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saturated by digital mediascapes. Hutchinson argues that the inclusion of cultural 
intermediaries by PSM and development of algorithm culture may inevitably lead 
to maximizing participation. Lizzie Jackson addresses the urgent need for PSM to 
begin using advanced digital production processes such as predictive analytics (PA) 
and behavioral targeting (BT). Such recasting of PSM logic may result in a greater 
presence of public service algorithms that might ultimately challenge the domin-
ance of commercial media. Anja Stević and Emil Čančar focus in their contribution 
on transition of Croatian public media to Web 2.0. Th ough multi-platform content 
and technological improvements remain HRT’s top priorities, Stević and Čančar 
observe signifi cant implementation gaps. 

By connecting all these accounts on possibilities of deepened participation that 
the new communication environment off ers to PSM, a new model of PSM emerges. 
At this point, the collective book seems to propose a more normative vision than 
a diagnosis of the actual situation illustrated with a systematic analysis of compara-
tive examples. Its value, however, manifests precisely in this normativity and shared 
belief that PSM have their future in a new media world.

Michał Głowacki and Alicja Jaskiernia in their concluding chapter make it clear 
that ongoing processes of PSM change are intimately connected with a new norma-
tive vision. A poor project leads to poor realization and vice-versa. Głowacki and 
Jaskiernia make the future point with mapping drivers and obstacles for PSM re-
newal. It becomes clear that PSM renewal depends on a complex set of conditions 
that include greater engagement of PSM in building new forms of partnership, 
exploring new ways for funding, as well as improving public participation. Th e 
Public Service Media Renewal: Adaptation to Digital Network Challenges stands for 
a highly valuable and very useful contribution not only for readers interested in the 
future of public service media, but all who are genuinely preoccupied with implica-
tions of digital change transforming the media and communication environment, 
and its users. 

 Beata Klimkiewicz 
J A G I E L L O N I A N  U N I V E R S I T Y,  P O L A N D
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Living in times of universal information, we receive various types of messages. 
Among them are also visual ones, such as advertising, which has long been inscribed 
in the landscape of urban agglomerations and even small towns and villages. Among 
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advertisements present in public spaces, those that we commonly call colloquial 
religious advertisements are becoming more and more popular.

However, in the media or marketing literature it has been diffi  cult to fi nd a def-
inition of religious advertising until recently, and many authors from diff erent 
disciplines used such terms as religious advertising or advertising using religious 
symbols, without defi ning what it was and whether it was a separate type or type 
of advertising. Until recently, because for several months we have had a book 
position on the market, of which the author, Krzysztof Stępniak, fi lls this gap in 
the area of   media and marketing science, and even theology, attempting to defi ne 
and describe the whole phenomenon of religious advertising. And he does this in 
his habilitation thesis entitled “Th e phenomenon of religious advertising”, pub-
lished at the end of 2017 by the Aleksander Gieysztor Academy of Humanities in 
Pultusk. 

Krzysztof Stępniak, a clergyman of the Catholic Church, an assistant professor 
at the Pultusk Academy, until recently the Dean of the local Faculty of Sociology, 
also has experience of working in the media. In the years 2000–2008 he was a dir-
ector of one of the Catholic radio stations. As a theologian moving in the fi eld of 
media studies, he probably had many scientifi c reasons to deal with religious ad-
vertising. Th e book, which is worth recommending to both people professionally 
involved in advertising and students studying in fi elds related to the media, as we 
read in the cover of the review by Professor Grażyna Ulicka, is not only a theor-
etical consideration of religious advertising. It is based on pioneering research into 
the phenomenon of religious advertising, carried out in the Laboratory of Media 
Studies at the University of Warsaw. Th e author’s research concerned the phenom-
enon of religious advertising in the Catholic Church in Poland, which was dis-
cussed in four focus groups, in which the author presented selected static and dy-
namic advertisements, as well as attempted to defi ne what was the type of 
advertising that everyone from the expert group (this is one from focus groups), 
despite their initial resistance, called religious advertising.

Stępniak’s book is a multi-aspect analysis of the phenomenon which is the 
communication of the Catholic Church with the broadly understood recipient, by 
means of advertising messages. Th e fi rst part refers to theoretical fi ndings against 
which the author places, as he writes, a separate type of advertising, which he oft en 
identifi es with social advertising. Th e author, however, shows the fundamental 
diff erences between commercial and non-commercial advertising, between social 
and religious advertising, giving his own defi nition of the latter, in which the 
sacrum occupies a special place. In his opinion, the sacrum is an element sine qua 
non of any religious advertisement. Th is sacrum of religious advertising has been 
thoroughly described and classifi ed in the work, although, as we read, “it is not 
a closed set”.

Th e second part of the book places an emphasis on the author’s focus research, 
in which the author indicates both the boundaries of the concept and the defi nition 

cejoc_fall 2018c.indd   233cejoc_fall 2018c.indd   233 2018-10-09   10:58:312018-10-09   10:58:31

Central European Journal of Communication vol. 11, no 2 (21), Fall 2018 
© for this edition by CNS



Book reviews

234               CENTRAL EUROPEAN JOURNAL OF COMMUNICATION 2 (2018)

of religious advertising (general and specifi c). Th e fi rst concerns broadly under-
stood religious advertising (church or religion), the latter limits the advertising to 
the messages appearing in the Catholic Church. In general, 

religious advertising is one of the elements of communication of a given religion, church or reli-
gious denomination, the purpose of which is to provide information and promote religious values, 
ideas, and services, as well as to shape attitudes and behaviors specifi c to a given religion, church 
or denomination. (p. 40)

Th e author focuses mainly on religious advertising in the Catholic Church and 
clarifi es, or rather specifi es, what is the religious advertisement in this Church (de-
tailed defi nition). 

Religious advertising in the Catholic Church is a message that infl uences the formation of atti-
tudes and behaviors specifi c for those who believe in God, who appeared in the person of Jesus 
Christ. Th is message aims to promote the knowledge of God and His revelation, teaching the 
truths of faith and morals, proper for the Catholic Church and religious services, using all infor-
mation highways, containing some elements of the sacred. (p. 41)

It is worth noting that the element of the sacrum appears only in the defi nition 
of religious advertising in the Catholic Church. Th is defi nition, which I would call 
a defi nition from the borderline of theology and media science, is not the only 
defi nition of religious advertising. Th e publication by Krzysztof Stępniak is proof 
of some evolutionary thought of the author, who in the conclusions summarizing 
his research defi nes religious advertising as 

a persuasive message of a religious character, containing some elements of the sacred, the purpose 
of which is to provide information and promote religious belief, values, ideas, and services, and to 
shape attitudes and views consistent with the teachings of the Catholic Church. (p. 212)

Th e author also proposes to defi ne religious advertising on the basis of media 
studies. It is worth emphasizing that Stępniak distinguishes religious advertising 
in the Catholic Church (non-commercial), from commercial advertising. In this 
second one, an element of the sacred is not a necessary element. Without going into 
the details of this distinction, a very important typology of advertising, I just want 
to emphasize how important the teleological diff erences of both types of advertis-
ing are: religious and church.

Why is it worth reaching for this book “Th e phenomenon of religious advertis-
ing”? Th is is the fi rst and in addition research-based study on religious advertising. 
Th e research value of a documentary and analytical work should be appreciated, 
showing the specifi city and quality of religious advertising. Th e research presented 
by the author contributes to a signifi cant extent to the deepening of knowledge 
about the religious rebrand on the basis of the sciences of the media and social 
communication. Th e proposed typology of religious advertising has a chance to 
become a textbook reference point for further research and classifi cation of reli-
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gious advertising. Th e author distinguishes four types of religious advertising: 
evangelization / kerygmatic, vocational, pastoral, and charity (fundraising).

It is worth emphasizing the reporting and analytical nature of the work of the 
abbot on the extensive empirical material. Th e tests were carried in an exemplary 
way. Th e asset of the work is its documentary nature and problem analysis, inte-
grated very skillfully. Th e results of focus studies also present a certain assessment 
of the quality of religious advertisements selected for the discussion. Participants of 
the study pointed out, from diff erent perspectives, both desirable and undesirable 
traits in religious advertising, their strengths and weaknesses, which could contrib-
ute in practice to improving the quality of religious advertisements.

In addition, it might be used in the future to develop a religious advertising 
guide, both for their creators and recipients.

Th e theme of the work is undoubtedly innovative in nature. It should be empha-
sized that the author has the ability to synthesize the source-documentary ma-
terial by presenting it in tables, which serve for easier demonstrative display of fi nal 
conclusions. Th e work brings an original contribution to this area of knowledge, 
which until now has not been studied and presented in Poland. In my opinion, 
there was only a wider view of religious advertising in the universal Church, and 
not only in the Church in Poland. It was also worth showing what a religious ad-
vertisement used by the Catholic Church looks like in comparison with other 
Christian Churches.

I hope that in the near future, the author will broaden his research interests with 
new research methods, such as surveys, eye tracking and advertising content an-
alysis. Th e knowledge obtained in this way could be an excellent comparative ma-
terial to the already obtained knowledge in the focus study.

Th e book “Phenomenon of religious advertising” is worth recommending as 
a compulsory reading textbook for students studying in various fi elds of media 
science, as well as for lecturers of this type presented in it.

 Tadeusz Kononiuk
U N I V E R S I T Y  O F  W A R S A W,  P O L A N D
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