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The aim of this study is to design a ritual marketing mix model. This research,
with a qualitative approach and applied goals, was conducted using thematic
analysis. The experts included faculty members and senior managers, and the
interviewees were 15 individuals who were selected through purposive
sampling until theoretical saturation was reached. Data were collected using
semi-structured interviews. To ensure validity and reliability, the findings were
confirmed by the interviewees. For data analysis, the method by Braun and
Clarke was employed with MAXQDA software. The findings from the
interview analysis revealed one overarching theme, four organized themes,
eleven basic themes, and 63 initial codes for designing the model. The results
showed that the ritual marketing mix enables religious organizations and
institutions to present their religious programs and services more effectively
and respond to the needs and desires of the religious community. By
considering various elements of the marketing mix and adapting them to the
specific characteristics of religious environments, the quality and effectiveness
of religious activities can be improved. In this way, religious marketing can
play an important role in enhancing and expanding religious activities and
increasing the participation of community members.
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Introduction

Religious marketing, also known as Marketing of Religion or Faith-based Marketing, is an
emerging yet highly complex concept within marketing management. Despite the growing significance of
this field, there is no comprehensive definition that has been universally accepted. Kumar et al. (2022)
define religious marketing as “any activity by a religious organization aimed at managing, maintaining,
or acquiring more members.” This view emphasizes the use of marketing techniques within religious
contexts (Kumar et al., 2022). Another definition by Wang and Wong (2020) describes it as “the use of
marketing to promote religion.” Various interpretations of religious marketing exist in the literature. In
some cases, it is understood as marketing based on religion, while in others, it refers to marketing within
Islamic markets or to religious destination markets (Wang & Wong, 2020). However, the common
denominator across all these definitions is that the target consumers are individuals who are religiously
inclined (Hatami-Nasab, 2022).

In the context of this study, the focus is on using marketing mix principles and methods for
promoting religion and religious concepts. In certain sources, the term "faith-based marketing" is used
instead of religious marketing. Faith-based marketing integrates religious faith into business and
marketing practices, targeting specific groups, such as families or communities with shared religious
beliefs. This kind of marketing is particularly effective in targeting Muslim and Christian consumers,
given the estimated global spending power of religious communities, which exceeds trillions of dollars
annually (Preda, 2019). The demand for religiously aligned products has led to the development of new,
faith-based products, such as mobile apps offering prayer direction or Quran reading apps, thus promoting
religious practices through modern technology (Abraham & Simatupang, 2023). Despite its rise, religious
marketing has been met with resistance in some quarters, particularly from religious leaders who fear that
marketing techniques may undermine the sanctity of religious practices by commercializing spirituality.
This paper aims to contribute to the understanding of religious marketing by designing a conceptual model
based on the marketing mix principles within a religious context.

Methods and Materials

This research follows a qualitative approach and employs thematic analysis, a widely used method
for analyzing qualitative data derived from interviews. Thematic analysis allows for the identification and
interpretation of themes within qualitative data, which is fundamental to many other qualitative research
methods. The study applied the framework developed by Braun and Clarke (2006) to ensure systematic
data analysis. A snowball sampling method was used to recruit participants who met specific criteria,
including having a doctoral degree, expertise in marketing management, and experience in religious or
faith-based marketing. The research participants comprised nine faculty members from the Department of
Public Administration and six senior managers from organizations affiliated with the Islamic Propagation
Organization in Tehran. The main goal of the research was to identify the components of the religious
marketing mix and propose a comprehensive model based on these identified elements.

Findings and Results
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The data analysis revealed several key themes and components that contribute to the religious
marketing mix. The identified components include promotional strategies, distribution channels, religious
products, and pricing strategies. The findings are organized as follows:

1. Promotional Strategies and Religious Advertising: The first major theme identified was the role
of advertising and promotional strategies in religious marketing. This theme included three sub-
themes: media-based religious advertising, online religious advertising, and religious outdoor
advertising. Media-based religious advertising involves traditional forms of media such as
television, radio, and print media to spread religious messages to a wide audience. Online
advertising refers to digital marketing techniques that use platforms such as social media, websites,
and mobile applications to engage with audiences. Outdoor advertising includes the use of physical
spaces, such as billboards and posters, to disseminate religious messages in public areas.

2. Distribution Channels and Religious Retail Spaces: The second theme focused on distribution
channels and retail spaces for religious products. Three sub-themes were identified: online
religious stores, physical religious stores, and religious exhibitions and markets. Online stores offer
easy access to religious products such as books, prayer tools, and religious garments. Physical
stores, typically located in religious or cultural centers, provide an in-person shopping experience
where customers can engage directly with salespeople. Religious exhibitions and markets are
temporary setups during religious festivals or events where products are sold in a community-
centered environment, promoting both religious engagement and commerce.

3. Religious Products: The third theme involved the types of products included in the religious
marketing mix. This theme was categorized into three sub-themes: educational religious products,
digital and gift-based religious products, and religious clothing and decorations. Educational
products encompass books, e-learning materials, and workshops aimed at spreading religious
knowledge. Digital products include religious apps, digital Qurans, and multimedia content for
mobile devices. Religious gifts and decorations refer to symbolic items such as prayer beads,
religious jewelry, and decorative pieces for homes and places of worship.

4. Pricing Strategies in Religious Marketing: The final theme identified was religious pricing
strategies. Two sub-themes were found: ethical-religious pricing and occasion-based religious
pricing. Ethical-religious pricing involves setting prices based on moral and religious values,
ensuring fairness and equity while avoiding exploitation. Occasion-based pricing refers to the
practice of adjusting prices during specific religious events or holidays, such as offering discounts
during Ramadan or other religious festivals.

Conclusion

The findings of this study indicate that religious marketing, when designed appropriately, can
significantly enhance the connection between religious organizations and their target audience. This model
of religious marketing not only helps businesses align their strategies with religious values but also
strengthens the religious identity and community engagement of consumers. Through understanding the
unique needs of religiously motivated individuals, businesses can build a strong, value-driven brand that
resonates deeply with their audience. Moreover, religious marketing offers organizations a competitive
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advantage by providing culturally sensitive products and services that align with the values and practices
of their target markets.

The study's findings align with previous research, demonstrating the importance of using media,
online platforms, and physical spaces to engage with religious consumers (Derafshan et al., 2021; Stolz &
Usunier, 2019). The strategic use of pricing based on religious ethics and occasion-based events further
enhances the appeal of religious marketing to its intended audience (Derafshan et al., 2021; Floren et al.,
2020; Stolz & Usunier, 2019).

In conclusion, religious marketing represents a promising approach for organizations seeking to
engage with religious communities, enhance their branding, and create a deeper connection with their
audience. The study’s conceptual model provides a comprehensive framework for religious marketing,
incorporating promotional strategies, distribution channels, product offerings, and ethical pricing
strategies. By adapting marketing strategies to religious contexts, organizations can not only expand their
market reach but also contribute to fostering a more inclusive and culturally sensitive business
environment.

The findings underscore the need for further research into how religious values can be integrated
into marketing practices across different faith communities and cultural contexts. Future studies could
explore how these strategies can be applied in different geographical regions and for various religious
groups to understand the global implications of religious marketing more thoroughly.
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