosperity, it is possible to observe 
that the members are greatly influenced by these factors. The influence of the leadership showed that a large part 
of the faithful follow their guidelines, the majority of the interviewees reported buying what the leaders indicate. 

3.2 Types of Consumers of the Evangelical Churches 

To thrive in the business and personal aspect is what many aspire to, since the beginning there are 
relations of exchanges and consumption that have been improving over time. The human being is all the time in 
search of something, the conquest of love, employment, success in family relationships and everything that is 
linked to having a stable life. Society demands and everyone seeks, but does not always succeed, they do not live 
satisfied and seek refuge in other environments and are generally led to religions, either of their own free will, by 
the influence of the family or through the experiences of the people who live around them (Alves, 1999). 
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It is expected that the benefits obtained through religion will overcome the harms found during the 
relentless pursuit of self-satisfaction that human beings are influenced from very early, as far as it is possible to go, 
it has not yet been discovered, although many plans are not always possible to the best results. What is expected is 
that these needs can be met, that desires are rotating and that there is profit, after all, most relationships are 
capitalist (Houtart, 2002). 

The market is constantly growing, and from where you least expect it, there are great and excellent 
opportunities to invest. The fact that religions use marketing techniques to achieve their goals and "customers" is 
not surprising, but the effectiveness that is obtained through religion and especially evangelical. What is seen today 
is the transformation of religion into products of consumer society, with the appearance of several churches what 
is visible is the appearance of new customers, it is like a competition where those who offer more blessings reach 
more members who end up becoming consumers through faith (Campos, 1999). 

It is through giving that it is received, through theparadigm that many make their "purchases" inside the 
churches either through advertisements during the celebration, through stores inside the churches, chains, 
campaigns and challenges where the faithful are led to contribute to the causes of the church. 

I was motivated to buy because I was looking for family salvation, and the pastor said that buying things would 
end the confusion and fights in my house [...]. The service lasted 1 hour and a half, 80% was dedicated to tithes 
and offerings (Interviewee 1). 
I bought a handkerchief and they said it would bless my house [...] I bought it in order to seek my father's 
salvation, as I was an alcoholic and I believed that healing and transformation would come through that 
(Interviewee 4). 

In a comparison between church and organization, we find in common the types of consumers, in the 
organization it is possible to observe two types of consumers, the loyal and the non-loyal, one buys constantly, the 
other buys sporadically and sometimes does not buy again. In churches it was possible to observe that loyal 
consumers are the same tithers, tithers donate 10% of all their earnings to the church and make purchases within 
the churches more frequently. Non-tithing consumers do not donate 10% of all their earnings because they 
believe which is not necessary and chooses to deposit only offers in smaller amounts, when purchases are made 
less frequently. 

Campaigns were carried out where they had anointed oils brought from Israel [...]. They took pieces of 
clothing and took them to the beach to be in front of the three elements: sun, sea and land, but it was only for the 
tithe payers (Interviewee 2). 

There was a moment when they said, "brother if you have R $ 100.00 / R $ 200.00 / R $ 500.00 come on 
ahead, but if you have nothing, stand up and you will be prayed for where you are [...] ". They were closer to those 
who had money, to those who offered more (Interviewee 1). 

If he did not acquire anything, it was as if he were not part of the congregation. If I was called to go 
ahead and offer it and it wasn't, it was like a curse on my life was going to come [...]. I realized that it was 
unnecessary, as they tried to persuade people through the word of God to make purchases (Interviewee 4). 

Part of the interviewees report a different treatment between the types of consumers, those who are 
tithers and loyal consumers tend to be more prominent and placed in better positions, non-tithers in most 
churches become excluded from part of the activities carried out within the churches. 

3.3 How the Church Sells 

Before it would be unlikely to relate marketing to churches, today there has been an appropriation of 
marketing and marketing practices that ends up leading to the term "religious market". Consumers who are inside 
churches seek products "customized" according to their needs and desires, it is possible to analyze that it goes 
beyond physical desires and also to spiritual desires. The vast majority make their purchases believing that they 
will receive something in return and from these sales comes the institutional survival of the churches that adopt 
these practices (Rega, 2006). 

The division within the evangelical religious field is classified in several ways, there are some branches that 
make up the Brazilian evangelicals, among them it was possible to analyze: Modern Protestantism (Universal of 
the Kingdom of God), Parallels to the reform (Baptists), Pentecostals (Assembly of God). Each denomination 
described above uses a different strategy for sales of its products (Niebuhr, 1992). 

The Universal Kingdom of God adopts Prosperity Theology, the faithful buy with the objective of 
achieving prosperity in personal finances (through tithes), family prosperity (campaigns), and business (worship of 
entrepreneurs). 
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I bought a house (made by hand) for a certain amount that was a prayer campaign, when I bought it I 
would receive prayers to buy my own house (Interviewee 5). 

I sawsalesof “blessed” waters and oils that were supposed to bless, bringprosperity (Interviewee 6). 

The Baptist and Pentecostal Churches (Assembly of God) adopt more specific strategies for sales and 
directly, according to reports of the interviewees, causes that need help are exposed, usually social causes, 
construction and renovation of temples and they buy for their own use, which is the case with CDs, books, bibles, 
congresses and shirts. 

Generally, they have non-profit purposes, most of the time they are projects within the church, for 
example, construction of bathrooms and what leads to the purchase of products is the willingness to help and to 
know that when buying they are helping in the work (Interviewee 7). 

I bought books, shirts and CDs because of the events and missions (Interviewee 8). 

I bought a shirt, Sunday School magazine, Bible and CDs at newsstands that are selling at church 
(Interviewee 9). 

I bought a bible, CD, shirts and books at church even through pastors or missionaries because I needed 
it and that's where I can get it (Interviewee 10). 

It was possible to observe in this market of evangelical products well-founded and efficient marketing 
activities that lead the consumer to purchase the products offered based on what they believe, faith is what they 
offer and better than any other product is very well absorbed (Guerriero, 2003). 

4. Conclusion 

This research had its contribution focused on understanding the factors that influence purchasing within 
evangelical churches. It observed that the denominations use similar ones for the sale of the products, in the 
Universal Church of the Kingdom of God the strategies for the Prosperity Theology are used demonstrating the 
exchange of purchases of objects for blessings. 

 Transformed into an organization, the church has clear marketing tools and there is a concern to meet 
the “need” of its public with regard to product acquisition. There are churches spread across 4 neighborhoods in 
the city where the research was carried out and with services held 3 times a week, all with moments dedicated to 
the announcement and sale of products, there is ease of payment, which can be in cash and on credit cards. 

It observed that in the Baptist and Assembly of God churches the objects are acquired in a more 
spontaneous way. The announcements are also made during the services but in a more discreet way leaving the 
consumer at ease in relation to their choice, part of the interviewees belonging to these churches report that talent 
feels good in helping. They are doing well for themselves differently from the interviewees who are or have been 
part of the Universal Church of the Kingdom of God who reported contributing to feel accepted in some 
moments. In other moments, they contributed because they believed that from the contribution they would 
receive goods not only for themselves, but for the family as well. 

 The members who contribute with the intention of acquiring blessings for themselves report that when 
the long-awaited blessing does not arrive, there is a feeling of frustration that ends up generating in some 
discouragement, and change of church. It understood that many are in the churches just in search of something 
for themselves and not to adhere to the de facto religion. 

Among the requests arising from the research development process and which in some ways, interfere 
with the results, we highlight the limited time, personal resources and a limited access to respondents, which 
restricted the research to a smaller number of people. Another factor is the absence of information by church 
members, which keeps some information confidential, preventing further confrontation with some of the results 
found. 

Regarding future research on the subject, it is necessary that, together with the study of the factors that 
influence the consumption of evangelical products, the study of the influence of the church on the consumption 
of other products acquired outside the temples be also combined. 
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