Because Approach Occasional Paper 2
Apple and Evangelism

The combination of function and form

From the launch of the Mac in 1984, Apple Computers aimed to be synonymous with design that excelled in function and form. All products have to have a function or they have no reason for being but often the form of the product has been subservient to the function or form has been stressed as the selling point and functionality has been low on the priorities. Some highly functional products remain out of reach for customers because one needs either a science degree to operate them or a gold card to afford them. But the customer just as often finds the opposite problem: mass-produced products for a mass market which are massively lower spec than their high-end cousins.

There are four function/form strategies:

• High function, low form: products sold purely because they offer useful  functions to us – ultimate would be a brown box of nails

• Low function, high form: products which are sold on looks even though they are functionally less advanced than other more vanilla rivals – classic example would be a retro design phone with multicoloured lights etc. versus a plain design, cheaper phone which is wireless and offers answerphone facilities 

• High function, high form (unrelated): products which are high tech but are sold on a high design which is largely unrelated to the function – classic examples would be kitchen appliances which are useful for making toast or boiling water or squeezing oranges but are sold based on the high design (with as much spent on famous designers as on the ‘appliance of science.’

• High function, high form (related): combining function and form with products that serve a function in the most effective form possible so that form actually adds to function. 

The adding to function through well designed form is based on the principle of human centric design (HCD). This is a design philosophy that begins with a human need and then seeks to meet that need with a simple elegance which makes the customer’s use of the product as easy as possible.

– HCD’s ethos is: ‘How can we make life easier for people?’ and not ‘How can we shift as many products as possible to as many people as possible?’

– HCD’s design aim is: ‘How can we make sure that anybody can start enjoying this product straight out of the box and go on enjoying it?’

– HCD’s marketing priority is: not ‘Look at what this product does’, but rather, ‘Look at how this product will help you.’

Human Centric Design is the principle on which Apple computers was founded and continues to be their DNA. For example often in Keynote speeches Apple executives will demonstrate products rather than just talking about them and keep using words such as ‘it feels great’ or ‘it’s a delight to use’ or it is such fun’ or ‘it makes doing x function so much easier’. 

Take the iPod as an example. It began with the customer’s need to play music CDs on different systems – from their portable CD players to their home systems, computers and cars – which meant either carrying stacks of CD jewel cases around or recording them onto low-quality cassette tapes. The creatives at Apple wondered, ‘Could we enable customers to carry all their songs on a pocket-sized device?’ The solution they came up with is a very complex system involving miniature hard drives, innovative software, global music databases and music stores, and yet all that is in the background. The complex technology is delivered in a stunningly simple device which is very straightforward to start benefiting from. 

What can we learn from this? 
1. The gospel is about the perfect combination of function and form 

· the function is forgiveness of sins and restoration holy and blameless in God’s sight

· the form is total transformation into new people – free from guilt and raised with Christ in the heavenly realms (Eph 2:6) and filled with a knowledge of God’s powerful love in us (Eph 3:16)
2. Evangelism is about going further than explaining complex theories of propitiation. Yes, our friends do need to know how Christ’s death paid for their forgiveness and how much it cost him. But don’t they need to see the beauty of the Christian life in action and hear the music of salvation before they will be ready to look into how new life in Christ was achieved?
3. Evangelists can enthuse not only about what the gospel is but also about the delight of knowing there is no condemnation for those who are the children of God, led by the Spirit of God (Rom 8). 

The simplicity of working out of the box

Part of the human centric design of Apple products is that they are designed to work straight out of the box without hours of set up which requires who to have a degree in technical know how. A product that works straight away without preconditions and yet changes your life – remind you of anything?

The generation of natural evangelists

It’s interesting that Apple products are more than just a piece of electronics or system software. They are a cause – a different way of thinking about the world which shows through in the way they market themselves, the way they retail their products and even the way they design their packaging. The main place however that the Apple way is seen is in the loyal passion of Apple aficionados. Apple has always marketed to its loyal band of users while PC’s traditionally were mainly marketed to companies. That distinction is shown in the Apple advertising campaign which pictures the PC man as stuffy and interested in efficiency and business whilst the Apple guy is dressed casual and is into creating things with his Mac and having more fun in life.

What can we learn from this?

The gospel isn’t a product that can simply be traded or a set of propositions that can simply be transmitted. The gospel is a relationship with the living God that transforms people from the inside out and connects them into an everlasting movement of redemption. The implication for evangelism is that Christians share with the whole of their lives a hope in them rather than just share with their lips a propositional message. An effective evangelist is someone who is so on fire with knowing Christ that they can’t help but enthuse to others. 
The Game Changing reach

On the launch of Apple’s iPad the Wall Street Journal said: "last time there was this much excitement about a tablet, it had some commandments written on it." Stephen Fry on the BBC website said that 'to call it much anticipated is the understatement of the year.' On Apple’s website they stated that it’s "our most advanced technology in a magical and revolutionary device at an unbelievable price." 

The point is that it is what’s called a game changer – it will open up a whole new market for publishers, apps writers and consumers to enjoy. That’s what made the iPad’s launch such an anticipated event – like the iPod and iPhone it changes the way we do things. But that’s a tiny change in comparison to the resurrection – if it is true that Jesus rose from the dead and is alive now and we will one day also rise from death and receive new resurrection bodies that is the ultimate game-of-life-changer.
What can we learn from this? 
Evangelism is about helping people see the full life changing implications of the resurrection.

As 1 Cor. 15 says that if Christ has not been raised then Christian faith is futile. The opposite is also true: if Christ has been raised then Christianity is about a living relationship with a personal God now and physical resurrection on the final day when we will all stand before God in life after death.
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