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ABSTRACT
This paper brings the main results of  our Ph.D. research: a Cultural  History of  the 
Evangelical Children's media produced in Brazil  between the 1950s and 2000s. We 
defended the idea that the use of media was an important factor for the constitution of 
a postmodern Brazilian Evangelical culture, directed toward the individual consumption 
and daily issues. The theme of the family and the infancy has fomented an intense 
circulation  of  Evangelical  cultural  goods  through  the  media,  which  allowed  the 
construction of a transdenominational religiosity. 

A mediatic Evangelical culture is consolidated, mingling traditional Christian messages 
with  contemporary  formats  available  in  an  Evangelical  cultural  supermarket.  We 
focused on the discourses and the strategies of Evangelical media producers in order 
to analyze the representations on Christian childhood, in cases such the Adventist kid's 
magazine “Nosso Amiguinho” (Our Little Friend), in the market since 1953, and the 
cartoon character “Smilingüido”, a little ant created by Evangelical artists in 1980, that 
became the most well-known and best-seller Christian character in Brazil. 

Besides, we analyzed the reception of Smilingüido's products to identify its uses and 
meanings in the daily life for children and young women from different denominational 
affiliations  in  Brazil.  The  theoretical  framework  of  this  research  consisted  in  the 
concepts  of  culture  by  Stuart  Hall,  cultural  supermarket,  by  Gordon  Matthews, 
autonomous  religiosity,  by  Stewart  Hoover,  and  the  studies  on  visual  culture  and 
material culture by David Morgan and Colleen McDannell, respectively, among other 
cultural researchers.

Key-words: Cultural  History;  Children's  media;  Religious  Supermarket;  Reception 
studies; Brazil.

Introduction

This  paper  analyzes  the  Evangelical  media  for  children  produced  in 

Brazil  between  1950  and  2000,  by  the  perspective  of  the  Cultural  History 

approach. We defend the idea that the use of the media was a crucial factor for 

the constitution of a Brazilian postmodern Evangelical culture, in a context of 

fierce religious  competition.  Bearing  in  mind that  Brazil  has  one the  largest 

number of Catholics in the world, the increase of the Protestant group, lead by 

the  Pentecostals,  has  calling  the  attention  of  researchers  worldwide.  In  our 
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study, conducted for a Ph.D. thesis, we discovered the power of the kid’s media 

and its material culture in the diffusion of the Evangelical culture.

Our text is divided into two parts: the first covers the beginning of the use 

of  media  by  Evangelicals  in  Brazil,  in  a  context  of  increasing  religious 

competition;  and the second contemplates the use of  Evangelical  media for 

children,  from  the  1950s  to  the  present,  and  how  it  helped  to  build  an 

Evangelical market.

Before we proceed, it is important to point out a matter of vocabulary. I 

will use the term “Evangelical” referring generically to all Protestant groups in 

Brazil. Differently from the American context, in which Evangelical means a very 

specific  religious  group  and  their  culture,  in  Brazil  the  term  “evangélico” 

(Evangelical) is applied for all Protestants. 

The Evangelical children’s media produced in Brazil since the 1950s has 

little  connection with specific denominations. Its consumption has immensely 

increased in  the  last  twenty  years,  while  the  academia has focused on the 

research  on  religious  institutions  and  its  relations  with  politics,  gender  and 

economy.  Therefore,  the  subject  of  kid’s  media  allowed  us  to  analyze  the 

unexplored, and find interesting links with material  culture in the daily life of 

Brazilian Protestants.

Through  these  objects  we  emphasized  the  representations  of  the 

childhood, the ideal Christian to be formed and relations between these ideals 

and  the  Brazilian  society  as  a  whole.  Besides,  we  discovered  that  the 

investment of many Evangelical companies – and not only churches – on the 

family values and the education of children has created a common commercial 

area in which different Protestant traditions contribute with similar products and 

messages. This situation has constituted an Evangelical cultural supermarket in 

Brazil.  We  refer  to  the  concept  of  cultural  supermarket  studied  by  the 

Anthropologist Gordon Matthews (2002), a consumer-driven market, in which 

cultural  references  circulate  as  commodities,  acquired  and  recombined  by 

several  different  people,  according  to  their  preferences,  wishes  and  cultural 

background.

By the study of several Brazilian Evangelical media products, released 

from 1940s to 2000s, we have proved two hypotheses: first, since the 1950s, 

the Brazilian Protestant field developed as mass culture, adopting the use of 
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media and marketing strategies in order to achieve relevance in the popular 

culture. In Brazil, the use of media by Evangelicals was introduced by American 

missionaries  in  a  competitive  religious  field,  in  which  the  tactics  of  social 

insertion counted for the Evangelical increase.

Second,  this  period marks  the beginning of  a  larger  contact  between 

Evangelical  cultural  references  of  different  orientations.  The  American 

fundamentalist  spread as  well  as  the  Brazilian  Pentecostal  rise  allowed the 

circulation of media products in a growing Evangelical consumption market. The 

centralization  of  the  production  on  the  family  values  fomented  a 

transdenominational Evangelical culture.

Therefore, several Evangelical traditions were used to construct multiple 

Evangelical identities, facing the challenges of postmodernity. Through media 

there was the consolidation of the Evangelical culture, by mingling traditional 

messages with ongoing contemporary formats, according to the segmentation 

of the market. That occurred during the process of constitution of the secular 

culture of entertainment and information, started in the 1950s in Brazil. 

However, this market does not sell a mere commodity. We are dealing 

with the specificity of the religion, so we considered not only the merchandising 

strategies but also the religious discourses and the symbols that sustain the 

vision of their producers. These media carry a mission of evangelization and 

conversion for their consumers, whether it is delivered by books, whether by 

bumper stickers.

Therefore, we chose a cultural approach according to Stuart Hall (1997), 

who  defined  culture  as  a  meaning-making  mechanism  and  a  human 

construction that qualifies ways of being and living, in constant transformation 

by  the  action  of  subjects  and  institutions.  We  understand  the  Brazilian 

Protestantisms  as  circulating  cultures  that  are  re-appropriated  inside  and 

outside the ecclesiastical institutions. As much as one tries to classify and typify 

the  Evangelical  universe,  the  centrality  of  the  culture  in  the  20th and  21st 

centuries dissolves and rematch elements of different traditions. The tradition is 

taken not as a stable set of practices and creeds of churches, but as a doctrinal, 

ritualistic and historical body that is rebuilt and reshaped by the daily activity of 
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its  members,  like  an  ongoing  culture,  in  permanent  negotiation  among  its 

individuals1.

1) Marketing the Faith – Evangelical use of media in the 1940s-1960s

The Evangelical use of mass media in Brazil began in the late 1930s, 

early 1940s, along with the professionalization of the secular means of mass 

communication (Campos, 1997). The Evangelicals who used the media set the 

basis  for  the  Evangelical  culture,  introducing  new  ideas  for  means  of 

evangelization and propaganda.  We point  out  three pioneers,  whose stories 

show the potentialities and the limitations faced by Evangelicals in the use of 

mass communication. 

The first case was the use of radio by the Adventists, with the show “The 

Voice of Prophecy”, in 1943. The second was the production of audiovisuals by 

the  Evangelical  Audiovisual  Center  (1952-1971),  financed  by  the  National 

Council of the Church of Christ in USA (known as CAVE – Centro Audiovisual 

Evangélico  –  Bellotti,  2000).  The  third  was  the  use  of  media  by  National 

Crusade  of  Evangelization,  set  by  American  Pentecostal  missionaries,  who 

founded the Square Gospel Church in Brazil, in the 1950s.

During the 1950s the Catholic Church began to lose its hegemony in the 

Brazilian religious field. In 1891 the Brazilian Republican constitution instituted 

the  separation  between  Church  and  State,  however,  the  Catholic  Church 

remained a powerful institution in the first half of the 20th century, when other 

religions  started  to  compete  for  members:  the  African  Diaspora  religions 

(candomblé  and  umbanda),  spiritism,  traditional  Protestantism  and 

Pentecostalism (Chesnut, 2003). However timid, the competition helped to bring 

an irreversible transformation to the Brazilian religious field, allied with the lost 

of political power of the Catholic Church in the 1950s and 1960s.

Radio was embraced by the Evangelicals because it was the only mass 

medium available. Since the mid-1800s the first Evangelical missionaries used 

1“The culture is a production (...) It is not a matter of what the traditions do for us, but of what we do 
with our traditions. Paradoxically, our cultural identities, in any finished form, are ahead of us. We are 
always in process of cultural formation. The culture is not a matter of ontology, of being, but of becoming  
(...)” (Hall, 2003, p.44).
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the press and the distribution of  Bibles,  but  the majority of  the country was 

illiterate.  So,  when radio  took  over  Brazil  in  the  1930s and 1940s,  another 

investment in propaganda was made. The oldest register of the use of radio by 

Evangelicals  dates  at  1938,  when  Presbyterians,  Methodists,  and  Baptists, 

among others, joined efforts to broadcast the “The Voice of the Gospel” in Rio 

de Janeiro city, the capital of the country then (Bellotti, 2007). 

Later, in 1943, there was the first broadcast of “The Voice of Prophecy”, 

by the Adventists.  During the World War II,  when Brazil  sent  troops for  the 

Allies, the sense of the End of Times inspired the Adventists to proclaim the 

Gospel by the airwaves. The first message was a thirty-minute sermon about 

the wonders of modern life – and the plans of God to accelerate the time as the 

Final Judgment was near.

In 1952,  another  joint  effort  of  traditional  Protestants,  financed by the 

mainline NCCCUSA, began the Evangelical  Audiovisual Center (or CAVE, in 

Portuguese), with the purpose to use all the means available for evangelization 

and education. Inspired by the ideals of the Social Gospel, the EAC produced 

several types of materials: radio show, filmstrips, flannelgraphs, booklets, and 

even a motion picture and a cartoon2. Its administrators also purchased a radio 

station,  in  order  to  compete  with  the  Catholic  stations.  But  its  efforts  were 

overshadowed  by  internal  administrative  problems,  which  culminated  in  its 

bankruptcy. At the same period – 1950s and 1970s – the Pentecostals of the 

Evangelization National Crusade used the radio to promote the itinerant tents, 

similar to the American camp meeting model.

Through these examples we observed the flourishing of the competitive 

mentality among Evangelicals, allied with the missionary impetus. Besides, the 

radio  shows  emphasized  Christian  moralist  and  pragmatic  messages  for 

everyday  life,  delivered  in  cutting-edge  formats,  such  as  the  five-minute 

conversation, interviews, bulletins, quiz, and the big hit – the radio-novela.

The idea that the Christian message should attract anyone’s attention by 

using  the  modern  communication  resources  was  constantly  remembered  in 

2 The motion picture was “The Dagger” (1961), shot in the state of Bahia, where the Presbyterians had 
missionary work. A 45-minute picture, in black & white, with Portuguese and English version, for 
Brazilian and American Presbyterians showed the work of the missionaries in Brazil. The cartoon was 
“Tonico and the devil” (Tonico e o demônio – 1963), very rare to find. The NCCCUSA also financed 
other Evangelical Audiovisual Centers in the world: in Japan, Mexico, India, Pakistan, Lebanon and 
South Corea between the 1950s and 1970s.
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several documents directed to Christian leaders and laymen. In the 1950s and 

the  1960s,  it  was  a  tough  task  to  convince  the  leadership  of  traditional 

Evangelical  churches  to  use  of  modern  media.  It  is  interesting  to  note  the 

arguments rose to defend the novelty, totally embedded in marketing ideology:

“Billions and billions of eyes and ears, gateways to the mind of man. This is  
century that has learned to appeal to them, thousands at one time. Sellers of  
soap, promoters of shows, propagators of the “isms” are putting up posters,  
getting  out  films,  advertising  on  radio  and  television.  And  where  is  the 
Christian church? What is it doing? Some men have said that the world is  
won by that ideology whose exponents know best how to present it. If that is  
true, we Christians will have to catch up or give up. Christianity offers what  
all men seek - Abundant Life — yet it has won relatively few communicants. 
Perhaps the reason lies in the fact  that  we have not  been successful  in  
letting  enough men see clearly  enough what  Christianity  offers”  (Beverly 
Chain, booklet for RAVEMCCO – division of NCCCUSA, in 1959 – courtesy 
of Mrs. Chain, through e-mail in sent in July 15th 2006).

Through this  argumentation  we foresee what  the  Brazilian  sociologist 

Leonildo Campos called the “marketing of faith” (1997, pp. 205-238), a practice 

in which the religious agents seek the best way to address to people, in their 

material and spiritual needs and desires. Contrarily to the discourse of those 

who despised the media for their mundane content, those who defended the 

media sustained that they were neutral. For us, in the 21st century, this would 

seem an obvious truth,  but  in Brazil,  where several  Evangelicals (especially 

Pentecostals)  forbade their  flock  to  watch TV or  listen to  radio,  the idea of 

neutrality was crucial to convince pastors to use modern resources, because it 

was for the Glory of God, not man.

By offering the paths of joy and happiness for everyone, here and now, 

the  Evangelical  media  intended  to  address  to  the  Brazilian  audience,  in  a 

context  of  growing  urbanization,  industrialization  and  secularization.  Mass 

entertainment  and  consumption  were  extremely  appealing  to  the  senses, 

forcing Catholics and Evangelicals to find new and creative ways to address to 

their flocks and the potential members. 

As  observed by  Paul  Heelas  (1998),  the  20th century  in  the Western 

society is  characterized  by  the  postmodernity,  whose  emphasis  is  on  the 

individualization, the consumer-directed culture, the deregulation of traditions, 

and  the  deterritorialization.  And we did  observe  the  strong tendency of  the 

Evangelical  media  products  in  addressing  to  pragmatic  issues,  daily  life 
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situations  and  dilemmas,  and  the  personal  welfare.  Besides  this  trend,  the 

Evangelical children’s media appeared, also conforming to the general cultural 

tendencies of Brazilian society.

2) Theirs is the Kingdom of God – Evangelical Children’s Media
The Evangelical children’s media followed the patterns and the changes 

of  the  pedagogical  culture  in  Brazil  from  the  1950s  to  2000s.  From  the 

traditional approach to children in the 1950s and the 1960s to the opening to the 

constructivism and the consumer culture, the Evangelical products for children 

were crucial  for the making of  the Evangelical  cultural  supermarket in Brazil 

(Bellotti, 2007).

Along with the trend of using the mass media for announcing services 

and  churches,  in  the  1950s  there  was  a  growing  tendency  among  some 

Evangelicals in using the media for cultural insertion and legitimacy, avoiding 

denominational  messages  that  might  harm  the  feelings  of  Catholics  and 

sympathizers. The example of the Seventh Day Adventists is poignant, with the 

use of radio and the colportage, distributing non-doctrinal magazines, such as 

“Vida & Saúde” (Life & Health), and “Nosso Amiguinho” (Our Little Friend).

The latter,  in  monthly  circulation  since  1953,  has adopted during  the 

1950s  and  the  1960s  a  morally  conservative  discourse,  aligned  with  the 

traditional pedagogical tendency of that time, and following the path of secular 

publications  for  children,  such  as  the  “Tico-Tico”  magazine  (the  first  one 

directed to  the children in  Brazil,  since 1905).  It  represented the child  as a 

tabula rasa, who should be obedient to the parents and to the authorities to be a 

good Brazilian  Christian.  We observed  the  focus  on  a  pragmatic  religiosity, 

oriented  to  the  moral,  family,  and  patriotic  values,  instead  of  intensive 

indoctrination. At the same time it tried to insert into the Brazilian culture, “Our 

Little Friend” had differentiated itself from other children’s media as it offered a 

“wholesome” alternative of education and entertainment, highly visual.

This alternative opposed the tremendous success of the comics for the 

youth in the 1950s and 1960s in Brazil. In the Adventist magazine there was a 

strong stigmatization of the leisure. One third of its pages were dedicated to 

crosswords, charades, mazes, paper dolls, and simple scientific experiments, 
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that is,  wholesome and educational  leisure. “Hedonistic”  leisure such as the 

secular comics was dangerous influence for the character: 

“Children,  be  careful  with  what  you  read.  There  are  many  books  and 
magazines that are not good. There are magazines that are the source of  
emotions,  which  could  lead  boys  and  girls  to  the  criminal  acts.  (...)  
Impressed  with  comics  you  learn  things  from  sinister  characters,  which  
makes your spirit fill with crime scenes” ("Nosso Amiguinho", August 1966, 
p. 2).

“Today, children are becoming very disobedient. It is probable that they have 
been influenced by some comics, some TV series, etc, although they were  
advised against the danger and the consequences of their  acts.” ("Nosso 
Amiguinho", April 1967, p.7)

However, even the “Our Little Friend” started to incorporate the idea of 

using  (wholesome)  cartoon  characters,  when  the  character  Noguinho 

(pronounced Nogeeño), his dog and his friends appeared in its pages in the 

early 1970s. The characters represented the ethnical diversity of Brazil – one 

Japanese descendent,  two girls  (one blond, another  red-haired),  an African-

Brazilian boy, and Noguinho himself, an Italian descendent. 

At the same period, a significant cultural shift occurred in Brazil, due to 

the politics of military dictatorship of national integration by the development of 

telecommunications and web of highways. In terms of children's culture, since 

the 1970s there was a raise in the consumer market of children’s products (the 

creation of the Children’s Day in order to promote their chain of toys stores), 

along with the wider adoption of new pedagogical constructivist trends by the 

educational system (firstly, in the private system, then in the public one). These 

factors brought  a new representation of  the childhood,  in which the child  is 

considered a citizen and a consumer.

This  new  phase  is  well  represented  in  the  creation  of  the  character 

Smilingüido (pronounced “smeelingweedo”), a little ant that became the best-

selling Christian product for children in Brazil. Its creators were the artist Márcia 

Macedo D’Haese and by the writer Carlos Tadeu Grzybowski3, who belonged to 

a  group of  young Evangelicals,  and aimed to produce a Christian animated 

3 The writer Grzybowski quit the creation team in 1986, to become Christian psychologist. He also 
disagreed with the modifications that the character suffered at that time, when he became a “child” in 
order to become an animated character, abandoning the primary format of an “adult” ant. Márcia 
D'Haese became the main responsible for the character until 1997.
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cartoon with an uplifting message for the children, in order to give an alternative 

use for media, regardless the church or denomination. 

However, due to the Brazilian inflation and recession in the early 1980s, 

the strategy to  make the character  known was though comic  strips  in  local 

newspapers, filmstrips with audiocassettes, cards, and page markers – the last, 

the most profitable product of the Little Ant ever since. The character helped to 

open a new consumer market of Christian goods for children and adolescents, 

as the media investment on the family and the childhood by other Evangelical 

companies increased the circulation of cultural goods for Evangelicals.

                
Pictures 1 and 2 - Examples of Smilingüido's products: (left) an album of illustrated stickers, and 
(right)  two page markers released in 2005.  Images:  Luz e Vida Publisher (Translation: page 
marker 1: “I’ll hitch a ride with Jesus because He’s the one who guides me”, with a pun with the 
sound of the bee; page marker 2: “If not even a single grain of sand is ignored by God, what can I 
say about my problems.  I can trust Him and call Him anytime!”)

On the one hand, the success of Smilingüido stimulated the competition 

and the patterning, which helped to open even more the Evangelical consumer 

market.  On  the  other,  its  products  were  appropriated  in  various  ways  by 

different  groups.  As  Warner  Sallman’s  “Head  of  Christ”  (Morgan,  1998), 

Smilingüido  is  Catholic  for  Catholics,  and  Protestant  for  Protestants,  and 

attractive even for those who do not have any religion.

Márcia D'Haese defined the mission of the character as the transmission 

of Christ's message of love and restoration through something fragile and small, 

symbolized by the little ant. Besides, we observed that the character's products 

brought the message of simplicity, solidarity, cooperation and optimism.

The most  popular  Smilingüido's  product  by far  is  the page marker  or 

Bible marker, created as a gift given at the end of its slideshow exhibition, in the 

early  1980s.  It  was  a  reminder  of  the  main  biblical  message  of  the  story, 
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condensed in a drawing and a short biblical verse. The success of the page 

marker lead to other licensed products, such as T-shirts, key holders, buttons, 

puzzles,  stickers,  cards,  stationary,  school  supplies,  and  much  more. 

Nowadays, the character is present in around 800 licensed products4.

The abundance and the variety of these products may suggest that the 

character is market-driven. However, for many Evangelical retailers the market 

itself is also considered something used by God for his purposes. Our historical 

perspective  focused  on  the  meaning  that  these  products  obtained  in  the 

marketplace of Evangelical culture. As Colleen McDannell pointed out: 
“To worship while performing a mundane activity – skateboarding, scrubbing 
the tub, taking out the garbage – is laughable. For an Evangelical, however,  
God's presence can be felt  in any situation. If  you are outside of such a  
belief system, the mundane seems to impoverish faith; if you are within the 
system, faith glorifies the mundane” (McDannell, 1996, p. 50).

Definitely,  these  “mundane”  products  were  incorporated  to  the 

Evangelical tradition of the universal sacerdotal role of the believers, in which 

any convert should testify the transforming power of Christ. Smilingüido's fans 

distribute,  copy, redraw, and fix cardboards and posters,  little  stickers,  page 

markers,  send  cards,  rulers,  and  little  remainders  with  short  messages 

decorated with the smiling ant. Due to the simplicity of the drawing, the little ant 

can be  easily  reproduced.  Therefore,  we  consider  these products  important 

elements for  the Brazilian Evangelical  media since the early 1980s,  as they 

have been adopted by the Catholic and Protestant audiences as part of their 

daily culture.

This popularity brought to Márcia D'Haese the concern with the types of 

reception of her character. Although any media producer cannot totally control 

the reception, D'Haese created codes of textuality to be followed in any product: 

the association between drawing and message. This is very common to the 

Protestant universe, as David Morgan pointed out, “textuality is about message-

sending and about the correct decoding of the message. Accuracy, credibility,  

and  authority  are  among  the  cultural  preoccupations  of  textuality”  (Morgan, 

2005, p.89). Thus, the image must be subordinated to the written message, in 

order to convey the “right” meaning. 

4  See more information about the character and its products on: http://www.luzevida.com.br/english/ 
(website in English) and  http://www.smilinguido.com.br/. Consulted in 06/20/2008.
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However, when we analyzed the uses of the character according to the 

statements  of  Smilingüido's  fans  in  letters  to  the  Márcia  D'Haese,  several 

different  meanings  emerged,  some  of  them  unexpected  by  the  artist5.  For 

instance,  some people suggested partnerships,  sending her drawings of  the 

character with personalized messages. A Catholic Sisterhood, “Irmãs Filhas do 

Divino Zelo”, asked her permission to use the character in page markers with 

the logo of their mission, in June 19th 1996. 

Another fan asked Márcia D'Haese the catalogue of her products to sell 

in  her  knitting  and  sewing  articles  shop.  She  said:  “I'd  like  to  sell  these 

wonderful things in our shop, and as I do a lot of 'catechism behind the counter' 

(i.e.,  she  evangelizes  in  her  shop),  I  also think  that  this  would be the only  

unique thing I'd like to offer to my clients”  (C.M.6,  1994).  Smilingüido was a 

means of evangelization for women, who don't have much institutional space in 

the  church.  And  it  was  also  a  source  of  income  in  a  context  of  financial 

instability.

In  this  sense,  it  is  interesting  the  example  of  an  enterprise  of  party 

articles that used the character to promote children's birthday parties without 

the  permission  of  the  character's  creators  for  around  a  year.  The  ultimate 

permission was given by God: 

“(...) The Lord told us (around the late June of 1993) to promote parties, but 
with an amazing differential, with biblical themes. Today our proposal is the 
full evangelization in an unexplored field for the Lord, and the best thing is 
that He chose us to do that! And, brothers, believe that when we put God in  
first  place,  He  does  wonders,  which  is  proved  by  the  success  of  
Smilingüido.”  (S. e W, August 2nd 1994).

Something  similar,  but  profit-free,  was  done  by  a  street  artist,  who 

painted several walls of the city of Jequié, declaring the domain of Jesus over 

the  city.  It  is  worth  noting  that  various  kindergarten  schools  started  to  ask 

Márcia D'Haese permission to paint the character on their walls. Since then any 

school may display the little ant with special permission, and without doing any 

propaganda of the enterprise with the character.

5 All the letters quoted here were analyzed in my thesis (Bellotti, 2007). We analyzed 75 letters sent 
between 1991and 1997, from different parts of Brazil, mostly by Evangelical young women – only 5 
of them where sent by Catholics. However, this was only a small sample of Márcia D'Haese archive of 
letters. We would like to express our gratitude for her generosity and availability to cooperate with our 
research.

6 We protected the names of the senders, with the sole identification of their initials.
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Others wrote to congratulate Márcia D'Haese for the success and tell the 

benefits brought by the character, and the affection they felt for its message: “I  

love  your  character  Smilingüido  for  the  blessing  that  he  is  in  my  life  and 

because  with  him  it  is  easier  to  evangelize.  People  don't  show barriers  or  

defenses  when  surprised  by  his  messages”,  states  a  teenager,  A.P.,  in 

November 18th 1993. Another young woman reported how the character helped 

her with her advising work with her peers: 

“I always liked to buy your stickers with messages about the love of our God.  
I'm  used  to  distribute  these  messages,  I  love  to  write  letters  telling  my  
friends  about  the  immense  love  of  God,  and  the  other  day  a  friend  of  
college, where I like to make friends to talk about the Lord, told me I've been 
used  by  God  through  your  stickers  to  evangelize  –  I  even  cried  of  joy,  
because all I ask Him is humility and tasks for His works”.

However, we must bear in mind that this Christian character circulates in 

an entertainment-driven society,  in which images become icons for  personal 

satisfaction. Smilingüido was not impermeable to stardom: he also became an 

icon for part of his admirers - and for bootleggers, who reproduced and sold 

different products with and without the Christian message. 

Smilingüido's products are highly appropriate to the daily life, in which 

people  are  challenged  anytime  to  deal  with  problems,  frustrations  and 

unexpected situations. Therefore, we find so many cards and page markers 

with  uplifting,  comforting  and  encouraging  messages  for  several  occasions. 

These and other objects become remainders of people's beliefs, passed on to 

other people, believers or not.

Christians use objects and images to penetrate the most varied “cracks” 

of  the  fragmented,  repetitive  and  desacralized  daily  life,  which  is  open  to 

improvisation and spontaneity. T-shirts, bumper stickers, key holders, gifts are 

tools for missionary believers, especially women, who grasp every opportunity 

to testify God's love, even when confronted with the rejection of people to their 

messages (McDannell, 1996).

The images in this material culture represented by Smilingüido help to 

craft a highly visual Evangelical culture in Brazil, in which images have always 

been controlled by Protestants, in order to differentiate from the Catholics. That 

is not to say that Protestants started to worship images, as some of the readers 

of  my  thesis  assumed.  We  observed  that  the  Brazilian  Evangelicals  are 
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extremely in tune with the demands of the market and the ultimate releases of 

the American Evangelical market, providing goods and commodities for a trendy 

Christian  lifestyle.  And  Smilingüido's  success  was  crucial  for  the 

professionalization  of  this  field.  As  McDannell  asserted:  “We can  no longer 

accept that the 'appearance' of religion is inconsequential to the 'experience' of  

religion. The sensual elements of Christianity are not merely decorations that  

mask  serious  beliefs;  it  is  through  the  visible  world  that  the  invisible  world  

becomes known and felt” (McDannell, 1995, p. 272).

Success  and  professionalisation  of  the  market  for  the  family  brought 

competition  and  patterning.  Two  examples  of  competition  that  followed  the 

success of Smilingüido was the cartoon characters Mig and Meg7 crew (a boy 

and a girl, their friends and family), and the new edition of Our Little Friend, with 

the same Noguinho and his friends8. The later was conceived in the late 1990s 

by  Smilingüido’s  creator,  Márcia  D’Haese,  after  she  cut  relations  with  her 

publisher, Luz e Vida (Light and Life)9. Those products reaffirm the pedagogical 

and entertainment tendencies for children’s media in secular society. 

Another curious aspect is that, although a great deal of these materials is 

not fundamentalist, we noted in Brazil an intense circulation and appropriation 

of fundamentalist values, as described by the historian Karen Armstrong (2001). 

In the Evangelical  children’s  media there  are several  representations  of  the 

childhood as a lifelong Christian project, in which she/he must be an example 

for the non-Christian children and for society as a whole.

In these materials the Christian is exhorted to be activist, warrior, winner, 

brave as she/he walks against the (secular) wind, as the one who makes the 

difference  wherever  she/he  goes.  By  this  logic,  the  Evangelicals  in  Brazil 

establish  a  frontier  between  “them”  and  “the  world”  –  as  boundary  setters, 

according to Marty (1993) -, at the same time in which they strive to win the 

“other side” for Christ. The media become tools of evangelization for children 

and adults, as well as a means of sociability, where Evangelical lifestyles are 

7 See the website: <http://www.migmeg.com.br>. Consulted in 06/20/08.
8 See the website: <http://www.nossoamiguinho.com.br, Consulted in 06/20/08.
9 This troublesome episode was described in my thesis with details, and we chose not to reproduce it in 

this article. However, it is worth noting that Márcia D'Haese gave her copyright after a conflict of 
interests with her publisher, Luz e Vida, which detains the copyright of the character since 1997. 
D'Haese started from scratch in a new company, Arco, founded by her and her husband, to produce 
media with new characters (Bellotti, 2007).
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crafted though the entertainment alternatives and daily use objects,  such as 

DVDs, story books, apparel, page markers, bumper stickers, stationary, gifts, 

costume jewelry - and comics!

Who would imagine that the devilish comics would become wholesome 

leisure?  Surely  we  not  referring  to  the  X-Men's  comics,  but  Smilingüido's, 

according to a young woman who wrote a letter to the editor:

 
“(....) May every day God can capacitate you all, because I see Smilingüido  
crew as the best cartoon characters, and the best option in comics for the  
children, as the TV doesn't offer anything good for them today” (Smilingüido 
e sua turma em Quadrinhos, nº. 38, November 2006, p. 20). 

Conclusion

We demonstrated how the media products function as meaning makers, 

and how they help to make the religiosity of its consumers, as we understand 

media  not  as  one-way  communication,  but  as  a  two-way  process.  The 

audiences always assimilate what they need or want or  comprehend. In the 

case of material culture, the uses of simple objects of evangelization can take 

several meanings by its holders. As Stewart Hoover (2001) stated, the media 

are  crucial  for  the  process  of  religious  autonomy,  in  which  the  individuals, 

whether affiliated to religious institutions or not, choose and match their creeds 

and practices.

Our analysis of the mass material culture was influenced by the work of 

the historian Colleen McDannell (1995) in the American context of the Christian 

retailing. The Evangelical market model that has been taking place in Brazil was 

inspired by the American Christian model, not only by the professionalisation of 

its sectors, but also by its products.

The major McDannell’s contribution to our research was the analysis of 

the “kitsch”, apparently disposable objects, such as stationary, gifts, costume 

jewelry,  domestic  decoration,  apparel,  bumper  stickers,  all  with  Christian 

messages. In both Morgan and McDannell’s works the space-time of the daily 

life is taken as crucial to understand how the Evangelical culture is recreated 

and  reaffirmed  by  the  use  of  visible  and  material  objects  that  function  as 

vehicles for comprehending the invisible and the bonding of people. Through 

their diverse uses, the daily life and domestic objects serve to: communicate the 
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religious  identity  of  the  consumer;  and  remember  her/himself  about  her/his 

beliefs, when confronted by a challenge everyday.

The Evangelical media allow different cultural expressions. We explored 

the diverse uses of the Smilingüido’s products, especially by adolescents and 

young women. After the Smilingüido phenomena, the Evangelical market had 

professionalized  similarly  at  the  level  of  the  American  Christian  market. 

Brazilian  products  share  the  market  shelves  with  foreign  and  translated 

products,  most  of  them  imported  from  the  American  Evangelical  and 

Fundamentalist culture.

Since the  1950s  in  Brazil  the  Evangelical  media  have  been  allowing 

multiple  expressions,  while  paradoxically  have  been  patterning  themes, 

languages and formats,  targeting everyday life issues, and turning religiosity 

into  something pragmatic  and relevant  for  believers  and non-believers,  in  a 

context of religious competition and secularization. These media are dynamic 

and incorporates international elements, while look for the approval of the local 

audience.  Lately,  it  is  impossible  to  precisely  distinguish  what  is  Brazilian, 

American,  Fundamentalist,  Pentecostal,  Local,  International,  and  National. 

What  interested  us  were  the  dynamics  of  Evangelical  media  producers’ 

activities and the circulation of their commodities.

Through the investigation of these products we observed that between 

words and things  lay  the  meanings given by the ones who appropriate  the 

things and the images in the daily life. Therefore, we showed that it is possible 

to  write  a  cultural  history  of  the  Evangelical  children’s  media  gathering 

communicators, audiences, and the mediations between them. We observed 

how the Evangelical culture is made and remade everyday by the action of its 

subjects, guided not only by their immediate needs but also by the readings 

they  make of  the  reality.  Such readings are offered by  the  representations, 

which are crucial tools to convey meaning to reality and to the very subjects. 

Through  representations,  people  conform  their  identity  (ies),  take  on  social 

roles, and give meaning to their actions. 

Thus, the media emerge as important instances of maintenance and re-

creation of  the Brazilian Evangelical  culture, between the cross and the pop 

culture,  in  order  to  communicate the message of  Christ  in  different  shapes, 

sizes and formats, for the most diverse uses and tastes.
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