Because Approach Occasional Paper 1
Contemporary Economics and Evangelism
1. People are wary of gifts because of the shortfall between cost and benefit

In Joel Waldfogel’s 1993 paper, “The Deadweight loss of Christmas” he argues that the majority of people are better at buying things for themselves than buying gifts for other people. The issue is that the recipients of gifts would not generally have been willing to pay what it cost to provide the gift and would have gained more value with the same amount of cash if they’d bought something for themselves. Waldfogel estimates that there is an 18 per cent ‘deadweight loss’ between the value of a pound spent on someone else and the value of that pound if we’d spent it on ourselves (and since Americans spend about $66bn a year on Christmas gifts, this implies an annual destruction of around $12bn of wealth). 

This research helps explain the phenomenon of gift remorse – where we look forward to receiving a present and want it to be a surprise but then end up being disappointed because it doesn’t match up to the value or the style or the usefulness that we dreamed of receiving. The consequence of gift remorse is that we lower our expectations for next time and don’t trust anyone but ourselves to choose how to spend a sum of money on an item which maximizes our delight. But of course that ruins the whole point of gift giving as more than the value of the gift – it is also the value expressed in the personal love and effort shown by the giver. That’s what makes God’s gift of his Son so amazing – it expresses the incredible value of God’s love for us who was willing to sent his Son to die in our place, but it is also provides the incredible value of eternal life. God’s gift of grace therefore is quite unlike any other gift we’ll ever receive – it is far more valuable than we could ever have asked for or imagined. As Waldfogel’s paper points out:

‘The size of the deadweight loss depends on both the giver's acquaintance with the recipient's preferences and the recipient's knowledge of her own preferences. If the recipient is perfectly informed about gift items, then the giver can do no better than to give cash; and the better the giver knows the recipient's preferences, the closer the giver can come to reproducing the recipient's choice. However, if recipients are imperfectly informed, the giver may be able to choose a gift that the recipient would not have chosen but which makes the recipient better off than a cash amount equal to the cost of the gift. In this case, it is possible for a gift to create, rather than destroy, value. The better the giver knows the recipient's preferences - including, possibly, preferences the recipient is unaware of - the more likely it is that the giver will choose a gift that the recipient values above its cost and will thereby create value through giving.’

The lesson for evangelism is to show people that God’s gift of salvation is quite unlike any other gift they’ve received in that it comes from a God who knows them better than they know themselves, who gives to them a new life which is of incalculable value and who gives to them with a love which is the very source of human flourishing.

2. People perceive a truly free gift in a very different way from gifts with a price tag

In Chris Anderson’s book “Free: The Future of a Radical Price” he demonstrates how people’s purchasing decision is radically altered if the offer has no cost attached. Anderson describes an experiment where a group of subjects are offered a choice between two kinds of chocolate—Hershey’s Kisses, for one cent, and Lindt truffles, for fifteen cents. Three-quarters of the subjects chose the truffles. Then he redid the experiment, reducing the price of both chocolates by one cent so the Kisses were now free and sixty-nine per cent of the subjects chose the Kisses. As Anderson concludes: ‘The price difference between the two chocolates was exactly the same, but that magic word “free” has the power to create a consumer stampede.’

Anderson helpfully highlights the power of ‘Free’. In effect a free offer is judged by us using different criteria - we experience a free offer in a different way because to know something is available abundantly to us without any cost generates gladness inside. And that effect of grace is to be expected because that’s the kind of grace we were created to live in – God blessed Adam and Eve and gave them everything that was pleasing to the eye and good for food. 

Evangelism therefore is about reconnecting people with the abundant grace of Christ. For as long as people think their performance is necessary to become Christians there will always be a barrier – a delusion which is radically removed when they reach the ‘tipping point’ in their thinking and understand that the gift of restored relationship with God is a free gift from a God whose grace is unendingly abundant. Now that’s a radical gift to tell people about! 

3. People’s decisions are controlled by the nudges of choice architecture

Nudge theory is about helping people make a decision of their own free will by adjusting the architecture within which their choices are made – ensuring that the information you want them to know so they can make an informed choice is most readily accessible. The nudge may be a piece of information or a reminder, either in the form of words or a visible piece of marketing which puts the product or service higher up a person’s list of wants or levels of awareness.

 ‘A nudge, as we will use the term, is any aspect of the choice architecture that alters people’s behaviour in a predictable way without forbidding any options or significantly changing their economic incentives. To count as a mere nudge, the intervention must be easy and cheap to avoid. Nudges are not mandates. Putting the fruit at eye level counts as a nudge. Banning junk food does not.
The lesson for evangelism is that the issue for people is that they reject Christianity based on poor choice architecture – the truth of God is plain to all people as Romans 1 points out, but as Romans 10 reminds us, how will they know about grace unless someone provides them with the information about the choice of life? Nudge theory suggests that we can help people make a choice by ensuring the information to make an informed choice is available to them. What information do our evangelistic contacts need to know? What incorrect information about Christianity is prominent in their thinking and stopping them taking the message of the gospel seriously? What changes can we make to their choice architecture which will increase their awareness of the blessings of Christ and nudge them to explore faith for themselves?

4. The influence of other people plays a key role in choice architecture

We are evangelists for a hope in us not just for a message in a book. Our witness therefore is based on having a great gospel about a living Lord to proclaim – an evangelist is someone who is so on fire with knowing Christ that they can’t help but enthuse to others. That’s the principle by which secular one to one works as this article on ‘the art of evangelism’ by Guy Kawasaki, one of the original marketing team for Apple computers, describes : 
Guy Kawasaki The Art of Evangelism
Out of curiosity, I went to ‘SimplyHired’ a vertical search engine for jobs, and looked for openings containing the keyword “evangelist.” Amazingly, there were 611 matches--and none were for churches. It seems that “evangelist” is now a secular, mainstream job title. Indeed, the first eight matches were for evangelist jobs at Microsoft--go figure.

As people hit the streets with this title, they need a foundation of the fundamental principles of evangelism. Fulfilling this need is the purpose of today's blog.

1 Create a cause. As the previous blog called “Guy's Golden Touch” explained, the starting point of evangelism is having a great thing to evangelize. A cause seizes the moral high ground. It is a product or service that improves the lives of people, ends bad things, or perpetuates good things. It is not simply an exchange of things/services for money.

2 Love the cause. “Evangelist” isn't simply a job title. It's a way of life. It means that the evangelist totally loves the product and sees it as a way to bring the “good news.” A love of the cause is the second most important determinant of the success of an evangelist--second only to the quality of the cause itself. No matter how great the person, if he doesn't love the cause, he cannot be a good evangelist for it.

3 Look for agnostics, ignore atheists. A good evangelist can usually tell if people understand and like a product in five minutes. If they don't, cut your losses and avoid them. It is very hard to convert someone to a new religion (ie, product) when he believes in another god (ie, another product). It's much easier to convert a person who has no proof about the goodness or badness of the evangelist's product.

4 Localize the pain. No matter how revolutionary your product, don't describe it using lofty, flowery terms like “revolutionary,” “paradigm shifting,” and “curve jumping.” Macintosh wasn't positioned as the third paradigm in personal computing; instead, it increased the productivity and creativity of one person with one computer. People don't buy “revolutions.” They buy “aspirins” to fix the pain or “vitamins” to supplement their lives.

5 Let people test drive the cause. Essentially, say to people, “We think you are smart. Therefore, we aren't going to bludgeon you into becoming our customer. Try our product, take it home, download it, and then decide if it's right for you.” A test drive is much more powerful than an ad.

6 Learn to give a demo. An “evangelist who cannot give a great demo” is an oxymoron. A person simply cannot be an evangelist if she cannot demo the product. If a person cannot give a demo that quickens the pulse of everyone in the audience, he should stay in sales or in marketing.

7 Provide a safe first step. The path to adopting a cause should have a slippery slope. There shouldn't be large barriers like revamping the entire IT infrastructure. For example, the safe first step to recruit an evangelist for the environment is not requiring that she chain herself to a tree; it's to ask her to start recycling and taking shorter showers.

8 Ignore pedigrees. Good evangelists aren't proud. They don't focus on the people with big titles and big reputations. Frankly, they'll meet with, and help, anyone who “gets it” and is willing to help them. This is much more likely to be the database administrator or secretary than the CIO.

9 Never tell a lie. Very simply, lying is morally and ethically wrong. It also takes more energy because if one lies, then it is necessary to keep track of the lies. If one always tells the truth, then there's nothing to keep track of. Evangelists know their stuff, so they never have to tell a lie to cover their ignorance.

10 Remember your friends. Be nice to the people on the way up because one is likely to see them again on the way down. Once an evangelist has achieved success, he shouldn't think that he'll never need those folks again.  One of the most likely people to buy a Macintosh was an Apple II owner. One of the most likely people to buy an iPod was a Macintosh owner. One of the most likely people to buy whatever Apple puts out next is an iPod owner. And so it goes.

By Guy Kawasaki. Written at: Marriott Hotel, San Francisco, California. January 12, 2006

The lesson for evangelism is that we act as God’s ‘spiritual fruit displays in the supermarket of daily life.’ How? 

– by making eternity connections which show how Christ makes sense of life and makes a difference in daily life

– by displaying counter-cultural practices which are rooted in devotion to Christ

– by sharing spiritual insights you have recently gained with others which show them how the light of God’s wisdom is transforming you.
Based on the above research there are four main types of spiritual nudge:

1. Explaining how the gospel is a unique gift and its choice of is of universal importance since the benefit is incalculable and obtaining it in any other way is impossible.

2. Offering grace with the power of free.

3. Ensuring that people can easily access convincing evidence for the resurrection of Christ and therefore for the reality of a living personal God who we will all stand before in life after death.
4. Acting as God’s ‘spiritual fruit display in the supermarket of daily life
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