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The series Media and Religion offers a platform for innovative
and creative contributions to this particular research field. It
presents research projects from the fields of religion, theology,
sociology, media, film and gender studies, political science,
cultural studies and visual studies. Interdisciplinary and transdisciplinary studies are particularly welcome. The series aims
to publish critical analyses of the multi-layered interactions
between religion and media in history and contemporary society
from an empirical, theoretical, and hermeneutical perspective.
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In fashion and pop culture, one encounters religious symbols
surprisingly often, be it crosses on T-shirts, depictions of Buddha
on handbags or the colourful goddess Kali on swimsuits. ‘Religion’
on clothing seems to be ‘in vogue’. This book conducts a study
of the reception of religious symbols in the field of popular
clothing from the perspective of religious studies and tests
this approach in an examination of clothing practices in the
Swiss black metal scene.
In der Modewelt und der Popkultur begegnen einem überraschend
oft religiöse Symbole, seien es Kreuze auf T-Shirts, Buddha-Figuren
auf Handtaschen oder die indische Göttin Kali auf Badeanzügen:
Religion auf populärer Kleidung scheint „in Mode“ zu sein. Doch
was haben solche Symbole noch mit Religion zu tun? Die Studie
entwirft einen religionswissenschaftlichen Zugang zu dieser
Rezeption religiöser Symbole in populärkultureller Kleidung,
erklärt die komplexen Verbindungen zwischen Religion und
Populärkultur und erprobt diese vorgeschlagene Herangehensweise an einer Untersuchung zu Kleidung in der Schweizer
Black Metal-Szene.

This book provides an in-depth understanding of the analogy
between marketing and religion: how an effective marketing
campaign makes consumers construct an entire worldview with
a corresponding ethos regarding an advertised commodity,
which results in exceptional consumer loyalty and high profit
margins.
This book scrutinises the advertising campaign ‘Nespresso. What
else?’. The study is based on an audio-visual analysis of selected
commercials, and on an analysis based on primary data about
Nespresso drinkers and, as a control group, about consumers of
other coffee brands. The statistically highly significant results are
impressive and to some degree disturbing. They shed light on how
the exchange value of a profane consumer item is increased to a
multiple of its use value and how, in accordance with Walter
Benjamin’s thesis, the symbolic charging of a commodity, stripped
of its profane attributes, is taken to extremes.

The politician Aldo Moro was abducted and killed in 1978 by the
terrorist organisation the Red Brigades. The media then stylised
Moro as a ‘state martyr’. This volume deals with the highly topical
question concerning the performativity of this concept in the
tension between democratic states and terrorism and reconstructs a crucial phase of post-war policy in Italy on the basis of
media sources on the Moro case.
What role does a term from Christian antiquity play within modern sociopolitical discourses? What changes has the term ‘martyr’ undergone in European religious and cultural history? On the
basis of these questions, this study opens up an interdisciplinary
theoretical horizon in order to understand the role of religious
motifs in sociopolitical contexts. It brings a central new dimension
to the secularisation debate, which sees secularisation as a new
configuration of politics and religion.
The author was honored with the doctoral sponsorship award
2018 of the Münchner Universitätsgesellschaft.

