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Hi#: Mara Einstein, “Faith-centric Tik'Toks; Promoting Religion through Personalized Experience and Engagement,” Mara Einstein et al. (ed.), Selling the Sacred-
Religion and Marketing from Crosstit to QAnoni Roqtledge, 20?4, pg.l39i 153.7

I have long argued that religion is a product (Einstein, 2008),;The combination of
faith, ritual, and community is promoted and packaged like other marketable goods
and services. And like promotion for other goods, video content has become the
predominant form of persuasive communication for faith-based groups. The Mor- -
mon Church had a successful, long-running campaign called “I am a Mormon.”
Scientology advised people to question their life and look for answers with a com-
mercial called Curious? (Frazier, 2019), and evangelicals fund a $100 million-plus
advertising campaign called, “He Gets Us,” that has run in sports programming
from March Madness to the Super Bowl.

While these broad-based appeals create awareness, their ultimate goal is to drive
people online. HeGetsUs asks viewers to go to YouTube, Instagram, and their web-
site. Mormons—or Latter-day Saints, as is now their preference—wanted to con-
nect visitors with other believers online. Scientologists have a robust website with
ways to connect with members, more commercials, and a trove of videos explain-
ing the belief system. Traditional religion institutions, too, found that they had to
pivot to providing online options during the COVID-19 pandemic. Religious ser-
vices were streamed to congregants but also were widely available to seekers and
the simply curious around the world (Campbell, 2021). Providing content this way
hang two-fold benefit: digital services engaged current congregants while acting
as marketing for prospective religious shoppers, reminiscent of religious radio and
TV’s past (Hangen, 2002).

garketing on digital platforms prevails because broad-based. mass marketing
tools are no longer as effective as they used to be for religion or any other product.
This is especially true when communicating with younger generations like millen-
nials and Gen Z who expect personalized, “authentic” content (Fils, 2020) presented
in short-form, “snackable” videos (Jenkins, Ford, & Green, 2013). Customized
viewing experiences have driven viewers away from legacy media and toward
social media outlets from Instagram to SnapChat to Twitch, and now TikTok.
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