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Take-Aways
	Steve Jobs believed selling was “seduction.”
	Function was more important than design.
	The “Think Different” advertising campaign changed everything.
	Apple deployed an arsenal of seductive tools to make customers “fall in love.”


Recommendation
Michael Hageloh spent 22 years at Apple. But he contends that he didn’t spend any of it selling. Hageloh shows the ways Apple built “magic” into its image and products through marketing that always seduced but never sold. He credits Steve Jobs as the “conductor” of the process of making consumers fall deeply in love with Apple products and in the Apple community. Though he makes a few extravagant claims – such as that Apple changed the world in ways Facebook and Google haven’t – Hageloh provides valuable marketing strategies for any company seeking to strengthen its connection to its customers.

Summary
Steve Jobs believed selling was “seduction.”
Author Michael Hageloh, who worked at Apple for 22 years, recounts what happened when Steve Jobs came back to Apple in 1997. After his return, no one at Apple engaged in “traditional selling.” Jobs used concepts pioneered by marketing savant Regis McKenna, who understood that even people who weren’t vested in technology – mostly those with creative talent – would buy Apple computers.
“Because of Jobs, Apple’s sales, marketing and design teams understood consumer psychology better than perhaps any company in history.”

Jobs led Apple to develop a profound understanding of its consumers’ mind-set. He understood that people resent having someone sell to them. Instead, Apple prioritized “design and functionality.” Thus, when Hageloh sold to universities, he focused on relationships and needs, not sales numbers. 
Function was more important than design.
Following Jobs’s edicts and philosophy, Apple salespeople seldom pushed the performance characteristics of its technology. Instead, they emphasized its products as tools for “transformation and transportation” – vehicles that enabled customers to journey farther and to alter their universe.
“Jobs’s genius insight was that what consumers really want technology to do isn’t crunch numbers or store data but… [to] give them the power to change something about their world.”

Jobs always put “functionality” foremost. In 1997, at the nadir of Jobs’s attempt to resurrect Apple, he perceived that people found computers “still too hard to use,” so he transformed Apple Computer into simply Apple. That year, Microsoft supported Apple by investing $150 million and by issuing a Mac edition of Office. Apple products – the iMac, iPod and iPhone – on their own didn’t provide the engine of Apple’s resurgence. That burst of energy came from its “Think Different” advertising and identity campaign.
The Think Different marketing campaign changed everything.
The Think Different campaign – which featured photographs of renowned artists, actors, musicians, thinkers and politicians next to the words “Think different” – created an upscale atmosphere that turned Apple into a “luxury brand.”
“‘Think Different’ was more than an advertising slogan. It was a mantra that defined our relationship with customers by inviting them to join us as part of something extraordinary.”

Price stopped being a guideline as Apple prioritized performance, design and customer service. Its devotion to enthralling its customers found expression, for example, in the diligence and time it devoted to the customer experience of “unboxing” its products.
Apple deployed an arsenal of seductive tools to make customers “fall in love.”
The array of weapons that Apple mustered to win customers’ devotion included:
	Music – Apple is more like a band than a corporation. Most early Apple employees had a personal history grounded in music. Engineers, salespeople and marketing employees were vested profoundly in music. Thus, it’s little wonder that Apple’s breakthrough products were the iPod and iTunes. Jobs was the conductor of Apple’s band and of its writing, “rhythm,” performance and coordination. Apple’s famous iTunes TV commercials showing silhouettes of people happily dancing sought to capture the sense that Apple was an emotion. Music was the perfect medium for that message.
	Sensuality – Prior to Apple, computers were dull. IBM, HP and other PC manufacturers mistakenly believed that consumers regarded “pleasure or inspiration” as secondary to performance. The 1998 brightly colored iMac brought a never-before-seen sensual quality to home computing. Its luscious curves and colors and its “teardrop” silhouette seduced customers. And just like that, visual appeal suddenly mattered as much as computing velocity and capacity. People identified so strongly with the fancifully tinted iMac that the outer casings led to a small academic feud. Apple had to make two versions of its orange iMac because the former president of the University of Florida told Hageloh, “That’s Tennessee orange, not Gator orange,” referring to the University of Tennessee – one of the Florida Gators’ arch-rivals in football. Apple created a Gator-orange version.
	Tactile appeal – Jobs saw that customers wanted enchantment. Accordingly, he gave them a magical object. The feel and texture of an iPod or iPhone enthrall and feel empowering at every touch. This idea informed Apple’s shopping bags and boxes, too. Apple’s tactile appeal enables consumers to possess its elusive “magic.”
	Emotion – Apple’s design, sensuality and hand-feel generate powerful emotions in its consumers. They identify themselves with the famous iconoclasts and free-thinkers in the Think Different campaign. Jobs and the Apple marketing department recognized that Apple could inspire people to aspire to live larger lives, and reach for bigger goals and ideals. Apple products evoke a sense of awe and happiness.
	Belonging – Apple led the way for other brands in turning its consumers into a “tribe.” People line up at Apple stores for early editions of iPhones. Belonging to Apple means you are someone who follows his or her own path and beliefs, and yet you are part of a community that outsiders can’t understand. You are “special.” There is no more powerful marketing message.
	Make your customers “fall in love” – Hageloh argues that Apple has altered the world as IBM, Microsoft, Dell HP, Facebook and Google have not. Apple consumers became akin to Deadheads, the loyal followers of the band The Grateful Dead. Apple created a mutual romance with its customers, and it has sustained that connection for more than two decades. To take your organization to that magical place that has nothing to do with selling, make your customers “fall in love.”


About the Author
Former Apple sales exec Michael Hageloh wrote the book Live from Cupertino: How Apple Used Words, Music, and Performance to Build the World’s Greatest Sales Machine.
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Steve Jobs’s real talent wasn’t
design—it was seduction

I worked at Apple for 22 years. Here's what Jobs taught me about how sex
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BY MICHAEL HAGELOH 6 MINUTE READ

In the 22 years I worked at Apple, I rarely saw anyone sell anything. As a
sales executive in the Higher Education division, it was my job to
convince college administrators and students to spend more money on
an iMac than a PC. But when Steve Jobs returned in 1997, traditional
selling went extinct in our corner of Cupertino. Jobs was a master
salesman, but to him, selling wasn’t selling. It was seduction.

Jobs built on the ideas of Apple’s '70s marketing legend Regis McKenna,
who saw before anyone else did that Apple’s early computers could
appeal to people who didn’t spend their time disassembling
motherboards—to students, teachers, musicians, and other creative
people like me, who thought computers could be, you know, fun.

Because of Jobs, Apple’s sales, marketing, and design teams understood
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