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ABSTRACT  

Evangelism Marketing is an innovative, unpaid and advanced form of word of mouth marketing in which the 

satisfied, in fact, delighted consumers communicates information and feelings about a brand freely and 

passionately to potential consumers in a desire to transform them into the actual consumers of the brand. The 

significance of the study has increased leaps and bounds in the present scenario as a result of intense 

competition resulting from the proliferation of brands further compounded by consumerism and global flow 

of information through internet and social media networks.  Evangelism marketing can play a constructive 

role in development and growth of brands especially in the context of recent developments like emergence of 

the concept of brand love and establishment of brand communities. The study throws light on the impact of 

evangelism marketing on consumer buying behaviour and brand loyalty.  
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INTRODUCTION  

“[Brand] Evangelism is much more powerful than advertising because evangelism says ‘I believe this and 

if you join me in this belief… something exciting is going to happen.  It is going to be great for me and for 

you ”_Guy Kawasaki (1991).    

The marketing scenario has undergone a radical change in the recent years with the  proliferation of brands as 

well as the media in almost every industry.  This has resulted in the emergence of intense competition in the 

market, making the task of marketing positioning and product differentiation much difficult for the marketers 

and firms. Growing consumerism, ubiquitous access to internet and social media revolution has compounded 

the complexity of the marketing scenario. In the present era, the people in the target market do not blindly 

believe in the marketing communications presented before them. Moreover, with the ubiquitous access to 

internet and social media revolution, it has become increasingly easy for the consumers to share their 

experiences and opinions regarding the brands of products and services within their social group as well as 

their accessibility to information about the brands have also gone up. Such changes have the potential to 

impact consumer buying behaviour. This has drawn the attention of marketers towards brand related 

behaviour of the consumers and consequently led to the development of the concept of Brand Evangelism or 

Evangelism marketing. The term evangelism means “bringing good news”. Evangelism Marketing is an 

innovative, unpaid and advanced form of word of mouth marketing. Doss  (2014)  defines the term  brand  

evangelism as communicating positive  information, ideas and feelings  on  a particular brand freely and often 

fervently to others in a desire to influence behaviour.. Becerra and Badrinarayanan  (2013) also  discuss the 

term brand  evangelist as an  intense willingness to  endorse the  brand  and persuade  others  to  purchase  it. 

It is believed that such a method of marketing can embed the product offerings in the minds of consumers and 

can thus result in the creation of greater market share and wider customer base through turning potential 

consumers into actual consumers. The study is designed to explore impact of evangelism marketing on 

consumer buying behaviour.  
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STATEMENT OF THE PROBLEM  

Many studies have proved the brand consciousness of consumers in various districts in Kerala. In this context, 

the researcher aims to know the impact of evangelism marketing on the buying behaviour of the consumers 

in Kottayam district The study is relevant and brings under its purview identification of the type of products 

in which it is effective, the contribution of evangelism marketing towards brand loyalty and its influence on 

different modes of purchase. As the study is based on the impact of evangelism marketing on consumer 

purchase behaviour, the study is entitled as “A study on the impact of evangelism marketing on the consumer 

buying behaviour with special reference to Kottayam district”. 

 OBJECTIVES OF THE STUDY  

 To study the impact of evangelism marketing on consumer buying behaviour 

 To identify the type of goods in which evangelism marketing is effective  

 To assess the impact of evangelism marketing on brand loyalty  

 To identify the influence of evangelism marketing on different modes of purchase  

HYPOTHESES OF THE STUDY  

1. H0:There is no significant difference in impact of evangelism marketing on  consumer buying 

behaviour among (a) gender (b) age group (c) income and (d)location 

2. H0:There is no significant difference in the factors that motivate an evangelist consumer to make a 

purchase  

3. H0:There is no significant difference in the Brand Loyalty of the evangelist consumers according to 

the interaction of gender and locale. 

4. H0:There is no significant difference in the modes of purchase that are influenced by evangelism 

marketing.  

RESEARCH METHODOLOGY  

The study has adopted a descriptive, analytical and exploratory research design so as to gather relevant 

knowledge on evangelism marketing and its impact by conducting sample survey. The present study 

incorporates the collection of both primary and secondary data for an in depth investigation. The researcher 

aims to collect the primary data  with the help of a well structured questionnaire administered to 100 samples 

are drawn from universe including consumers of different brands spanning over different industries that are 

exposed to evangelism marketing through convenient sampling technique. The questionnaire was 

administered as google form document. Secondary data is also resorted for the study which consists of 

professional journals and magazines, reports of projects and studies conducted by experts and online sources. 

Primary data collected is analysed using the tools such as Percentage Analysis, Friedman Test, One way 

ANOVA, Two-way ANOVA interaction model and Independent sample t test supported by Charts and graphs, 

MS Excel and SPSS 20.  

 

LITERATURE REVIEW  

Saravanan and Saraswathy (2017), in their conceptual paper on evangelism as a marketing strategy in the 

challenging and innovative scenario has pointed out that a firm can develop brand evangelists through 

facilitating product adoption by keeping the customers satisfied and developing brand loyalty among them.. 

They conclude that an experience shared by a customer is influential than thousand advertisements.  

Collins and et.al (2013), conducted a study to identify customer evangelist using a formative composite latent 

variable model, from among a survey population. The analysis of data as part of the study clearly depicts that 

customer evangelists are focussed on authenticity, cultishness and sharing knowledge and have a deep 

emotional and spiritual connection to the brand. They also have higher intentions to purchase the product in 

future than do non customer evangelist.  

http://www.jetir.org/


© 2018 JETIR  August 2018, Volume 5, Issue 8                                      www.jetir.org  (ISSN-2349-5162) 

JETIR1808751 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org 3 

 

Collins and Murphy (2009), describe the involvement of customer evangelist in unpaid, unsupervised brand 

activity and comment online and offline on the basis of consumer culture theory and service dominant logic 

which rise in importance with control of internet and social networking media on brand messages. They 

suggest that customer evangelists are experience driven, idealistic, gift economists, socially driven, authentic, 

cultish and epistemologically driven.  

Fetherstonhaugh(2009),refer evangelism marketing as creating a mission and brand experience that are so 

inspiring to consumers that they become committed to a company and share their enthusiasm with others. 

According to the author, what makes evangelism so powerful today is how it weds the oldest form of 

persuasion, word of mouth with the newest social networking and web 2.0. He urged to throw away the four 

Ps and embrace the four Es: a)From Product to Experience b) From Place to Everyplace c)From Price to 

Exchange d)From Promotion to Evangelism. 

According to Langner (2007), the aim of evangelism marketing is to tie the company systematically and on 

a long term basis to the cycle consisting of a loyal customer relationship and the promoters developing from 

engagement with ambassadors of the company and the brand and thereby to achieve a permanent acquisition 

of new customers and sales increase.  

Mc Connell and Huba (2003), in their work on creating customer evangelist have opined that traditional 

platforms for marketing have become obsolete and ineffective. According to them, in today’s highly 

connected marketplace contemporary organisations are also playing careful attention to a relatively small but 

highly influential group of consumers called brand evangelist who embrace their brands intensely, actively 

disseminate brand related experience to others, attempt to recruit others to experience the brand and dissuade 

others from consuming rival brands.  

ANALYSIS OF DATA 

TABLE 1  

CLASSIFICATION OF THE PRODUCTS  

PRODUCT CATEGORY FREQUENCY PERCENTAGE 

Convenience Goods 17 17 

Shopping Goods 32 32 

Speciality Goods 28 28 

Unsought Goods 23 23 

TOTAL 100 100 

Source: Primary Data  

Table 1 shows that 17 per cent  of the respondents depend on evangelists in case of convenience goods, 32 

per cent in case of shopping goods, 28 per cent in case of speciality goods and 23 per cent  in case of unsought 

goods. 

TABLE 2 

CHANGE IN PURCHASE DECISION ON THE BASIS OF THE OPINION OF A BRAND 

EVANGELIST  

CHANGE IN PURCHASE DECISION FREQUENCY PERCENTAGE 

Yes 71 71 

No 5 5 

Sometimes  24 24 

TOTAL 100 100 

Source: Primary Data  

It is evident from the table 2 that 71 per cent of the respondents are of the opinion that they have the habit of 

changing their purchase decision on the basis of the opinion of a brand evangelist while only 5 per cent opined 
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that they do not change their purchase decision in accordance with the opinion of a brand evangelist. 24 per 

cent of the respondents opined that they sometimes change their purchase decision on the basis of the opinion 

of an evangelist. 

TABLE 3 

IMPACT OF EVANGELISM MARKETING ON CONSUMER BUYING BEHAVIOUR 

IMPACT ON BUYING BEHAVIOUR FREQUENCY PERCENTAGE 

Yes 77 77 

No 7 7 

Sometimes 16 16 

TOTAL 100 100 

Source: Primary Data  

It is evident from the table 3  that  77 per cent of the respondents are of the opinion that evangelism marketing 

has an impact on their buying behaviour while only 7 per cent opined that evangelism marketing do not have 

an impact on their buying behaviour. 16 per cent of the respondents opined that evangelism marketing 

sometimes do affect their buying behaviour.  

TABLE 4 

SUCCESS OF EVANGELISM MARKETING STRATEGY  

SUCCESS OF THE STRATEGY FREQUENCY PERCENTAGE 

Yes 83 83 

No 5 5 

Sometimes 12 12 

TOTAL 100 100 

Source: Primary Data 

Table 4 reveals that 83 per cent of the respondents are of the opinion that evangelism marketing is a successful 

marketing strategy and only 5 per cent opined that evangelism marketing is not a successful marketing 

strategy. 12 per cent of the respondents are of the opinion that evangelism marketing is sometimes an effective 

marketing strategy. 

TESTING OF HYPOTHESIS  

H0: There is no significant difference in impact of evangelism marketing on consumer buying 

behaviour among (a) gender (b) age group (c) income and (c)location.  

(a) Impact of evangelism marketing on consumer buying behaviour and gender of the respondents  

TABLE 5 

INDEPENDENT SAMPLE STATISTIC 

GENDER  N MEAN 
STD. 

DEVIATION 

STD. ERROR 

MEAN 

Consumer Buying 

Behaviour 

Male 50 4.1886 .80162 .11337 

Female  50 4.1486 .78986 .11170 

Source: Primary Data  

TABLE 6 

INDEPENDENT SAMPLE TEST 

FACTOR 
LEVENE'S TEST t –TEST 

F Sig. t d.f Sig. 
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Consumer Buying 

Behaviour 
.027 .869 .251 98 .802 

Source: Table 5 

Since the significance value at 5 per cent level of significance in case of consumer buying behaviour (. 802) 

is greater than 0.05,there is no statistically significant difference in impact of evangelism marketing on 

consumer buying behaviour among the male and female respondents.  

(b) Impact of evangelism marketing on consumer buying behaviour and age group of the 

respondents  

TABLE 7 

MEAN SCORES OF THE IMPACT ON CONSUMER BUYING BEHAVIOUR AND AGE GROUP 

OF THE RESPONDENTS  

AGE GROUP OF THE 

RESPONDENTS 
MEAN N STANDARD DEVIATION 

Below 20 3.4643 4 .13678 

20 - 30 3.9905 30 .60485 

30 – 40 4.5476 24 .34396 

40 -50 4.5071 20 .42347 

50 and Above 3.8182 22 1.27103 

Total 4.1686 100 .79199  

Source: Primary Data  

TABLE 8 

ANOVA TABLE  

AGE GROUP OF THE 

RESPONDENTS 

SUM OF 

SQUARES 
d.f 

MEAN 

SQUARE 
F Sig. 

Consumer Buying 

Behaviour 

Between 

Groups 
11.377 4 2.844 

5.328 .001* 
Within 

Groups 
50.720 95 .534 

TOTAL  62.097 99    

Source: Table 7                                                                                 *Significant at 5 per cent level 

Since the significance value at 5 per cent level of significance (.001) is less than 0.05, there is statistically 

significant difference in impact of evangelism marketing on consumer buying behaviour among the different 

age group of the respondents.  

(c) Impact of evangelism marketing on consumer buying behaviour and income of the respondents  

TABLE 9 

MEAN SCORES OF THE IMPACT ON CONSUMER BUYING BEHAVIOUR AND INCOME OF 

THE RESPONDENTS  

INCOME OF THE 

RESPONDENTS 
MEAN N 

STANDARD 

DEVIATION 

Less than 1,00,000 3.9379 23 .58400 

1,00,000 - 2,50,000 4.2540 18 .81486 

2,50,000 - 5,00,000 4.2721 21 .54568 

5,00,000- 10,00,000 4.4830 21 .66773 

Above 10,00,000 3.8739 17 1.20679 

http://www.jetir.org/


© 2018 JETIR  August 2018, Volume 5, Issue 8                                      www.jetir.org  (ISSN-2349-5162) 

JETIR1808751 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org 6 

 

Total 4.1686 100 .79199 

 Source: Primary Data 

TABLE 10 

ANOVA TABLE  

INCOME  OF THE RESPONDENTS  
SUM OF 

SQUARES 
d.f 

MEAN SQUARE  
F Sig.  

Consumer Buying Behaviour 

Between 

Groups  
5.132 4 1.283 

2.140 .082 
Within 

Groups  
56.965 95 .600 

TOTAL   62.097 99    

Source: Table 9 

Since the significance value at 5 per cent level of significance(.082) is greater than 0.05, there is no statistically 

significant difference in impact of evangelism marketing on consumer buying behaviour among the different 

income group of the respondents.  

(d) Impact of evangelism marketing on consumer buying behaviour and location of the respondents  

TABLE 11 

INDEPENDENT SAMPLE STATISTIC 

GENDER N MEAN STD. DEVIATION STD. ERROR MEAN 

Consumer Buying Behaviour 
Rural 50 4.2743 .65867 .09315 

Urban 50 4.0629 .90035 .12733 

Source: Primary Data 

TABLE 12 

INDEPENDENT SAMPLE TEST 

FACTOR 
LEVENE'S TEST t –TEST 

F Sig. t d.f Sig. 

Consumer Buying Behaviour 1.572 .213 1.340 98 .183 

Source: Table 11 

Since the significance value at 5 per cent level of significance in case of consumer buying behaviour (.183)is 

greater than 0.05, there is no statistically significant difference in impact of evangelism marketing on 

consumer buying behaviour among the respondents of rural and urban areas.  

H0: There is no significant difference in the factors that motivate an evangelist consumer to make a 

purchase. 

TABLE 13 

FACTORS THAT MOTIVATE THE PURCHASE DECISION OF A CONSUMER  

MODES OF PURCHASE MEAN RANK 

Brand Image  4.82 

Brand Referrals  2.56 

Utility of the Product  6.28 

Prestige and Status  8.49 

Brand Association  7.76 
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Brand Loyalty  8.28 

Brand Satisfaction  8.08 

Celebrity Endorsement  11.91 

Reviews About the Product  3.33 

Price of the Product  7.95 

Quality of the Product  7.93 

Brand Trust  7.53 

Brand Awareness  7.62 

Advertisements  12.49 

Source: Primary Data                                                                      *Significant at 5 per cent level                                                                                                                                                  

TABLE 13a 

Test Statisticsa 

N 100 

Chi-Square 555.684 

df 13 

Asymp. Sig. .000 

a. Friedman Test 

Table 4.27 and 4.27a gives an observation that Brand Referrals has the lowest mean value (2.56) in the matrix 

followed by Reviews about the product (3.33) for evangelist consumers. Variable having rank one should 

have the lowest mean. Therefore it may be concluded that Brand Referrals and reviews about the Product are 

the most critical factors that motivate the consumers to make a purchase. This mean rank variation is 

statistically significant at 5 per cent level of significance. (Value of the Chi-Square is 555.684 with 

P.000<.05). 

H0: There is no significant difference in the Brand Loyalty of the evangelist consumers according to 

the interaction of gender and locale. 

TABLE 14 

IMPACT OF EVANGELISM MARKETING ON BRAND LOYALTY  

Tests of Between-Subjects Effects 

Dependent Variable: Brand Loyalty  

Source 
Type I Sum of 

Squares 
df Mean Square F Sig. 

Gender 8.410 1 8.410 .465 .497 

Location 1.215 1 1.215 .067 .796 

Gender * Location 
2.282 1 2.282 .126 .723 

Error 1735.083 96 18.074   

Total 43813.000 100    

Corrected Total 1746.990 99    

a. R Squared = .007 (Adjusted R Squared = -.024) 

Source: Primary Data  
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TABLE 14a 

1. GENDER OF THE RESPONDENTS  

     Dependent Variable: Brand Loyalty  

     

Source: Primary Data 

 

TABLE 14b 

2. LOCATION OF THE RESPONDENTS  

     

Source: Primary Data  

Tables 4.28, 4.28aand4.28b give a description of the Brand loyalty of the selected consumers.  As per the 

mean score of the responses of the consumers about the Brand Loyalty, the mean score variation is statistically 

not significant between the consumers of urban and rural area (Mean score 20. 367 and 20.592) as well as 

between the male and female (Mean score 20.792 and 20.167) consumers . The mean score variation 

according to the interaction of gender and locale is also not significant at 5 per cent level of significance.  

H0: There is no significant difference in the modes of purchase that are influenced by evangelism 

marketing.  

TABLE 15 

MODES OF PURCHASE ON THE BASIS OF THE RELATIVE INFLUENCE OF EVANGELISM 

MARKETING  

MODES OF PURCHASE MEAN RANK 

Online Shopping  1.81 

Teleshopping 3.11 

Retail Shops  5.05 

Trade Fairs and Shows  4.42 

Exclusive Stores  3.95 

Exhibitions  5.02 

Mail Order Purchase  4.64 

Source: Primary Data                                                                  *Significant at 5 per cent level 

Gender of the 

Respondents 
Mean Std. Error 

95per cent  Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Male 20.792 .614 19.574 22.010 

Female 20.167 .614 18.949 21.385 

Location of the 

Respondents  
Mean Std. Error  

95per cent  Confidence 

Interval  

Lower 

Bound  

Upper 

Bound  

Rural  20.592 .614 19.374 21.810 

Urban  20.367 .614 19.149 21.585 
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TABLE 15a 

Test Statisticsa 

N 100 

Chi-Square 178.277 

df 6 

Asymp. Sig. .000* 

a. Friedman Test 

Table 4.29and 4.29a gives an observation that online shopping has the lowest mean value (1.81) in the matrix 

followed by teleshopping(3.11)and are the modes of purchase that is most influenced by evangelism 

marketing. Variable having rank one should have the lowest mean. Therefore it may be concluded that online 

shopping and teleshopping are the most critical modes of purchase that are influenced by the evangelism 

marketing. This mean rank variation is statistically significant at 5 per cent level of significance. (Value of 

the Chi-Square is 178.277 with P.000<.05). 

FINDINGS OF THE STUDY  

 It is found that 17 per cent  of the respondents depend on evangelists in case of convenience goods, 32 per 

cent in case of shopping goods, 28 per cent in case of specialty goods and 23 per cent  in case of unsought 

goods.  

 It is evident that 71 per cent of the respondents are of the opinion that they have the habit of changing 

their purchase decision on the basis of the opinion of a brand evangelist while only 5 per cent opined that 

they do not change their purchase decision in accordance with the opinion of a brand evangelist. 24 per 

cent of the respondents opined that they sometimes change their purchase decision on the basis of the 

opinion of an evangelist.  

 It is revealed that  77 per cent of the respondents are of the opinion that evangelism marketing has an 

impact on their buying behaviour while only 7 per cent opined that evangelism marketing do not have an 

impact on their buying behaviour. 16 per cent of the respondents opined that evangelism marketing 

sometimes do affect their buying behaviour.  

 It is observed that 83 per cent of the respondents are of the opinion that evangelism marketing is a 

successful marketing strategy and only 5 per cent opined that evangelism marketing is not a successful 

marketing strategy. 12 per cent of the respondents are of the opinion that evangelism marketing is 

sometimes an effective marketing strategy. 

RESULTS OF HYPOTHESIS TESTING  

1. It is found that there is no significant difference in the impact of evangelism marketing on consumer 

buying behavior among the male and female respondents as well as the among the respondents of the 

urban and rural areas. It is also revealed that there is significant difference in the impact of evangelism 

marketing among the different age group and income group of the respondents. 

2. The null hypothesis is rejected with the conclusion that there is significant difference in the factors that 

motivate the consumers to purchase different categories of products. It is found that brand referrals and 

reviews about the product were the most influencing factors while the celebrity endorsement was the least 

influencing factor that motivate an evangelist consumer to make a purchase. 

3. The null hypothesis is accepted with the conclusion that there is no significant difference in the Brand loyalty 

of the evangelist consumers according to their gender and locale.  

4. The null hypothesis is rejected with conclusion that there is significant difference in modes of purchases that 

are influenced by evangelism marketing. It is found that online shopping followed by tele shopping is the 

modes of purchase that are influenced by evangelism marketing. 
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CONCLUSION 

Thus by the analysis and interpretation of the data collected through the study, it can be concluded that the 

evangelism marketing is an effective marketing strategy in the present scenario with the modern day 

witnessing proliferation of brands and media which creates stiff competition making market positioning and 

survival a difficult task. However, the effectiveness of evangelism marketing depends on different factors. 

Evangelism marketing could boost brand loyalty and it is proved that evangelism marketing has the potential 

to create a profound impact on the consumer buying behaviour. In fact evangelism would be the next buzz 

word in the years to come. 

SUGGESTIONS  

 Evangelism marketing is an unexplored area, it has substantial potential for further research and 

development of academic works.  

 The evangelism marketing has a deep impact on the consumer behaviour which can be utilised by the 

brands to strengthen their market share and to widen their customer base. 

 Brand referrals and reviews about the products were found to be the most important and advertisements 

and celebrity endorsements were the least important factor that motivates a consumer to make a purchase. 

Therefore the brands must strive to focus on evangelism marketing. 

 The brands could themselves enjoy a competitive advantage by fostering evangelism marketing through 

brand communities. 

 Evangelism marketing could be effectively used by brands and marketers to reduce the ill effects of post 

cognitive dissonance as it reinforces the products in the mind of consumers and averts non usage or 

discontinued use of a product.  

 The consumers should also involve themselves in evangelism marketing. It could benefit them in the form 

of quality products at reasonable prices.  

 Evangelism marketing can be effectively used by the consumers to protect themselves from poor quality 

products, adulteration, poor customer relations etc. 

 Evangelism marketing is a tool to ensure better corporate management practices as it involves closer 

public scrutiny. 
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