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Rolf Lundén’s study i sawelcomeadditionto a prestigiousseries of mono-
graphsdevoted to theinteractionof politicsand culture. Thestrength o the
book isitsthoroughresearch,itsclear outline, anditswdll structured thesis.
Itisvery well written, indeed, itisapleasuretoread. Lundén maintainsthat
business rhetoric and method developed an extraordinary influence on
American religionin the 1920s and, in addition, that religion provided "an
idealistic and spiritual dimensionto entrepreneurial activities."
Theideadf aclose interactionbetween businessandreligionin America
would appear asan exceptionto Adam Smith ‘s famousremark that he had
never known muchgood doneby thosewho affectedtotrade, not for private
profit, but'forthepublicgood. Itisanaffectation,indeed, not very common
among merchants, and very few words need be employed in dissuading
them fromit.” Lundén, however,argues persuasivelythat Americanculture
in the 1920swasdistinguished by a more systematic attempt to concoct 'a
business rdligion™. Lundén describes the well publicized campaign to
couplebusinessvalueswith spiritual valuesand theequally well organized
attempt to promote Protestant religioushabits with referenceto profit and
economicsuccess. Businessspokesmenwanted to overcomethe persistent
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religiousdistrust of businessbehavior. Religiousleadersseemed afraid that
Protestantismwas becoming irrelevant to the dominant form of power in
America

A genera problem behind this kind of study isthat itscentral concepts
—such as "business” and "rdigion” —may undergo significant change
over time. "Business" in the 1920s obvioudly referred to aset of practices
quite different from what Benjamin Franklin might have had in mind.
Similarly, it is doubtful that Cotton Mather or Jonathan Edwards would
have been able to recogni zethe Americancel ebrationof successasaset of
spiritual values that deserved the nameof religion. Itissafeto say that the
campaign to integratebusiness and religion in the 1920s presupposed that
the audiencewoul d beunable to distinguishbetween' business"asAdam's
curse, as acalling, or as a structure of power.

Similarly, thepropagandaeffort assumed that nobody could distinguish
betweenreligionasan organized system of faith and religion astheexpres-
sion o revealed truth. Inattention to such changes narrows the historical
scope o the book with the result that the suggestivenotion of "*abusiness
religion remains largely unexplored. In particular, there is no attempt to
relate the conclusionsto recent work of AmericanStudies, such asthe the
work of T. J. Jackson Lears (seefor exampleThe Culture of Consumption,
ed. by Richard Wightman Fox and T. J. Jackson Lears. New Y ork: Pan-
theon, 1983). It would beinterestingto learn about the specificeconomic
and/or cultural conditions that made corporate managers and protestant
ministers so eager to forge an aliance. Thus, it seems that many of the
quotations that Lundén has dug up catered not to the need to make
entrepreneursdevoted to the strenuous life of competitive capitalism, but
rather served to teach the believersto becomegood salesmanagersand ea-
ger consumers,i.e. to dispose the audiencefor the specificformsof power
and powerlessnessembodied in the corporate structure of the economy.
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