


  

 

   

 

  

 

 

 

 

 

  

Advertisers think they build brand loyalty. They really do. A catchy 

slogan, a funky graphic and it’s; “Hello, madam! Back again!” 

What brings Joe Public back again when it’s time to upgrade 

the widget? It’s when he first unpacked it, felt the weight of 

it, admired the machined action, and, finally, became delighted 

in its performance. 

I have nearly wept tears of joy myself at such times as 

these. The first time I purchased a computer accessory that 

delivered true “plug & play” performance, the universe shifted. 

If I was at all religious, I would have lit a candle and done “puja” 

to the designers responsible. I say to you now that God will 

smile on you in the afterlife, whoever you are. 

Divine design device 

Meanwhile, behind the “brou-haha” of consumerism struggle 

the designers. Forever locked in an uneasy dance between 

form, function and the vagaries of the client. Always mindful 

that an extra bevelled edge will give THEM the edge, they 

finetune and tweak until they are blind and mad. 

“We are searching for some kind of harmony between 

two intangibles: a form which we have not yet designed 

and a context which we cannot properly describe,” wrote 

Christopher Alexander in Notes On The Synthesis Of Form. 

The consumer is oblivious to all this. All they need to know 

is, “does it come in the same red as my sofa?” 

Well, that’s not strictly true. Most of your good work will slide 

off the conscious brain like Merlot off a freshly Scotchgarded® 

Lunar sofa bed (by B+B Italia). But the subconscious notices, 

and appreciates, when the shape and structure give your 

fingers no other option than to nestle against the appropriate 

buttons. Or the truly satisfying “kachunk” sound of a well 

engineered car door as it assumes its happy place back in 

the closed position. Or the self satisfied hum of a machine 

that exists only for the opportunity to serve you again. 

It just feels so right and so very, very good! 

“Increase of material comforts does not in any way whatsoever 

conduce to moral growth.” When Mahatma Gandhi said those 

words he obviously hadn’t escaped to the Japanese countryside 

on a state-of-the-art Shinkansen high-speed. 

Besides, in the context of the modern world, he was missing 

the point. Herbert Marcuse encapsulated the basic truth 

of the human condition when he said, “The people recognise 

themselves in their commodities; they find their soul in their 

automobile, hi-fi set, split-level home, and kitchen equipment”. 


