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Macintosh Paradigm Shift “When it comes to paradigms,
A paradigm shift occurs when, sud-
denly, a new perspective is

gained on an old problem. A

shifts happen.”

solution to a problem unexpect-
edly, almost painfully, becomes
= obvious just because

someone had the audaci-
e ty to look at the problem

from a different angle.

Apple Computer has been a partic-
ipant in the only two personal
computer paradigm shifts to date:
first, the introduction and subse-
quent success of the Apple II; and
second, the Macintosh. Both of

studies, began to spend an inor-
dinate amount of time with

them.

Macintosh, A Bicycle By
Any Other Name?

One of the earliest Macintosh
urban legends is that Steve Jobs
originally wanted to call the
Macintosh “Bicycle.” Let’s take a
look at that for a minute. It's
been pointed out that in terms of
translating energy into trans-
portation, there is nothing—
neither animal nor

machine—that is superior to
a human on a bicycle (bare-

these products acted as catalysts to

drastically change our perception
of the computer; there were per-
sonal computers before the Apple
II, and there were predecessors
(and successors) to Macintosh, but
none of these provoked a true par-
adigm shift.

Paradigm shifts, of course, are not
very comfortable. Ask anyone who
bought one of the original
Macintoshes. But, as
Alain Rossman
(Apple, Radius, C-
Cube, and more) is
fond of saying,

Macintosh changed forever the way

we think of computers. Never
before had a machine seemed so
inviting, so intimate, so nonthreat-
ening, and so much fun. Many
Macintosh owners developed
relationships with their com-
puters that could only be
called symbiotic. We dressed our
Macintoshes up with fancy paint
jobs, began referring to them by
name (or at least by the generic
“Mac”), and, according to many

ly edging out, ironically, the
lemming).

Compare the Macintosh to the
bicycle. (We won't name any
lemmings; it's too early in the
book). Efficient. Sleek.
Appropriate. If the Macintosh is
a bicycle for the mind, then Mac
software can be seen as the ped-
als—also elegant, efficient, and
appropriate. They're still work-
ing on sleek.



Are You an Outlaw? Macintosh outlaw fanatics written
This book is for Macintosh fanat- for other Macintosh outlaw fanat-
ics, Macintosh infonauts, and ics. This is a Macintosh book that
Macintosh outlaws. If you use a we wanted to read,

Macintosh as simply a but there wasn't
replacement for a type-
writer and adding

machine, this book
isn’t for you. If you
have a Macintosh

with a simple

one, so we had
to write it. As
Macintosh cele-
brates its
tenth birth-
day, this

gray desktop book is
or a stan- our trib-
dard system ute, our
beep, this b way of pay-
book isn't for P : ing homage to the peo-
you. If you 9 ' 2 * ple, events, and prod-
understand that \ ucts that made the first
the Macintosh is an ten years insanely great. Take
information tool and that we're all it with however many grains of salt

infonauts, this book is for you. If you like.
you look for a File menu with

Open... and Save... commands

while you're dreaming, this book is

for you, too. Finally, if you're look-

ing for a book that explains how to
accomplish tasks—click here to

make this happen—this book isn’t

it. (Buy our other books for that.)

This is it—the slightly twisted col-
lection of essays about the
Macintosh experience you've been
waiting for. This is a book by two

The Macintosh is a seed. This book
is proof that Ken Kesey was right
when he said that you can count
how many seeds there are in the
apple, but not how many apples
there are in the seed.
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Early History:

Steve and the Amazing Multi-Color
Reality-Distortion Field

The Birth of the Macintosh (we the Amazing Multi-Color The Alto also boasted a high-
capitalize it as you would any Reality-Distortion Field.” resolution screen with 500,000
such blessed event) has been individual pixels (the first Mac
documented in magazines, In the Beginning... and all those with a 9-inch
newspapers, and books since The Xerox Palo Alto Research screen had a mere 175,104 pix-
time immemorial. Well, at Center (PARC) Alto was one of  €l8). The software that

least since the early 1980s. And  he first computers designed made the Alto run

though you've heard the story  (hat could be used by a single was written by a

a million times, you've never person. It had 64K of RAM— team headed by

heard our version, a delightful  (hat much memory cost about  future Apple Fellow

little ditty we call “Steve and $7.000 in 1974—and a mouse.  Alan Kay.

In 1964, Gordon Moore, one of the

founders of Fairchild Semi-

conductor and later one of the

founders of Intel, predicted that computer chips would
get 30 percent cheaper each year for as far into the
future as anyone could see. This theory became known
as Moore’s law and has so far turned out to be remark-
ably accurate.
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The second part of Moore’s law states that the number
of transistors that can be built on a piece of silicon
will double every 18 months. This part of Moore’s law
holds true today as well.

‘ The first Apple logo [Courtesy Apple Computer, Inc.)




Kay's take on Moore's law was that
eventually all the parts of a com-
puter would fit on the back of a
flat-panel display screen. Kay's
dream was to create a notebook-
size computer powerful enough to
hold encyclopedias of information
and easy enough to be used by a
child. This vision was the famous
Dynabook. We will see one even-
tually. Probably even a Mac
Dynabook. (It presumably won't
be called that since one of the
Japanese DOS-clone laptop mak-
ers has already used the Dynabook
name for an altogether ordinary
and pedestrian computer.)

Meanwhile, the Alto team had cre-
ated a display screen that used a
simplified visual metaphor to rep-
resent what was going on in the
computer. The screen was “bit-
mapped,” meaning that every one
of its 500,000 pixels could be
turned on or off independently.
Instead of displaying only text
characters on the screen, the Alto
could represent both text and
graphics simply by turning on or

Jobs’ garage—where it all began (Courtesy Apple Computer, Inc.)

off the correct pixels. PARC’s Alto
also used overlapping windows
that looked like overlapping
pieces of paper on a desktop.
Icons were displayed on the
screen. When clicked, the icons
initiated an action replacing the
need for memorized commands
typed at a command prompt.
Unfortunately, the Alto was

huge; the monitor, keyboard, and
mouse sat on a desk and the computer
itself slid under the desk on wheels.
Not exactly a Dynabook.



By 1979, Xerox management had
approved a development effort to
create an office computer based on
the Alto. At that time, individual
computers for office workers were
unheard of and the home computer
market looked much more lucra-
tive. Xerox figured that the best
way to get into the home computer
market was to buy into Apple. (This

was in the days before strategic
alliances.) Because Apple’s stock
was in demand and had not yet
been traded publicly, Xerox
couldn’t just walk into a broker’s
office and buy shares. A deal was
struck between the two companies:
Apple would allow Xerox to buy
100,000 shares and Xerox would
give Steve Jobs a tour of PARC.

W The first Apple facility (Courtesy Apple Computer, Inc.)




Prior to his Vivarium
work at Atari, Apple,
and MIT’s Media Lab,
Alan Kay promoted
the notion of a com-
puter small enough
to be carried around
comfortably—the
Dynabook.

Chapter 1: Early History: Steve and the Amazing Multi-Color Reality-Distortion Field

Steve Gets Neligion

Steve Jobs toured Xerox PARC with John Couch and several
Apple engineers. They were given a demonstration of the
Alto. Jobs saw that the future was in visual computers—

While at Xerox PARC, everything on and about the Alto’s bit-mapped screen was

Kay envisioned the
Dynabook as being
powerful enough to

visual—and he determined that he would create a visual
computer that people would buy.

do virtually anything
the user desired

while remaining
small enough to be
completely portable.

Dynabook, as Kay envisioned it in the early 1970s, was
capable of handling several Mbytes of text and used a
graphics interface and development environment called
“Paintbrush.” Paintbrush would enable even children to
create programs by making pictures and animating
them. Dynabook would also be capable of linking up to other
Dynabooks and to any library in the world via a simple telephone con-
nection. Finally, it would be made available for under $500 and would
be provided to every schoolchild out of text book budgets.

Jobs, upon returning to Apple from his PARC tour, decided to change the

direction of the main development project then underway called “Lisa.”

Apple’s project was to become a visual computer employing a mouse,

a bit-mapped screen, overlapping windows, and icons; it was to
become a computer anyone could use just by clicking on
pictures. Jobs hired several members of the Alto develop-

ment team including Larry Tessler, the guy who'd
demonstrated the Alto during Jobs' initial visit.



Raskin had
goiten
permission
from Milke
Scott to build
a computer
that was to be
as easy to use
as a toaster...

The year 1980 rolled
around and things
weren't going well for
Apple. In the previous
year, Apple had released
the Apple IlI—a follow-
up to the wildly success-
ful Apple 1. Within weeks
of the Apple I11’s ship-

ment, Apple discovered that the
computer's hardware and software
were both bug ridden and failure
prone. Everything about the Apple
I11 was a disaster and, predictably,
it wasn't selling well.

In the fall of 1980, Apple’s then-
president Mike Scott reorganized
the company into product-oriented

divisions.

Jobs badly wanted to run

the Lisa division, but was denied.

Raskin was one of
Apple’'s first employ-
ees and had written
the manual for the
Apple |; he continued

to write Apple’s
manuals from that
time on. As a mem-
ber of New York’s
avant-garde art

scene in the 1960s,
Raskin later taught
art, music, and
computer science at
the University of

Scott wanted Jobs to function as a
corporate spokesperson during the
turbulent initial public stock offer-
ing. John Couch was put in charge
of the Lisa. Couch had come from
Hewlett-Packard and wasn't accus-
tomed to the free-wheeling, wide-
open culture that was Apple. He
was used to structure and corpo-
rate movements that were slow, if
they moved at all.

By 1981, Apple’s stock offering had
been completed and Jobs was
trawling for something to sink his
teeth into.

At the same time, Jef Raskin was
working on a very small project
within the company that very few
Apple employees knew about; it
wasn’t secret, just very small.
Raskin had gotten permission from

California at San
Diego. He'd also
spent some time at
Xerox PARC in the
early 1970s.

Mike Scott to build a computer
that would be as easy to use as a
toaster, to be called “Macintosh.”
Raskin wasn't married to the idea
of windows and icons but he liked
the idea of a high-resolution, bit-
mapped screen like the ones he
had worked with while at Xerox
PARC. Thus, the main design goal
for the Macintosh was that it
would be a closed system and
would have a high resolution, bit-
mapped screen. Unlike Apple’s
successful Apple Il computer (and
all other personal computers), the
Macintosh would have no expan-
sion slots. Every Macintosh would
be the same; customization would
neither be allowed nor needed. At
least that was the goal. Raskin’s
Macintosh, remember, was for
people who would have as much
need to explore the
insides of a computer
as they would a toast-
er. Everything that was
needed—including the
software—would be
built-in.



Raskin tapped Burrell Smith—then
working in Apple’s service depart-
ment—to design the main portions
of the Macintosh hardware. Smith
had an unorthodox approach to
designing hardware that is best
described as intuitive. He would
study the manuals that came with
various parts and would meditate
on how they’'d all fit together syn-
ergistically. You could argue with
his approach, but not with the out-
come. Smith was a
brilliant
designer.

Chapter 1: Early History: Steve and the Amazing Multi-Color Reality-Distortion Field

Burrell Smith built two early
Macintosh prototypes for Raskin
using this intuitive approach: one
was built around the Apple I1's 6502
processor and the other was built
around the Motorola 68000 proces-
sor used in the Lisa.

Bud Tribble was put in charge of
creating the original Macintosh soft-
ware. Tribble had worked with
Raskin in performance art pieces at
the University of California at

San Diego.

About this time, Steve Jobs got
wind of Raskin's Macintosh pro-
ject and arranged raises for both
Tribble and Smith. Jobs also
began to bring in his own people
to work on Macintosh including
Andy Hertzfeld (who'd been writ-
ing software in the Apple II divi-
sion), Steve Wozniak (co-founder
of Apple and creator of the Apple
I1), Rod Holt (who'd designed the
Apple IT power supply), Jerry
Manock (designer of the original
Apple I case), Don Kottke, and
Randy Wigginton.



Shortly after assembling a larger
team, Steve Jobs informed Jef

Raskin that he was taking over Move over‘ Rover‘,

the hardware side of Macintosh
development. A short time

later, Jobs told Raskin that he was
also taking over Macintosh soft-
ware development and that Raskin
could write the manuals. Raskin
told Jobs where he could shove his
manuals and went on a leave of
absence.

Now in complete control of the
Macintosh project, and hurt about
being denied the chance to

run the Lisa divi-
sion, Jobs was
determined to
make the
Macintosh—and
just as impor-
tantly the team that
built the Macintosh—
“insanely great.” Jobs was hell-
bent on proving that great things
could be accomplished if greatness
was simply demanded from the
development team. And greatness
was demanded. Everyone on the

Let Stevie Take Over

Macintosh team was committed to
the project’s success. It wasn't
unusual for programmers to take
up residence in their office. Team
members could be found at work
just about any hour of the day or
night. This was all taken for grant-
ed. It was expected.

Apple Computer was at
a crucial point in its
short history. Sales
during 1980 were
approaching $120
million. Mike
Scott's reorganiza-
tion had been
accompanied by a hiring frenzy
and by autumn the number of
Apple employees had doubled.
Real engineers with real degrees
were displacing old-time Apple
hackers. These real engineers
thought the Macintosh was just

another toy. On February
25, 1981, Scott fired 41
Apple veterans in a single
move; this was know from
that time forward as “Black
Wednesday.” Frustration grew
and Mike Scott was replaced by
Mike Markkula. Mike Markkula was
a venture capitalist who invested
in new companies. He had funded
the bulk of Apple’s start-up in
addition to the small amounts put
in by Jobs and Wozniak. (By the
way, Mike's a very successful ven-
ture capitalist and one of the rich-
est men in California. He is also an
intensely private individual.)

The Macintosh division was a safe
haven for the old-time Apple hack-
ers and was housed in the second
floor of the Texaco Towers on the
corner of Stevens Creek and De
Anza. Texaco Towers was several
blocks and miles of attitude from
the mainstream Apple campus on
Bandley. Unlike the new engineers
at Apple, the Macintosh team was
concerned with changing the world
instead of filling a market niche.



Tribble in
Paradise

Bud Tribble, the original software
designer for Macintosh, was living
in Bill Atkinson’s house. Atkinson
was designing LisaDraw, the Lisa's
bit-map screen controlling soft-
ware. The Lisa team was stealing
ideas from Xerox and Tribble was
stealing ideas from the guy at the
center of the Lisa team. Macintosh
was quickly evolving into a minia-
ture version of Lisa, although no
one at Apple seemed to recognize
a potential marketing conflict. Lisa
was designed for use as an office
computer; Macintosh was a more
powerful and easier-to-use per-
sonal computer for individuals.

In January of 1983, the Lisa
debuted to what optimists
might call a lukewarm recep-
tion. The Macintosh was sched-
uled for introduction that
August. About a week after the
Lisa was introduced, the
Macintosh team took a two-day
trip to the La Playa Hotel in
Carmel, California. (The La
Playa can best be described as a

Chapter 1: Early History: Steve and the Amazing Multi-Color Reality-Distortion Field

staid retiree hangout.) Although
spirits were high, the Macintosh
team was in severe trouble; noth-
ing was close to being finished and
a factory to build the computer
didn’t even exist yet.

Steve Jobs is famous in the com-
puter industry for something
known as his reality-distortion
field. He has a charismatic knack
that enables him to get almost any-
one to believe almost anything.
Even when you know what he’s
saying has no basis in reality, you
want to believe it anyway. At the
Carmel retreat, Jobs cranked his
reality-distortion field to its high-
est level. He presented three terse
statements to the assembled Mac
team:

Real artists ship.

Mac in a book by 1986.

It’s better to be a pirate than
to join the Navy. :

Jobs was calling for a distinction to
be made between the Macintosh
team and the rest of Apple. His call
would’ve been seen as mutiny any-
where else in the world. But that
reality-distortion field had every-
one in attendance hypnotized.
They were convinced that Lisa was
a mistake because it was designed
and developed by committee for
corporate drones rather than
designed by individuals for indi-
viduals. The intensity level was
turned up several notches on the
dial. They were convinced they
were doing the Right Thing. Even
if they were all doing it for the first
time.

The Macintosh team members
were young and inexperienced.
They had all missed the 1960s, and
Steve Jobs made

B Macintosh develop-
P ment sound like a

" religious experience
' and a cultural event
every bit as impor-
tant as the Summer
of Love. Together,
according to Jobs,
they were on a mis-
sion. Or at least a
great adventure.
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In April, 1983, John Sculley, for-
merly president of the Pepsi-Cola
Company, was named president
and chief executive officer of
Apple. Sculley was lured to Apple
with a $1 million salary, a $1 mil-
lion first year bonus, a $1 million
severance package, 350,000 shares
of Apple stock, and a loan to buy a

-,

Sculley showed up for work on
Wednesday, April 13, and intro-
duced himself by saying that his
job was to build Apple, not change
it. He said that it was important for
Apple to retain its corporate cul-
ture, but that the company had to
shift away from being a one-
product organization.

$2 million house in Woodside.

Steve Jobs had consistently maintained a position of
“one person, one computer” as being central to Apple’s
success. Sculley proposed to modify that position by
providing a “total systems environment” to the corpo-
rate community. What Sculley was really saying was
that to be successful Apple couldn’t be Apple—it had to
be IBM.

10

On the technical side, John Sculley
pretty much left the Macintosh
team alone. The Mac team had
given up on the original $995 target
price for the Macintosh and had
seen the price creep up to $1,495
and then to $1,995. Sculley wanted
to charge $2,495 for the Macintosh
in order to pay for a huge advertis-
ing campaign designed to differen-
tiate Macintosh from the Apple II
line. The Macintosh team was vehe-
mently opposed to such a high
price. They had engineered the
Macintosh to be manufacturable for
about $500 each and they felt that
the Apple management was out to
screw customers. The first
Macintosh model sold for $2,495.

During the summer of 1983, friction
was brewing between the Macintosh
team and the rest of the people at
Apple, especially those responsible
for Lisa. The Macintosh team
moved into a renovated building on
Bandley Drive at the back of the



san Ka:re, 1he drust responslhle
for designing the Macintosh icons,
had painted the pirate’s skull-and-
crossbones symbol on a piece of
black cloth and hung it from a pole
on the top of the building weeks
earlier. Bandley 3 was right across
the street from the Lisa people and
the pirate flag was perceived as
something of an “in-your-face”
challenge. The Lisa people, in true
design-by-committee fashion, for-
mulated a wimpy response and ran
their own colors up their building’s
flag pole: the Lisa logo. Lisa was
getting bad press notices and sales
were not stellar; the computer was
expensive and very slow. The Lisa
people were frightened. The
Macintosh people were too inexpe-
rienced to be scared. Besides, they
were all caught up in what can only
be described as a religious fervor.
They were out to change the world.

pirates had the best of everything.
Bandley 3 had previously been used
to house the Apple Il division; more
than 200 people had been crammed
into the space now used by the
fewer than 100-member Macintosh
team. Feeling that they would be
inspired by great designs, he parked
his BMW motorcycle in one corner
of the atrium and a $70,000
Bosendorfer piano in another.

By the summer of 1983, the
Macintosh hardware was pretty
much finished, but the software
was not even close to being done.

Mike Boich had been hired more
than a year earlier as the Macintosh
“software evangelist.” His job was

to get third-party developers to
write software for the Macintosh.
All he had available to show them
was Bill Atkinson’s MacPaint, but it
was enough to convert lots of small
companies to the Macintosh cause.
The religious fervor that surround-
ed Macintosh was very contagious.
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Steve Jobs made sure his Macintosh

The free Lisa and Macintosh c-ém- ‘

puters developers received as
incentive to develop for the

Macintosh

didn’t hurt “Susan Kare, the

either. (They

T artist responsible

Lisas because  for designing the

inthe carly — pyaeintosh icons,

days you need- -

ed a Lisa to had painted the

create Mac pro- pjpate’s skull-and

grams. Macs

themseire crossbones symbol

weren't power-  om a piece of black

ful h=

y‘é e cloth and hung it
fom a pole on the
top of the building
weeks earlier.”




A new approach to the manufactur-
ing process was also central to the
Macintosh development effort. The
Apple 1l had been manufactured by
cheap labor in Singapore. Jobs’
vision was to construct an auto-
mated factory in the United States
with the parts inventory kept to the
absolute minimum necessary to
fulfill a single day’s orders. Steve
Jobs wanted to use Macintosh
computers to build Macintosh
computers and hand-picked Dave
Vaughan to make it happen.
Apple’s board of directors initially
approved $3.6 million to set up the
automated factory but then cost
overruns forced Jobs to ask for
more money—in the final account-
ing it cost $16 million—for the fac-
tory. Vaughan, a veteran of running
one of Hewlett-Packard's plants,
found he couldn't work with Jobs
and quit.

1)
2y hope for SU ce

In early September, 1983, trade
journals were reporting that Lisa
sales were abysmal. Apple’s stock
fell drastically—more than $8 in a
single day. Computer companies
were folding left and right and, to
make matters worse, Business
Week proclaimed IBM the winner
of the computer wars. Game over,
man. Unfortunately, the Business
Week proclamation was made
before IBM released its PC Jr.—a
failure worse than the Apple I1I
and Lisa combined. Apple knew
that Macintosh was its only hope
for success and maybe its only
hope for survival. Mike Murray
was hired to run Macintosh mar-
keting and Apple gave him a $15
million budget for the product
launch.

y’
es”"

Murray re-positioned Macintosh as
a productivity tool for knowledge
workers, instead of a personal
computer for individuals. The
tenor of who Macintosh users
would be was changing. Instead of
being for people who didn't work
in corporations, Murray believed
that most knowledge workers did,
in fact, work in large organizations.
None of this changed the underly-
ing design of Macintosh of
course—just the marketing spin.

Macintosh simply wasn't designed
for use by knowledge workers in
large organizations (the operating
system made it almost impossible
to use a hard disk drive, for exam-
ple). Nevertheless, Murray pegged
his first year sales projections for
Macintosh at 80,000 units a month,
accounting for almost a million
Macintosh computers sold in the
first year. Murray based his num-
bers on the premise of 25 million
office workers in the United States.



Cooler heads prevailed, and it was pointed out to Murray that at $2,500 each,

his figures would result in $2.5 billion in sales. Chalk it up to Murray spend-

ing too much time in Steve Jobs’ reality-distortion field. Projected Macintosh

sales figures were reduced to about half—Apple managers figured 53

they could sell 425,000 Macs in the first year, uter

resulting in slightly more than $1

billion in sales. a“k‘es
Never mind that Lisa ilthe Gr

sales were less than

$100 million.

This was an unusually stressful time within Apple. Macintosh team mem- :

bers were spouting phrases like “the crankless computer” and “a Cuisinart “ce
for the office.” The reality-distortion field wasn't as effective in other the Of

parts of Apple where mumblings about “a trash com- - art’ ‘or

pactor for your mind” were heard. “a cu‘S‘n

Apple hired sci-fi filmmaker Ridley  This was the famous “1984” com- The concept of Macintosh would
Scott (of Alien and Blade Runner mercial, and it would deliver the be presented as a liberating expe-
fame) to direct the introductory message that Macintosh would lib-  rience—liberating individuality,
commercial for Macintosh. The erate 1984 from being like the creativity, and intuition—not a
theme of the commercial was to oppressive 1984 portrayed by mundane, if complex, productivity
present a dysfunctional totalitari-  George Orwell. The Macintosh tool.
an state—sort of like the U.S. computer wouldn't be even shown.
Postal Service—and the power of Everything was to be communicat-
the individual to overcome that ed by implication and innuendo.
adversity.
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1984 Was Not Like 1984

Most think that Apple’s 1984 commercial
was run only once. This isn’t exactly true;
the 1984 commercial was first run at the

October, 1983 Apple annual sales meeting
in Hawaii. Apple’s stock performance
was abysmal. Lisa sales were way below

expectations, and Apple I sales were
unimpressive. Apple had all the symp-
toms of a company out of control;
growing too fast; there was too much
of everything. Too many employees,
too much inventory, and too much
money being spent.

Steve Jobs appeared on stage in blue
jeans, white shirt, bow-tie, and full-
blown reality-distortion field. To

hell with reality. Apple had Steve

Jobs and his reality-distortion
field. And this was, after all, a
sales meeting.
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“It is 1958! IBM passes up the
chance to buy a young company
that has just reinvented a new
technology called xerography...”
Jobs rumbled. “It is ten years
later, the late 60s. Digital
Lquipment Corporation and oth-
ers invent the minicomputer....”
He continued, beseeching the
crowd to remember how IBM had
attempted to circumvent the
minicomputer. “It is now ten
years later, the late 70s,” Jobs
boomed. “Apple, a young compa-
ny on the West Coast, invents the
Apple 11, the first personal com-
puter as we know it today. IBM dis-
misses the personal computer as
too small to do serious computing
and therefore insignificant to its
business...,” he cried. “It is now the
early 80s... 1981...," Jobs’ voice trails
off and the crowd goes wild, realiz-
ing full well that 1981 was the year
[BM introduced its personal comput-
er. “It is now 1984! And it appears that
IBM wants it all...,” Jobs’ voice rever-
berates through the hall. “Will Big Blue
dominate the entire information age?”
Jobs question was met with a thunderous
“No!” from the assembled masses. As



Chapter 1: Early History: nzing Multi-Color Reality-Distortion Field
one voice, they continued screaming “No! No! No!”
This was suddenly much more like a Baptist tent
revival than a sales meeting. “ Apple’s 1984
commercial was
projected on a huge
screen behind Steve
Jobs. The entire
spirit of Macintosh
was distilled

in those 1,440
frames of film.”

With the final vibration of the final “No!” from the
audience, Apple’s 1984 commercial was projected on
a huge screen behind Steve Jobs. The entire spirit of
Macintosh was distilled in those 1,440 frames of
film. “On January 24, Apple Computer will
introduce Macintosh,” the voice-over inti-
mated, “and you'll see why 1984 won't be
like 1984.” On cue, a Macintosh
descended amidst dry-ice smoke and
laser beams. The audience erupted in
nothing less than a religious frenzy,
jumping on chairs, screaming, and
testifying. Some probably even spoke in
tongues. At that point, Jobs and the rest
of the Macintosh team knew. Before
they had believed—now they knew.

(As a special treat, we've repro-
duced the entire 1984 com-
mercial in flip book at the
bottom of the right-
hand pages. Just
thumb through the
book quickly from
front-to-back.)




Early Apple Time Line
(Reality-Distortion Free)

December, 1980: Apple goes public. Morgan
Stanley and Hambrecht & Quist handle
the initial public offering of 4.6 million
shares of Apple common stock at a
price of $22 per share. Every avail-
able share is bought with-
in minutes of the offering.

January, 1981:
Apple campus secu-
rity is tightened.
Everyone entering
any Apple building
is now required to
show ID badges.

January 25, 1981:
Mike Scott fires 41
Apple employees.
The day is known
from then on as
Black Wednesday.

March, 1991: Mike
Scott is replaced as
president by Mike
Markkula. Steve Jobs
is named chairman.



May, 1981: Apple completes sec-
ond stock offering, 2.6 million
shares are offered.

August, 1981: IBM introduces the
IBM Personal Computer.

November, 1981: Apple’s first
annual report states that there are
now about 2,500 Apple employees.

January, 1982: Apple's research
and development budget is
increased 81 percent over 1981, to
$38 million.

January, 1983: Lisa debuts.

February, 1983: Rich Page and Bill
Atkinson are named Apple
Fellows.

April, 1983: John Sculley,
formerly president of
Pepsi Cola, is named
Apple’s new president
and chief executive
officer.
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May, 1983: Apple is named to
the Fortune 500—the
youngest company ever to
reach the list.

January, 1984: Apple runs
the “1984"” commercial dur-
ing the fourth quarter of the
Super Bowl broadcast. The
commercial is only broadcast
once, but it is replayed by several
news shows, making it one of the
most talked about advertisements
in history.

January, 1984: Macintosh debuts
at Apple’s annual shareholders’
meeting. The computer
receives a standing ovation.

April, 1984: Macintosh sales
reach Apple's goal of 50,000
units in less than 100 days.

September, 1984:
Macintosh 512K, the “Fat
Mac,” is introduced.

L
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November, 1984: Apple launches
the “Test Drive a Macintosh”
promotion. Over 200,000 people
take the taste test, but only a few
buy a Macintosh.

December, 1984: Apple presents
several celebrities with free
Macintosh computers. Michael
Jackson, Mick Jagger, and Andy
Warhol all receive Macs.

January, 1985: Apple runs the
“Lemmings” commercial during
the Super Bowl broadcast.

January, 1985: Macintosh Office
and LaserWriter debut at Apple’s
annual shareholders’ meeting.
Now you can use AppleTalk for a
long printer cable. Steve Jobs
declares détente with IBM,
announcing a goal of Macintosh
connectivity with other comput-
er platforms.

January, 1985: Lisa is renamed
the Macintosh XL.

February, 1985: Steve Wozniak
resigns from Apple to start a new
company.

March, 1985: Apple employee
head count reaches 5,700; Sculley
asks all employees to take one
week of vacation time before the
end of June. Sculley also
announces that Apple’s factories
will shut down for a week.

April, 1985: Lisa (Macintosh XL)
is discontinued.

June, 1985: Sculley announces
reorganization along functional—
rather than product—lines.
Approximately 1,200 employees
are fired, and Steve Jobs is
removed as Macintosh team
leader.

July, 1985: AppleLink goes online.
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September, 1985: Steve
Jobs resigns to form NeXT
Computer, taking five core
employees with him. Apple
sues Jobs for “breach of
fiduciary responsibilities,
threatened breach of con-
tract, and misappropriation
of confidential informa-
tion.”

January, 1986: Macintosh
Plus and LaserWriter Plus
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December, 1986: Apple’s annual
report indicates profits 151 per-
cent higher than the year before
and 5,600 Apple employees.

are introduced at the San
Francisco Macworld Conference.

December, 1986: Apple claims
more than 200,000 AppleTalk net-
works in place. Almost all of them
are still being used as long printer
cables.

January, 1986: Apple drops legal
action against Steve Jobs.

February, 1986: Apple purchases a
Cray X-MP/48 supercomputer for
about $15.5 million. The system
will be used to simulate future
hardware and software products.

April, 1986: Apple replaces
the Macintosh 512K with
Macintosh 512Ke. (We
both purchase our first
Macs, the Macintosh
Plus—the last time
either of us will ever
own a top-of-the-
line Macintosh. We
paid more than
$2,000 each.)

May, 1986: Apple
introduces KanjiTalk,
providing traditional
Japanese alphabets.
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Bob: Ten years from now, how will John
Sculley be remembered in history
books? Hero or villain or a bit of each?

John Sculley, former Chairman and CEO [Courtesy Apple Computer, Inc./Tom Zimberoff)

Steve Bobker, a 128K owner(with
arrows in the back), has written for
all the major Mac magazines
except Macworld; he's also a long-
time network junkie:

“A hero and deservedly so. Jobs
couldn’t have built what Sculley
did.”

Guy Kawasaki, one of the early
and most well known Mac evange-
lists, widely-published author, and
product huckster:

“The salient parameter is not
hero/villain, but a lot/a little. As
time goes on, Jobs will be remem-
bered more and more, and Sculley
less and less. There are only two
CEOs of Apple that count: Jobs and
the current one.”
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Don Crabb, noted Mac authority
and widely-published author:

“Hero, no doubt about it. He came
in and took Apple from an entre-
preneur’s wet dream and made

it into a real company. Real,
profitable, growing, and well-
managed.”
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Bob: What was Steve Jobs really like?

Steve Jobs (Courtesy Apple Computer, Inc.)
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Don: “Warm, cuddly, and cute, of
course! Oh, and a swell dancer!
Plus, the best BS’er on the planet.”

Guy: “Every story you've ever heard
about Steve is true. Working for him
was the greatest experience of my

life that [ wouldn’t want to repeat.”

Steve: “He created the Mac for
which I and many others will forev-
er be grateful. As a boss, [ wouldn't
be within 10 miles of him.”
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Why IBM Sucks

We all know

IBM sucks.
Here’s why.

Their Brains Were Small and They Died

We knew a guy once who was
a song writer. He used to
sing a song about
dinosaurs—all the kids in
the audiences used to love it
when he sang this song. We
don’t know—dinosaurs—it
must be a kid thing. Neither
of us remembers much of
the song except one line of
the chorus that we used to

sing along with: And their
brains were small and
they died. Well, that’s IBM.
Small brains; dead dinosaur.
IBM probably died several

would all be using

Dinosaurs Also Ate

Their Young

Before we tell you why IBM
sucks, let us tell you why, until
a few years ago, any
Macintosh fanatic should

have loved IBM. If it .
weren't for IBM, Apple b
Computer—and the
Macintosh—probably
wouldn't exist. We

indows (shudder),
d everyone would




Vhy IBM Sucks
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So love IBM for making the per-
sonal computer ubiquitous and

for making truly awful personal &\ T : n,?! ¥ 11 | P
computers a de facto standard. G ) . 14

Apple couldn’t have done it with- ‘. ’i o5 . e lﬂ: wo J er

out them. . Bardee Ja‘ d Wait 'ﬁrattam. Prior A

Back when IBM designed its Shﬂcklfv and his't "_,"2 ha eveloped a proce-
System 650 mainframe (in the ure that could alter : wductor tal

early 1950s), it figured it could sell | sonld.detee T “’IL
about 50 of them. So IBM, being ,/: - e
full of astute bean counters, built g
the cost structure / :r F
assuming they would : 1 ammatory cont rovers
sell only 50 of the . | < '
beasts. This would
have allowed the
company to
make a profit
on these paltry
few units. IBM
actually sold
about 1,500

System 650s,
pushing profit mar-  When Bob Noyce and seven other engineers quit working for William

gins up to around 70 Shockley and formed Fairchild Semiconductor, IBM didn’t take notice.

Semiconductors were and are terribly expen-

sive to develop, but incredibly cheap

/ to manufacture. Success in semicon-
ductors comes from selling huge

quantities of them at low prices

rather than just a few at a Very

High Price. IBM, remember, was out

convincing people that computers
%@Q‘D ’\\ 23
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percent or so. IBM (as well as Digital Equipment Corporation and
Control Data Corporation) made a lot of money by convincing people
that computers were very big, very expensive, and very complex. That's
not why IBM sucks.
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were big, expensive, and complex;
the young dinosaur was certain
that the computer market wasn't
big enough to support the
economies of scale required by
semiconductors. Meanwhile,
Noyce was selling everything
Fairchild made for $1 each and
their sales volume was growing
rapidly. Each time Fairchild would
increase production, it would
lower its cost-of-goods—and sell-
ing prices—at the same time.

oyce theorized that the

cost of labor would be reduced if
several individual components
could be combined on the same
piece of silicon. He called this
idea—and it was only an idea in

1959—an “integrated circuit.”
Today integrated circuits hold
more than a million components.

In 1964, Bob Noyce formed Intel
with Gordon Moore to create com-
plex integrated circuits.

An added benefit of integrated cir-
cuits turned out to be that higher
prices could be charged for them.
In 1971, Intel’s Ted Hoff invented
the microprocessor—a single chip

that held
most of the elements of

an entire computer. IBM were punChed with

still wasn't paying atten-
tion.

Microprocessors hundreds of holes
were EX])CHSi\’C rela-

tive to semiconductors, but still
too cheap for IBM to use. If IBM
was to build a

and run through the computer
computer around

a microprocessor, its tenuous illu-
sion of size, expense, and com-
plexity would dissolve. It would be
the equivalent of Toto

exposing the Wizard of Oz. by technicians.

IBM’s central computing concept
was one of data processing. Large,
expensive, and complex data pro-
cessing. Paper cards were punched
with hundreds of holes and run
through the computer by techni-
cians. Real people didn't need
computers, according to the IBM
vision. But that’s not why IBM
sucks, either.

The Altair 8800 was the first prac-
tical microcomputer, but the
Apple Il was the first successful
microcomputer and IBM began to
take notice. IBM noticed that even
though the Apple 11 was designed
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to be a home computer for hobby-
ists, the real market turned out to
be business. Trip Hawkins, then in
charge of Apple’s small business
strategy group, was the first to rec-
ognize that a new software pro-
gram—Dan Bricklin and Bob
Frankston's VisiCalc spreadsheet—
would allow Apple to set the stan-
dard for microcomputers in large
corporations. If IBM flinched at
all, it wasn't noticeable. Sort of
like how an elephant reacts to a
flea.



Chapter 2: Why IBM Sucks

Dinosaurs have very small brains relative to their mass.
In 1980, IBM decided it would produce a personal con-
puter. Breaking from its normal, glacially-slow
dinosaur mode, IBM’s Entry Systems Division commit-
ted to producing a computer in exactly one year. (You
have to understand that this was a fraction of the
normal development cycle for IBM. It ordinarily took
IBM four or five years to add functions to an existing
product, let alone develop a new one from scratch.)
Bill Lowe and his Entry Systems Division team
knew that it was impossible to create a new com-
puter in a year. Their only option was to col-
lect existing hardware and software from
other companies and paste an IBM label
on the box.

IBM

realized it needed

both an operating system and a to use another operating system, of Silicon Valley Make Their
version of the BASIC language. CP/M, developed by Gary Kildall of  Millions, Battle Foreign

After all, each of the other micro- Design Research, but when the Competition, and Still Can't Get a
computers available at that time IBM suits arrived in California to Date, describes IBM's nondisclo-

had BASIC Lowe took the unprece— meet with Kildall, he was out flying sure agree-
his plane. We cover that in more ment as “the




people, but leaving their technolo-
gy intact.” IBM’s potential suppli-
ers were required to sign this agree-
ment—agreeing that whatever they
told IBM was not confidential, but
that whatever IBM told them was
confidential—before any substan-
tive meetings took place.

Microsoft's founders, Bill Gates and
Paul Allen, signed IBM's
nondisclosure agreement

without giving it a second

thought. The first

Microsoft-IBM meeting consisted
of IBM suits touring Microsoft’s
office. A few days later, IBM
returned and asked Microsoft to
supply a version of BASIC for IBM's
personal computer that was under

development. Gates was con-
cerned because IBM wanted to
build its computer around an 8-
bit processor, and he told the IBM
contingent that he could supply
an operating system for a 16-bit
processor as well as a version of
BASIC to support the better, far
more powerful

processor.

At the time there were three 16-bit
processor options: The Motorola
68000, National Semiconductor’s
16032, and Intel’s 8086/8088. The
Motorola and National
Semiconductor chips were power-
ful and elegant. The Intel 8086
was somewhat
less powerful
and had a
bizarre
memory
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architecture. The Intel 8088 was a
neutered 8086, with all of the
problems and even less power.
IBM, in true dinosaur fashion,
chose the Intel 8088 for its person-
al computer. Dinosaurs have small
brains, remember? The 8088 was
the only processor then available
with finished support chips, and
besides IBM didn’t want its per-
sonal computer to com-
pete with its real busi-
ness: Big Computers for
Big Organizations.

Bill Gates knew he could probably
cobble together a version of BASIC
in time to suit IBM, but the 16-bit
operating system was going to be a
real problem. He knew about
QDOS—a 16-bit CP/M clone—
developed by Seattle
Computer Products,
and he knew all he had to
do was get it. Without telling
Seattle Computer Products
why he wanted it, Gates pur-
chased the rights to QDOS for
$50,000. To this day, Gary Kildall
maintains that most of the QDOS
code was directly copied from his
CP/M. This claim has not been
tested in the courts, though.



if you’re keeping score,
o y here’s what that last inning
" looks like. IBM arouses

from its sleep long enough
to decide—Argh! Argh!—that it wants

to get into the personal computer business.
But not so much as to compete with its core
business and thus decides to cobble together
a machine from existing bits and picces. IBM
approaches
Microsoft
about
writing a
version of BASIC, for the new computer. Bill
Gates smooth talks IBM into letting
Microsoft pro-
vide not only
BASIC but an
operating sys-
tem—which Gates has bought for a song—as
well. Never mind that the pedigree of the
operating system
that Gates wants to
pass off to IBM
may be somewhat questionable. IBM took
the bait and Bill Gates even retained the
right to sell the operating system to other

companies!

Chapter 2: Why IBM Sucks

IBM’s personal computer was released on August 12, 1981. It had a
single disk drive and 16K of memory and was priced at $1,565.
(However, a full, useful system cost more than $5,000.) Although it
was at best a mediocre computer, the IBM PC was an immediate
success mainly because it had the dinosaur’s footprint on its label.
By the end of 1981, IBM had sold 50,000 personal computers. Apple
had sold only 135,000 computers during the whole year. By the end
of the first quarter of 1982, IBM PCs were outselling Apple’s comput-
ers by a ratio of two-to-one. Today there are more than 80 million
PC-compatible computers in the world with about another 12 mil-
lion sold every year. But even that is not why IBM sucks!

Is IBM's success with a mediocre personal computer the reason for
Macintosh users to hate IBM? Not a chance. Blame the bozos who
bought all those mediocre computers, but not the people who made
them. The real reason Macintosh users should hate IBM is because
the dinosaur—together with Apple, a smaller dinosaur, but a
dinosaur none the less—will stomp Macintosh. Dinosaurs eat their
young, remember, and IBM is showing signs of

and hunger.

Apple has, for quite some time, been a software company. It just
hasn’t figured it out yet. What makes a Macintosh a Macintosh isn't
" e the chips or the box
IBM 1S ShOWlng they're in—it's the soft-
ware contained in those
chips. When first introduced, Macintosh had more
than 70 chips. Current models have about 30. By
1998, the Macintosh will consist of two chips.

signs of hunger.
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On April 12, 1991,

John Sculley sealed

Apple’s fate as

The story goes
that Sculley had
an epiphany and
realized that
Apple would not survive as a
hardware company. Apple’s soft-
ware crown jewels were the
answer and 1BM was, hopefully,
the question. IBM also had pretty
much figured out that it couldn’t
survive as a hardware company—
the company was experiencing its
first decline in sales since 1946—
without earth-shaking software
and OS/2 wasn't it. Convinced it

couldn’t develop its own earth-
shaking software, it went out
shopping for some and bought
into Metaphor Computers
Systems’ object-oriented system,
Patriot.

IBM also figured it could hedge
its bet with Apple’s Pink and on
July 3, 1991, the two companies
signed a letter of intent to form a
jointly owned software company
to finish development of Pink.
IBM ponied up a license for its
RISC processor which is the heart
of its RS/6000 workstations.
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dinosaur chow. thas e night that Sculley showed eight of IBM's most bril-
liant engineers what looked like System 7 running on an IBM PS/2 Model 70. The computer
wasn't running System 7, but rather a object-oriented operating system and developmernt
environment code-named “Pink.” Pink had been under development at Apple for years
and was designed to run on a variety of different microprocessors, including Intel's.
Object-oriented operating systems and development environments (also products of Xerox
PARC) enable large software programs to bhe built from mix-and-maitch chunks of code
called “objects.” Software programs can be created—/for virtually any computer platform—

simply by clicking and dragging object icons around on the screen.

Apple gave up its soul in
exchange for this broken down
RISC processor. Such a deal. The
intention was that by the summer
of 1994, both

companies would

be building com-

puters around the

same processor

(using IBM's design,

but built by

Motorola) that looked

and worked like the

Macintosh.



To many, the Apple-IBM marriage
seemed to be almost unbelievable.
Only two years betfore, the compa-
nies had been the fiercest

of competitors. When you think
about it, though, the alliance
makes sense in a sick sort of way.
Neither Apple nor IBM could afford
to bring the next-generation com-
puter to market by itself—or more
accurately, neither was willing to
bet the farm on developing a new
computer. So both companies
hedged their bets and formed an
uncomfortable union.

This was nothing more than a mar-
riage of convenience. Neither com-
pany liked the other much, but
every other computer company’s
dance card was filled. It's sort of
like the old saying, “the enemy of
my enemy is my friend.” IBM and
Microsoft had a falling out over
0S/2. Apple was suing Microsoft
over Windows. Apple and IBM were
both jealous of Microsoft’s success,
and a marriage seemed like a good
idea at the time.

Microsoft seems intent on controlling every
computer on the face of the planet and has
formed the Advanced Computing
Environment (ACE) consortium. Built
around Windows NT, ACE is an attempt to
marry Microsoft’s object-oriented operat-
ing system to the R-4000 RISC processor
developed by MIPS Computer Systems.
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The Apple-IBM union seems like a
marriage from hell and will proba-
bly produce the ugliest children
you've ever seen. Neither company
is likely to thrive. IBM is the
dinosaur gasping its last breath as
it stretches painfully for the last
piece of succulent fruit. Apple is
that fruit and will likely be digested
and well... we all know what hap-
pens to post-digested material,
don’t we? And that, boys and girls,
is why IBM sucks.




Multimedia reminds us of the three blind men and the ele-
phant—not one of the men describes the elephant in the same
way. We think the whole affair is quite simple...

Helocars and Sexy Stars

Remember when Apple tried to convince us that Macs
should be used to design and sell helocars? That ludicrous
and short-lived ad campaign was Apple’s first foray into
the realm of multimedia. You can bet your lunch money
that there will be others.

Multimedia is simply multiple media. For Macintosh users,
it's a set of technologies and tools for adding media (sound,
animation, true-color graphic images, and video) to the
existing user interface. What's missing is intelligence and
that's why multimedia is probably doomed to fail. It’s also
why, in our expert opinion, hypermedia is more important.
Intelligence missing from the equation of presenting infor-
mation is also what just about killed Macintosh. Until intel-
ligence—in the form of expert systems and semi-
autonomous agents—is added to the mix, multimedia is
nothing more than bad television with better sound.

Multimedia has so much potential: to teach us, to entertain
us, and to transact business for us. Unfortunately, most new
media offerings are totally lame and break no new ground.

There's a new buzzword going around: repurposing.
Everyone is doing it. Successful movies are repurposed into
video and computer games; children’s books are repurposed
into CD-ROMs. Repurposing is OK, but it’s not good enough.
This powerful new delivery medium cries out for innovation.
Forget everything you know about presenting information.
Give us something we haven't seen before and something we

can't see any where else.



A Apple’s Helocar (courtesy Apple Computer, Inc.)

hypermedia"hy-per-me-di-a n. Computer Scieni:e.

A computer-based information retrieval system that
enables a user to gain or provide access to texts,
audio and video recordings, photographs, and com-
puter grap_l_;i:és related to aparticular 'subject.)
(American Heritage Dictionary ©1992)




Unfortunately, the movers and
shakers in the computer industry—
at least most of the ones in the dri-
ver’'s seat of their respective corpo-
rations—just don't get it. Apple’s
most publicized idea for using

Multimedia has two distinct mar-
kets: sex and education.

Some would argue that Mike Saenz
defined state-of-the-art Macintosh
multimedia with Virtual Valerie.
(Puritanical readers can send their
love letters to our publisher, Dave
Rogelberg. You should see the
graphic he wouldn't let us use!).
It’s a sick culture that uses sex to
sell everything from soap to soda,
but Virtual Valerie made just about
everyone re-evaluate the power of
Macintosh-based multimedia. Like
it or not, Virtual Valerie was a
totally unique interactive experi-
ence—impossible to duplicate on a
television, movie screen, or book

multimedia is as a tool for selling
things. Microsoft’s notion of mul-
timedia is to buy up the electronic
rights to art so they can glow on
flat-panel displays in Bill Gates'
new house.

Bob: We interrupl this

chapter to pyj
ing
bad but relevant joke. gyou a

Q: Why did Bij Gates

build his
new hoyge i

mostly helow ground?
A: He was sick of

hearin
: g
about Wmdow.s'.

w File Control

Sample frame from Virtual Valerie
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page. And yes, she made some people sick. A rue and cry arose
from the MacWoman community when Valerie (and her black and
white predecessor) came on the scene.

Like it or hate it, Virtual Valerie was more effective in furthering
Macintosh-based multimedia than the animatics of Wilfred
Brimley selling oatmeal.

Of course, some will find the education and training possibilities of
multimedia to be more worthwhile and interesting than selling
either oatmeal or sex. As the shift to an economy that is based on
information continues, the demand for effective tools for training
people will continue to grow. Much of this demand will focus on
computer-based training for the computer systems themselves.

/T Sample frame from oatmeal sales animatic

/ L | _ =] . . " - - < | & y

@@ What’s Good in Multimedia Today? B / & 74

Bob: Lest you get the impression we're down on multimedia—

we're not. We're just hoping for something better and more compelling than

the stuff we've seen so far. There have been good multimedia titles, but most
of them are derivative (adapted from another medium and only mildly innov-
ative). That doesn’t make them bad; we simply are hoping for more.

That said, here are my five favorite interactive titles; the ones that I like
the best and use the most as of today, November 15, 1993.
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Living Books [series of CDs from
Broderbund)

Just Grandma and Me, Arthur’s Teacher
Trouble, The Tortoise and the Hare, and The
New Kid on the Block are the first four “Living
Books” ffom Broderbund, and are another
example of repurposing done well. Each Living
Book is an animated, interactive children’s
book adapted from children’s books by
popular authors such as Mercer Mayer, Marc
Brown, Aesop, and Jack Prelutsky. The original
material is witty and clever and so are the
“Living Book” interactive translations; each is
filled with colorful, beautifully drawn cartoon
worlds filled with animated objects that sing,
dance, speak, and much more when you click
on them. Great for kids, but even grown-ups
will be impressed.
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gradusted in 1946 He married
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working with nuclear-powered
father, however, he resigned (1
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_{1962-66) and ran unsuccessiy

Jimmy Carter, 39th President of the
United States (1977-81), is shown in an

formerly the Governor of Georgia,
suffered from a number of crises during
his term as president, including the
energy crisis of 1979 and the Iran
hostage crisis of 1960-81. (The
Bettmann Archive )

official White House photograph. Carter,

The New Grolier Multimedia
Encyclopedia (Grolier Electronic
Publishing)

This one is on my list not because it's a great
interactive title. (It's good, but not great.) It
makes my top five because I use it all the time.
As you might suspect from its name, it's an
entire encyclopedia: all 21 volumes of the
Academic American Encyclopedia; that's
33,000 articles, 10 million words, and thou-
sands of color pictures, plus a few movies and
some audio tracks on a CD-ROM. Everything
is searchable by keyword and the search
mechanism works, though it's not particularly
elegant. Still, among those 10 million words I
can usually find what I'm looking for.

This is an example of repurposing done part

way. In a perfect world, a multimedia encyclopedia would have much more multimedia content: more
movies, slide shows, audio clips, animations, and hypertext links. On the other hand, Grolier does have
some of each and that's a start. And, Grolier has a tradition of updating the encyclopedia every couple of
vears. (This is the third or fourth edition.) Maybe next time.... Warts and all, I use this version often.
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Sherlock Holmes Consulting Detective
Volumes |, Il, and Il (ICOM Simulations)
I'm a sucker for Sherlock Holmes, so this
series of intelligently-designed interactive
whodunnits is very appealing. I have all three.
These are truly interactive movies, where you
direct the action. The interface is clean and
near-perfect and the clues, most of which are
delivered in the form of onscreen movies, fea-
ture handsomely-costumed actors and lavish-
ly-appointed sets.

® Ffile Edit Uolume

Special [0

e Hen ta Fark

Sherlock Holmes Consulting Detective was
designed from the ground up to be an interac-
tive adventure on a CD-ROM and it shows.
The interface is cleanly designed and respon-
sive, and the video clips, which use
ICOM'’s proprietary video sys-
tem and not
QuickTime, are beautiful. At the end of each case, Holmes reveals the
steps he took to solve it. A must for serious mystery fans.

And those are my five enjoyed. The point is that even
favorites today. Tomorrow though we feel that most interac-
" I may include The tive media isn't pushing the enve-
— Journey-man Project, lope as much
Hell Cab, Lunicus, The as we'd like,
Madness of Roland, Iron what we have
Helix, or other innovative so farisn’t all
" interactive adventures I've that bad...
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Shifts Happen

We said earlier that the Macintosh
was a paradigm shift. Macintosh
changed forever the way we think
of computers. Never before had a
machine seemed so inviting, so
intimate, so nonthreatening, so
much fun. Many Macintosh owners
developed relationships with the
computer that could only be called
symbiotic. We gave our hard disks
clever names, and, according to
many studies, began to spend

an inordinate amount of time

with our machines.

With

Apple’s

introduc-

tion of

HyperCard in

August, 1987,

(described and sub-

sequently marketed

alternatively as a soft-

ware and multimedia

construction kit and an
information manager), the compa-
ny poised itself for participation in
its third paradigm shift. This third
paradigm shift—the move from
flat, two-dimensional documents
to three- and even four-dimension-
al electronic documents—may very

well prove to be as important a
shift as the introduction and accep-
tance of the personal computer
itself. As the Apple Il and, later,
Macintosh changed the way we
thought about what a computer is,
Macintosh-specific multimedia will
show us a new way of thinking
about how we can use a computer.

But not yet. Although Apple has set
the criteria for the phase shift that
will precede the multimedia
paradigm shift, there are parts
missing. Multimedia isn't about
hardware or even software. It's a

communications
medi-
um—or,
more
accurately, a
collection of
communications
media and nothing
more.

The biggest piece of the
puzzle that's missing is intelli-
gence. Macintosh should help us
deal with information by inference
and pattern. The computer should
be able to learn by observing our
work habits.
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Intelligence combined with richly
integrated multiple media will
make us much more productive.
Unfortunately, rich integration is
another missing piece of the multi-
media pie. Macintosh has always
had lush sound capabilities, for
example, and most Macs ship with
microphones. But very little is
being done to take advantage of its
capabilities. Sure, you can make
your Macintosh emit a puking
sound when it ejects a disk. Big
deal. That allows for a more cus-
tomized work environment, but it
adds absolutely no value when
dealing with information.

In order for Macintosh-based mul-
timedia to be truly paradigm-shift-
ing, Macintosh has to disappear.
Now, settle down. What we mean is
that in order for multimedia to be
effective, the delivery mechanism
(and the media itself) must virtually
disappear. As an example, consider
Merle Saunders’ Blues from the
Rainforest and Save the Earth So
We'll Have Someplace to Boogie
audio CDs. Much of the sound on
these projects was created using a
Macintosh, but you don’'t hear
that. What you hear is rich sound.
The Macintosh, the musical
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instruments, and the Interface Guidelines: The Apple Some day we will be able to work in a
Desktop Interface: completely modeless computing envi-
ronment and that environment will be
multimedia-based, or at least

non-media biased.

It probably won't
happen, though, until
virtual reality is as
widespread as com-
puters and modems
are today. When
that happens,
Macintosh will
no longer be

CD itself have virtual-
ly disappeared when

vou listen to the
music. But that’s a
single medium: sound,
not multimedia.
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Choosing the Right Tool for the Job—
or, Shopping Tips for the

Conventional wisdom used to dictate that you selected the software you wanted to use
and then bought the hardware that ran that software. This approach is no longer applic-
able. Macintosh is the best personal computer currently available. Period. So your task is

much simpler: just pick the right Macintosh for the job.

Actually, you can make this process even easier if you have enough money: buy the
best Macintosh and expect to buy a new one every year or two.

— Where to Buy

; |} \ < . . } '
\\l \_‘@\#‘«j | Mike: I buy my computers on the open market—just like you. Since I'm a

s : i i o p
\\}(\\ Y ‘,‘l i writer, and writers rarely make money, I use a modified rich-man approach

il to buying Macs. It's called the trickle down method. I buy the best Macintosh
: I can afford, knowing that 1 will be replacing it in a couple of years. I used to

L\ 0\ _ 3 -', :', ", - sell my old Macs—now they trickle down to my wife. The trickle down
O\ A ERARE AR method of buying computers works about as well as the Reagan-Bush trickle
: down approach to economics, which is to say not very well, if at all. I just
can’t bear to part with a computer system that’s worth a third of what I paid
sl : 2 for it two years earlier.

-~ SIS Bob: I have the distinct advantage of almost always trying a product for sev-
: eral months before | decide whether it’s worth buying. It’s called an “editori-
al evaluation loan” and as Mike likes to remind me, it’s nice work if you can
get it. Eventually the loans expire (sigh) and I find myself buying a Mac. [ do it
the same way [ buy my cars: late model, low mileage, and slightly used. I usually find the best deal using this method—
wait for a new Mac to be introduced and then buy the model it displaced (used) from someone even more obsessed
with having the latest, greatest Mac than you.

On those rare occasions when I have to buy something new, like a hard drive or monitor, I always deal with vendors
who offer a 30-day no-hassle, no-questions, money-back guarantee (like APS). You should too.



Computers depreciate faster than any-
thing else on the face of the earth. Get
used to it. The computer you buy
today is going to be worth half what
you paid for it a year from today.
Swallow hard and accept it.
Technically, the computer vou buy
today will be obsolete in less than two
years. Also technically, obsolete means
that Apple will no longer be manufac-
turing the Macintosh you bought.
When the automobile manufacturers
do it, we call it planned obsolescence.

When Apple does it, we call it progress.

‘;'—r T
&
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In real-world terms, though, a
Macintosh is obsolete only

when you can no longer use it

to do what you need to do. For

us, that means a Macintosh is obsolete
when it is no longer capa-

ble of running software

that we need to run or

when it does it so slowly

that it makes us unpro-

ductive. We're both suck-

ers for new Mac models,

though. When a new model is intro-
duced, we start to think of all sorts of
reasons why we have ro have one. This
is called rationalization, and our wives
are on to it. It used to work, but it
doesn’t any longer.

Bob: I always own at least one

late model Macintosh, usually

more. Right now [ own three: a
11fx, a PowerBook 170, and an LC.
I've also got a Quadra 950 that’s on
loan from Apple. I've already
put in loan requests for a

someone’s going to loan
mon sense dictates
that you aim high. On

the other hand, if you
have to foot the bill
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840AV and a PowerPC. (If

you a Macintosh, com-

yourself, you're probably
better off using Mike's
approach.)

Mike: Since 1986, I've always been at
least two steps behind the state-of-
the-Macintosh-art. I'm using a
Macintosh Ilci to write this book.

Computers
depreciate faster
than anything else
on the
face of
the
earth.




Never buy the latest model.

It’s almost always cutting-
edge technology, and you'll
almost always have compatibil-
ity headaches. It takes at
least three or four months for
the software to catch up with
a new hardware release.
Although there are often new
releases of major software
titles that do coincide with a
new Macintosh release, it
takes three or four months
for the maintenance releases
to hit the streets.

Buy the most memory and the
largest hard disk drive you can
possibly afford.

Always buy at least twice
what you think you need. Your
information will expand to fit
the amount of space that you
have available.

Mike: 1 didn't buy a hard disk drive
when [ purchased my first Macintosh.
In 1986, 20M was pretty much the
standard. My first hard disk drive was
40M; my second 90M; and my third
170M. I currently use a 420M hard disk
drive (and the 170M drive). For the
first time since I've owned a
Macintosh, I no longer have to spend
Sunday afternoons archiving files.

A maintenance release is the version of software that was being
worked on while the new release was at the duplication house
ahead of time (so it could be announced along with the new
Macintosh models). Software vendors can’t bear to be upgrade-
less during Apple’s roll-out of new Macintosh models. This should
make for a very interesting spectator sport when the shift begins
Jrom Macintosh to PowerPC. Remember Paul McGraw’s axiom:
pioneers get the arrows; settlers get the land.
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Bob: I went through much the same
process except my current drive isa 1.6
gigabyte Maxtor (bought from APS, of
course). And I can’t even begin to tell
you how great 32M of RAM is. You can
never have too much RAM or too much
hard disk drive space.

Buy the highest quality hard
disk drive components from
the least-expensive source you
can find.

Mike is partial to CDC WREN
hard disk drives, because he’s
never had a problem with
them. (He’s got aone that’s
been running 24-hours a day,
seven-days a week, for eight
years without a single prob-
lem.) If we were in the market
for a hard disk drive today,
though, both of us would prob-
ably buy a Hewlett-Packard or
Seagate Elite Barracuda drive.
Don’t be fooled by the market-
ing propaganda used by some
of the vendors. A drive that
you buy from a “name brand”
vendor like MicroNet is almost
identical to the same drive you
buy from a “generic” vendor
like APS. The only place either
of us buy memory is Austin,
Texas-based TechWorks.



We buy from these companies
because they sell good gear
and have excellent support for
what they sell. And while it’s
impossible to predict who wiill
go out of business next year,
we both feel that these are
well-run companies, likely to be
around next year if something
should go wrong.

Bob: I have to say that TechWorks
prices have been getting higher and
higher lately compared to other memo-
ry vendors. If their prices get much
more out of line, I may find another
place to buy my RAM chips. For now,
the few bucks a chip premium [ pay for
TechWorks chips is worth it for their
lifetime warranty and toll-free techni-
cal support.

Buy a Macintosh with an eye
toward expandability, but for-
get about Apple’s propagan-
da about upgrade-ability.

Mike: Apple’s upgrades are overpriced,
but I have to admit the best Macintosh
I've owned yet is an SE/30. It was
upgraded from a standard
Macintosh SE, and yes, it was an
Apple upgrade. In 1989, I paid
$1,800 for this upgrade (including
a SuperDrive). It was the best

money I've ever spent on any Apple
equipment. The SE/30 provided
four times the performance of the
SE. It was transportable and it was
compact. I haven’t purchased
another Apple upgrade since—
although I have toyed with the idea
of upgrading my llci to a Quadra
700. The problem is that the
Quadra 700 is just as obsolete as
my llci and I don’t much like the
idea of giving up SIMM slots and a
NuBus slot.

Bob: I've never upgraded a Mac. [ sell
the old one and buy a newer one,
slightly used.

Don’t pay much attention to

the adjectives in MacWEEK,

Macworld, or MacUser prod-
uct reviews.

When was the last time you
saw a review in a Macintosh-
specific publication that
employed less than glowing
adjectives? Ignore the superla-
tives. There’s absolutely no
information value in comments
like “most elegant,” “fastest,”
“hest,” “most powerful,” “high-
end,” and “high-powered.” Pay
attention to the numbers and
comparisons with known enti-
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ties. “Twice as fast as a llci,”
for example, carries much
more information content than
“blazing speed.” The lab tests
in all three major Mac maga-
zines are perhaps the best
information you can get short
of logging onto CompuServe,
America Online, or the Internet
and asking people who actually
paid for the stuff how they like
it.

Don’t buy Apple memory or
hard drives—they’re too expen-
sive. You almost always can
find memory and better quality
hard disk drives for less
money.

Other Apple-labeled peripherals
run the gamut from excellent
to avoid-at-any-cost with prices
from not-too-bad to ridiculous.
Apple monitors (especially the
smaller sizes]), for example,
are usually a good value for an
excellent
product.
Apple fax
modems,
on the
other
hand, stink




and should be avoided at any
cost. Again, the best informa-
tion about what’s worth buy-
ing is from people who have
actually paid for the stuff
you're thinking of buying. Go
online to find out what the lat-
est scoop is on recently-
released Apple peripherals.
There are always early
adopters online and they’re
always willing ([sometimes too
willing) to share their opin-
ions.

Buy the best computer to suit
your needs, and realize that it
will be headed for obsoles-
cence before the warranty
runs out.

Be realistic. Don’t go out and
buy a Quadra 840AV because
you're an accountant and you
think you may want to get
into desktop video production.
Buy the Macintosh you need
to do your accounting for the
next couple of years. By the
time you get ready to try your
hand at video production,
there will probably be a better
tool available for the job any-
way.

A Gonzo Guide to Buying a
Macintosh

This is the part of the book where we
alienate the Macintosh dealers. But
that’s OK, Apple’s already alienated
most of them anyway.

We know of only two computer dealers
in the United States worth doing busi-
ness with: North Shore Computers in
Milwaukee, Wisconsin, and the
ComputerWare stores in the Silicon
Valley area. Neither of us have ever
bought a computer from either dealer,
but the good reports for years and
years from their customers far out-
weigh the negative comments. They
must be good.

There must be other good dealers out
there. We just haven’t met them yet.

Mike: I've always bought my Macs
from dealers. But only because they've
met the prices | demanded.

Bob: I usually buy mine slightly used
from private parties. I do some of my
used equipment shopping online (on
CompuServe or America Online), and
the rest of it in the classified advertis-
ing section of my local paper. The
downside of this method is you some-
times have to wait weeks or months to
find a particular item if you're real
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picky. Still, this is the best way | know
to find great deals on Mac peripherals
and CPUs.

Understand that if you're going to buy
a computer from a dealer, they're
going to try to burn you. It’s their job.
It’s your job to be informed so as not to
get burned. There's an old joke about
the difference between a computer
dealer and an automobile dealer being
that the automobile dealer knew when
he was lying. Unfortunately this is, for
the most part, probably true.

Mike: In 1986, | once saw a computer
dealer tell a customer “of course a
Macintosh could run Lotus 1-2-3.” He
even said it with a straight face.

Just about everyone makes the wrong
decision when they buy their first
Macintosh. Don’t worry about it, all it
will cost you is money; the fact is that
you can’t buy a bad Macintosh. Learn
from your mistakes though, and use
these guidelines to determine which
Macintosh model best meets your
immediate needs.

Begin by making a list of the top three
software applications you use and the
percentage of time you spend with
them each day. Mike’s profile is shown
in the table 4.1. Bob's profile is shown
in the table 4.2.
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Table 4.1 Mike: Since I write mostly book-length documents, |
Mike's application use profile have almost no use for color video. In fact, the only
reason I have a color monitor at all is because when |

Application Use bought my llci system, Apple was running a special
promotion offering a 13-inch color monitor at a price

FrameMaker 50% I couldn't refuse.

Telecommunications 40%

Bob: I know color costs me both dollar- and performance-
Canvas/Photoshop/FreeHand 10% wise, but I wouldn’t want to live without at least one

color monitor. I'll give you two reasons: QuickTime and
games. Granted, color is expensive and there’s a notice-

Table 4.2 able performance penalty for using it and, yes, | set my
Bob's software applications use profile color monitor to black and white when I'm planning an
extended writing session. Still, I like my color monitor.
Application Use My advice: if you don’t really need color, there are better
% ways to spend your money. But if you can afford it, it’s
Microsoft Word/PageMaker 40% o pss daaa g -
nice to have.
Telecommunications 20%
QuickTime 15% Mike: Stereo audio capability is of no use
r to me. I've yet to see a Macintosh soft-
Photoshop/Graphics 15% 4 ,
w ware program that makes appropriate
Presentations 5%

use of sound.

fdmies 2 Bob: Because I do a lot of training and

multimedia work, | find it relatively

important to have stereo. Although |
Next, determine how impor- 4+ Colorvideo AGicE s it

tant the following features
are to you.
Remember to be realistic. + Expandability

very often—
yet.

4 Stereo audio

ecceccocece e e 4+ Fortabilty




Mike:

Expandability is

somewhat

important to

me, but I can

live without it. I

have a dream of

someday being

able to put all of

my SCSI devices

inside a Macintosh.

Right now [ have two

hard disk drives, an optical

drive, a DAT drive, and a CD-ROM drive

attached to my Macintosh. Every one of

these devices have at least one fan and its like

working inside a noisy wind tunnel in my

office. | used to think that expandability was

very important—I had dreams of all sorts of neat

things I could put in a five-slot Macintosh. The

reality is that unless you are doing serious multi-
media work, three slots are adequate. ['ve used two
monitors, a 21-inch gray scale and a 13-inch color, ever
since I moved to the Ilci and I'd be hard-

pressed to ever go back to one. I don’t use

the llci's internal video capabilities so video

display alone takes up two slots. Someday [ hope to migrate
from LocalTalk to Ethernet—there goes the third slot. | hon-
estly can’t think of anything I'd put in more slots.

Bob: I'm an expandability freak. And I agree, the two moni-
tor setup we both have—a large gray scale and a small
color—is to die for. Sure it takes up two NuBus slots (on my
[1fx, at least), but it’s worth it. Which means I need more
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than
three
NuBus
slots. 1
have an Ethernet card, plus a
JuickTime capture card, and a SCSI
accelerator card. That's five, and I'm
sure I'll find something to fill the sixth
slot soon.

Mike: Portability is unimportant to me.
I take my wife's SE/30if I have to have
a computer with me when |
travel, but I find that I very
much like not having a
Macintosh around when
i'm on the road. It's the same
reason that I don’t have a cellu-
lar phone.

Bob: I can’t stand to be out of touch when I travel, so I take
my entire office (or at least a good chunk of it) on the road
with me. Since my Ilfx won't fit in the luggage bin, [ take my
PowerBook 170 and stay in touch via a high-speed Global
Village internal modem and a Fujitsu hand-held cellular
phone. (I wonder it I can get a Newton on editorial loan?)
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28]
]

: the absolute maximum you want to spend.

ion, comb MacWEEK, MacUser, and Macivorld to determine
odel best meets your needs. Then talk to people about
dacintosh they bought and if they could do it over, which Macintosh

> = e
'.xWithﬁggis info

i ?&?e,;;great places to ask this question.) Combine all the informa-

%'ff; ones 8ys

E
el

n; ﬁ?ﬁ)f how Mike would go about the process as of May 1993,

when we went to press and are more out-of-date today. Long lead times are one
of the bigges‘%‘ bummers about books. In this case it’s OK; the numbers aren’t
that important, but they do serve to illustrate the point. So ignore the prices and
consider instead the thought process as Mike evaluates a new CPU,

Mike: The current state-of-the-art, top-of-the-line Macintosh computers are
those in the Quadra line, but [ know that Apple will be announcing newer,
faster, better computers—code named the Cyclone and the Tempest
month or so. This should force Quadra prices down considerably, so I've deter-
mined not to buy anything until the new models are announced and shipping.

ina

I'm going to be doing some color electronic publishing work over the next year,
so I've decided I need at least a Quadra class machine.

1 like the size and lower price of the Quadra 800 relative to the Quadra 950, but
there are some pretty significant limitations:
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e The Macintosh Quadra &00 includes

512K of video memory (VRAM) relative to
the Quadra 950's standard 1M.

The Quadra 800 has &M of memory sol-
dered on the motherboard and only 4
SIMM slots. In addition, the Quadra
800's SIMM slots are incompatible with
SIMMs for all prior Macintosh models.
Thus, I'd own a lot of RAM that | couldnt
use. The Quadra 950, on the other hand,
has no memory soldered on the mother-
board (one less thing to go wrong) and
16 (“standard”) SIMM slots. That | can
use my llci's 20M of RAM in the Quadra
950, but not in the Quadra 800, is a
vote for the 950.

The Quadra 00 has three NuBus slots
and a processor direct slot, one of which
is disabled if the processor-direct slot
(PDS) is used. The Quadra 950 has five
NuBus slots and a processor direct slot,
none of which conflict.

The Quadra 950 has four 5.25-inch half-
height drive bays, two of which are
exposed. The Quadra 800 has one 5.25-
inch half-height drive bay (for a CD-ROM
drive) and two
3.5-inch half-
height drive
bays, one of
which is
exposed.




The Quadra 950’s built-in video can ® The bare-bones Quadra 950 carries a

support up to 16-bit color or gray scale retail price of $5,609, although they
on a 21-inch monitor. The Quadra &00's are available used for about $3,600.
built-in video is limited to supporting There is no bare-bones Quadra 800;
&-bit color or gray scale on a 21-inch the lowest-priced configuration comes
monitor. with a 230M hard disk drive at a retail

price of $4,679. Unfortunately, I've not
seen many Quadra &00s for sale on
the used market. Using the MacWEEK
classifieds as a gauge, | can configure
either system as shown in table 4.3.

The Quadra 950 has both internal and
external SCSI| buses and can support
up to 14 5CSI devices. The Quadra 800
cah support only a total of seven SCSI
devices.

Table 4.3
Quadra 800 vs. Quadra 950 pricing comparison

Quadra 800 Price Quadra 950 Price
Quadra 800 8/230 $3,875 Quadra 950 8/0 $4,545
H-P C2247 (3.5-inch 1.2 GByte) $1,395 H-P C2247 (3.5-inch 1.2 GByte) $1,395
(4) 72-pin SIMMs (60ns) $608 (4) 4 MByte SIMMs (70ns) $596
Apple Extended Keyboard $150 Apple Extended Keyboard $150
Sale of 30 MByte hard drive -$300

Total $5,728 Total $6,686

The question is whether or not the Quadra 950 is worth $958 more than a comparably
configured Quadra 800. For me the answer is probably no. I'd be better off buying an
accelerated video card for my high-end color work in either configuration.
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The Bottom Line...

The final step in the process is to take your back-of-the-magazine quotes to your When you
local dealers and see how close they can come to matching the price. When you

do this make sure you're comparing apples to apples. Don't buy into a do this e
dealer’s argument that he can provide you with a cheaper sys-

tem price if you go with a different hard disk drive. Decide on Sure ’l‘e

your equipment specification and stick to it. When you start
substituting items you'll only get confused. And when you

°
comparing
get confused, you're at the mercy of the dealer. If you're the

least bit freaked out by the prospect, drag a more knowledge- apples tO

able friend along with you when you shop.
apples.

As for us...
Mike: I'm going to wait until the Cyclone comes out and see what its introduction
does to Quadra prices. Either Quadra model offers roughly two—maybe two and
a half—times the speed of my Ilci. That's simply not worth the price difference at
this time.

Bob: I'll wait and see how things shake out with the new models. If they seem to
work, I'll replace my aging [1fx with a slightly used Cyclone-class machine six or
eight months after they hit the market, or maybe I'll just tough it out with the IIfx
until the PowerPC machines arrive.
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Mondo
Customization

How a pair of guys with very different styles and tastes soup up their Macs.

Mike: For me, there'’s only
one hard and fast rule for
Macintosh customization:
any customization feature
has to add enough value to
offset any performance
degradation. The best Mac
customization you can make,
right off the bat, is upgrading
to System 7. You'll notice a
significant performance hit
(especially noticeable if you
go back to using System 6),
but the features offered by
System 7 vastly outweigh the
negatives.

I run pretty much bare-
bones—compared to Bob. My
System software partition is
well under 5M, and that’s
with a 512K RAM cache and a
756K cache for Adobe Type
Manager. I like to give my
main working programs a
good bit of breathing room
and I still have almost 7M
of memory available for
other programs that |

work with throughout the
day.
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=\ About This Macintosh 7 [E

System Software 7.1

1 Macintosh llci ) Apple Computer, Inc. 1933-1992

Total Memory : 20 420k Largest Unused Block: & 830K

{}p oateEook™PRO 1,024k L] i

© Frametiaker 5,000k |

[C system Software 4,600k (NN |

B toriconnect im zoook N

TOUCHEASE™ PRO 1,024k ] T
y

About Mike’s Mac

Bob: [ agree. System 7 is totally excellent, but
forget what Apple tells you about how much
memory you need. You will need at least 8M
to do useful work with System 7. Sure, you
can (barely) get by on a machine with 4 or 5M,
but 8 or more is better. Much better. If you're
anything like me, you'll need even more. My
System software alone takes 6,000K; I also
keep a lot of programs open.
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About Bob’s Mac

My extensions and control panels, all of which
are vital to the effective operation of my
Macintosh, suck up about 4,500K.

Bob’s control panels and extensions

System 7 uses the rest. Unlike Mike, as you'll
soon find out, I like to soup up my Macintosh
and am willing to overlook small performance
penalties if the customization adds enough soup
for my tastes.
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Mike: Do you remember when Adobe
Ilustrator was one of the first programs that
required a full megabyte of memory to run?
Macintosh software programs have gotten
rather slothful since then and most pro-
grams worth running are memory pigs.

Bob: They say you can never be too rich or too
thin. I say you can never have too much RAM or too
much hard disk drive space.

Mike: You must order a copy of Adobe’s SuperATM from one of

the mail-order dealers. It'll cost you about $100 or about $50 to

upgrade from a previous version of Adobe Type Manager (ATM).
SuperATM uses some super-whiz-bang technology called

Multiple Masters to generate a substitution font when you

open a document that contains fonts that you don’t have installed. 1t
works great—page breaks, line endings, column widths, and leading are
identical to the original font—but it's a memory pig. Also, the “color” of a
body of text may change, but it beats the hell out of Courier, Times, and
Helvetica substitutions.

Bob: CE Software's QuicKeys is at the top of my can’t-do-without list.
['ve often said that QuicKeys is, perhaps, the greatest Macintosh utility
ever invented. I still think so even though more and more software pro-
grams have built-in keyboard customization capabilities. I still use

Super bang

e,

L)

QOuality is not objective, he said. It doesn’t reside
in the material world. Quality is not subjective, he
said. It doesn't reside merely in the mind.

With SuperaTM

Quality is not objective, he said. It
doesn't reside in the material world.

Quality is not subjectiwve, he said. It
doesn't reside merely in the mind.

Without SupersT

SuperATM Example
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QuicKeys every day. Mike uses a version of
QuicKeys that is a couple of releases old,
because it does what he needs and the newer
versions tend to take a bigger performance toll
on his Macintosh. I, of course, have the latest
and greatest version as well as every single
QuicKeys extension. The new version is better
than that rickety old version Mike uses and
only requires a little more RAM. Anyway, RAM
is cheap.

I agree. QuicKeys is great. | use
FrameMaker for all of my writing and have a
QuicKeys keyset that took me quite a while to
put together. I use QuicKeys-controlled key-
board commands for everything: assigning
heading levels, inserting index entries, estab-
lishing cross-references, and inserting vari-
ables. FrameMaker made my writing much
more productive, and QuicKeys helps me work
more efficiently within FrameMaker.

[ also use QuicKeys to automatically mount
and log-in to the two file servers in my office
and to automatically launch my most used
software programs from a menu.

Bob would say I'm not a power user because I
don’t partition my hard disk drive. Power user
or not, I think QuicKeys is one of those things
that should be built into the Macintosh operat-
ing system.
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Chapter 5: Mondo Mac Customization

- 1 only partition them
because they're big. And it's not
the quantity of the launch items,
it’s the skill of the launcher. You're
just jealous. For what it's worth, I
use dozens of QuicKeys macros
each day. From dawn, when a
macro logs on to CompuServe and
scans for my E-mail to dusk when |
invoke a QuicKey shortcut to Shut
Down my Mac, 1 use QuicKeys
more than any other program |
own. It's without question the
greatest thing since sliced bread.

Both (in unison): QuicKeys is one
of those things that should be built
into the Macintosh operating sys-
tem.

QuicKeys Hierarchical menu




If you use a Macintosh, you need a screen dimmer.
There are two schools of thought in this area. The

] minimalists (like us) want a screen dimmer
that's reliable and easy on resources. The roco-
cos (you know rococo art; it all looks like it came
out of a toothpaste tube) want to watch cartoons
and don’t care how much memory it takes, how
many conflicts it creates, or how much it slows
down their computers.

Mike: Most people like After Dark by
Berkeley Systems. | don’t. I've never gotten
it to run reliably and it’s a resource pig.

I don't care about flying toasters or the bridge
of the Starship Enterprise (until I can bark,
“set a course for..." and the Macintosh will
know where I want to go and take me there).

I use ScreenkEclipse; it’s part of Claris Clear
Choice’s Power to Go, which used to be ALSoft’s
Power Utilities. All it does is dim the screens of both
of my monitors—reliably. It doesn’t interfere with
printing or high-speed file transfers, either on my
local area network, by modem, or across the Internet.
It's smart enough to let Retrospect do its backup
business while keeping the screens black. I've never
had it crap-out and not dim the screens and I've never
had to update it. Seems like After Dark has a new
update every time Apple releases a new computer.

Bob: I'm a minimalist myself. I use Darkside of the
Mac, the killer freeware screen saver by folk hero and
legend Tom Dowdy. I use the PictShow module to
float an interesting graphic around my screen.
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Bob’s screen saver

[ like the fact that DarkSide is an application, not an
extension or control panel. It never conflicts with other
extensions. Best of all, it's free.

The Sound of Arnold Barfing

Bob: You can modify your System beep sound without a
performance hit so long as you stay with short sounds.
Lots of Mac users like to add sounds for different
Macintosh events using Bruce Tomlin’s excellent share-
ware program SoundMaster, or its commercial cousin
KaBoom from Nova Development. (Puking sounds for
ejecting disks, Arnold sounds for shutdown, Monty Python
sounds for startup, and on and on.)

Mikes: I like to run lean and never have had much patience for these things. Besides, | work while I'm on the
telephone a lot and the last thing [ need is to explain to an editor what that puking sound is in the background
during our conversation.

Bob: My editors are used to it. [ love Mac sounds. I've got more than 10M, including a copy of the THX “deep
note” sound allegedly smuggled out of LucasFilms by a renegade Mac [analic employee. I've also got an incred-
ible set of Terminator 2 sounds, recorded off laserdisc, that sound unbelievable. My Mac is connected to a set
of massive subwoofer-equipped Altec-Lansing multimedia speakers, making everything that much better (and
louder). When I shut down, Arnold snarls, “Hasta la vista, baby.” When [ restart he growls,
“I'll be back.” Sounds don’t make me more productive, but they sure are fun.

short-but-sweet

Mike: On the other hand, all that barfing noise may help make a case for a deadline
extension—I can’t get it done by then. I'm sick. Don’t you hear that? My beep sound is
that of a loon and I stole it from the NeXT I had on loan for a while.
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Mike’s favorite desktop patterns

Mike: The final customization on my Macintosh is a customized back-
ground desktop pattern. [ use ResEdit to install attractive patterns and it
doesn’t seem to effect performance noticeably. Lots of folks use Thought I
Could’s WallPaper or a similar utility, but I'm fairly comfortable with
ResEdit. As you can see, I'm a deadhead.

If you've got enough memory to display a PICT graphic as a desktop back-
drop, there are all sorts of interesting graphics you can use. My favorite is
something called Cyberport. There are versions available for 13- and 19-
inch monitors.
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Cyherport desktop picture (13-inch monitor)

Bob: I like Thought I Could’s WallPaper a lot.
It doesn’t take much RAM and I like having it
randomly select a different desktop pattern
every 30 minutes.

I don’t know about Mike, but I also have a

custom startup screen I just love. It’s a photo-

graph from the PhotoCD that comes with Rick

Smolan’s gorgeous coffee-table book From

Alice to Ocean. I like it so much that I some-

‘ times use Now Software’s FunPictures to dis-
play it as my desktop. I can usually spare the
RAM.

' Bob’s favorite
desktop patierns
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My main monitorisa 21-
inch grayscale display and 1 don't
like wasting the RAM that a back-
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Needless to say, I don’t use 8
custom icons either. Since I don't
partition my hard drive, each
additional icon takes up 7K of real
estate.

Bob’s desktop/startup screen
displaying a photograph found
in From Alice fo Ocean
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Bob: You can make several other modifications with ResEdit
to make your Macintosh more habitable. Apple would have
you believe that ResEdit is a tool only for experts, but as long
as you work on a backup copy you can find out a lot about
how your software works by prowl-

ing around with ResEdit. You can Real men
change your Trash icon into some-

thing more to your liking; you can you
disable the zoom rectangles that

appear whenever you open a window; and you can change
the icons used to display files and folders on your desktop.
Real Mac users don't fear ResEdit; neither should you. If
you're unfamiliar with ResEdit, a good place to start is The
BMUG Guide to ResEdit: Zen and the Art of Resource Editing.

There are also third party software programs that you can
buy to customize your Macintosh workspace. Unfortunately,
most are implemented as extensions or control panels which
are notoriously prone to conflict with other System exten-
sions. The two most popular commercial collections are
Dubl-Click Software’s ClickChange and Now Software’s
NowFun and as these things go, they're pretty stable.
Dubl-Click’s ClickTrax sound collection—celebrity-voice-
impersonated sound clips for every occasion—is hysterical.

63




Noah, Build an Ark

Mike: Ark Technologies
WorkSpace is perhaps the ultimate
in Macintosh workspace cus-
tomization. WorkSpace puts an
overlay over the Finder. As you can
see, WorkSpace extends the
Finder's desktop metaphor to an
entire office. And a pretty spiffy
office it is. The binders along the
left wall contain application pro-
grams like word processors, graph-
ics tools, page layout programs,
spreadsheets, bookkeeping pro-
grams, and so on. The implements
on the desktop launch the software
program associated with them. You
can configure the pencil, for exam-
ple, to launch FrameMaker; the
compass can launch Aldus
FreeHand; the paintbrush can
launch Adobe Photoshop; and the
calculator can launch Microsoft
Excel. The center drawer enables
you to create a new project portfo-
lio. Projects that you are currently
working on can be stored in the
pigeon holes above the file drawers
along the right wall. Completed
projects can be archived in the flat
drawers further along the wall.

= File

Edit Project Timekeeping Windo

WorkSpace Finder overlay

The thermostat on the left wall,
between the door and the binder
shelves, can be used to set
WorkSpace’s preferences. Project
management capabilities are
offered by double-clicking on the
wall calendar in the alcove along
the right wall. WorkSpace is a very
interesting working environment
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and it's a good example of the
extendibility of the human inter-
face popularized by Apple’s
Macintosh. We don’t know anyone
who actually uses WorkSpace, but
it's a neat exercise in possibilities.



Better than WorkSpace:
NowMenus

Chapter 5: Mondo Mac Customization

Bob: That WorkSpace metaphor seems pretty lame to me.

It works for kids (such as in KidDesk from Edmark), but it

seems kind of silly for grown ups. Sorry. Give me icons and

folders and productivity-enhancers like NowMenus or
QuicKeys any time.

Mike: Geez, how do you ever find anything with all that
clutter. No, wait, don’t answer that. You've got a System
extension that does it for you, right? | agree about

NowMenus, but I get a much cleaner effect with
QuicKeys. I just slam my mouse down and to the right
and I've got a quick list of the ten or so programs that |

use most often.

I saved the best Macintosh customization though for
last. Shortly after the Macintosh was introduced in
1984, a small company in California (where else?)
would paint the outside of your Macintosh case for
you. Back then all Macs were beige. John Sculley
reportedly had his Macintosh painted up in a sort
of two-tone marble motif. There were candy-apple
red Apples. And bright green ones, and Macintoshes that
looked like suburban basement wall paneling. The best
ones I saw looked like distressed granite. They were beauti-
ful. Now all Macintoshes are neutered tones of either some-
thing called platinum or dark gray.

Bob: | remember lusting after a Mac
Plus with a gorgeous faux-malachite
paint job I saw at Macworld Expo in
San Francisco. It was sooooo classy-
looking. That was indeed the ultimate
Mac customization: great looking and
absolutely no impact on performance.
Whatever happened to that company?
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Mike: Dead, I think. Like so

many others.




Both: (Sigh.) Those were the
good old days. If you come
across someone who refinishes
Macs in faux rock or wood (and
doesn’t charge a king's ran-
som), let us know.
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You don’t have to have a sense of
humor to love the Macintosh. But
are important events;  ithelps.
pra are nonsensical diversions.
Pranks have ajfczisiis:i s don’t. Got it? There are and
s Then There are
A Prank is when Neal Cassady

walked into a bar on “the wrong
side of town” and saw a group of
thugs ready to beat the crap out of
someone. Without fully grasping
the entire situation and the poten-
tial for his own bodily harm,
Cassady is said to have walked up
to the group of thugs, took a pack
of chewing gum out of his pocket,
and asked, “Hey! Anyone want a

CHAPTER 6

piece of gum?”

A prank is when a school-kid puts a
tack on the teacher’s seal.

This chapter is about both kinds.



Chapter 6: MacPranks and Macpranks

Memorable
Neal Cassady was the The creation and initial marketing of Macintosh itself is per-
very pulse of what haps the biggest Prank ever accomplished within the comput-

er industry, maybe even within all of business. A band of
renegade hobbyists set out to build a computer that they
themselves wanted to use. What could be Prank-ier?

became known as the
Beat Generation.
He inspired

One of Apple’s most misguided Pranks was the full-page
novels by Kerouac, advertisement the company placed in the Wall Street Journal
stories by Kesey, when IBM introduced its original IBM PC. The booming title,
a major part of “Welcome IBM. Seriously.” was tinged with false bravado
and uncertainty. It's also a good example of how Pranks can
: backfire. IBM went on to set the standard for—yet not get
The Electric control of—the personal computer industry.

Tom Wolfe’s

“oql'Aid Acid Test Apple’s original commercial (“1984" directed by Ridley
and several Nick Nolte Scott), to announce the pending introduction of Macintosh
was a great Prank. Stunned Super Bowl viewers across the
country were hypnotized by the commercial. The commercial

roles in various films.

Michael Ventura in Whole Earth itself was the main topic of water-cooler conversations all
across the country the following day. “1984” was a great
Prank because no one was expecting it—and it worked. Tt
solidified the positioning of something called Macintosh as
anti-establishment, creative, and revolutionary in the minds of just about everyone. Never mind that virtually
no one knew what the hell a Macintosh was. Was it a new car? A fruit? An amusement park? No one knew then,

Review, Winter, 1988, n61, p116(3).

but they would find out soon enough.

An even better Prank would have been the “Lemmings” commercial, but Apple didn't have
the gonads to stand behind the original premise. The Lemmings commercial portrayed
corporate drones marching in lock-step up a cliff and flinging themselves off the precipice.
It was to be interpreted as something instinctual; the corporate drones just couldn’t help
themselves. The premise of the Lemmings commercial was that IBM had turned everyone
into a corporate drone/lemming and that our culture was headed for certain death. Only
Apple could save the world through creativity and liberating the knowledge worker.
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- Millions of beer-addled brains
ﬂ i across the country burped and
blinked in puzzlement as the
portrayal was unveiled during
half-time of yet another Super
Bowl. The following day, once
again, Apple’s latest commercial
was the topic of conversation
around every water cooler in the
country. I don’t know how the
corporate worker bees respond-
ed to their portrayal as mindless
vermin, but I suspect it wasn't
all that positive.

Someone at Apple had an
epiphany, slapping his forehead
with the palm of his hand as he
realized that maybe it wasn't
such a good idea to portray a
huge potential market as brain- o
| less weasel-cousins. From that |
point on, Apple’s days of
Pranking in its advertisements
were over. Computers actually
began to appear in Apple com-
mercials and the salad days of
“image” advertising were forgot- '
ten as quickly as possible. Apple
had become respectable. No
more pirate flags; no more ham-
mer throwers; and no more lem-
mings.




It may be that the lemming por-
trayal got stored in some remote
wrinkle in the collective corporate
gray matter, or
maybe corporate
drones really are
lemming-like.
Whatever the
case,
Macintosh has
never been wildly
successful in the
corporate mainstream.
Macintosh has always
appealed to individuals
and free-thinkers. Maybe
that's the best Prank of all.

And Memorable

There are lots of Macintosh pranks
(with a lower-case “p”) that you
can pull or that will someday be
pulled on you. Better to be the
puller than the pullee. Here's one
of Mike's “faves” that can even be
useful for those of you on a local
area network with a laser printer.

Mike: [ write mostly long docu-
ments and that means that my
LaserWriter is tied up for extended
periods of time. More importantly,
from a productivity standpoint, my
lowly Macintosh Ilci bogs down
terribly while pages are printing in
the background.

It's easy to get around this prob-
lem by stealing time on someone

else’s Macintosh for the print job.

Just make sure that you have
the background printing
option turned on in the
Chooser and that you

start your print job as

you ordinarily would. As
soon as the Printing... dia-
log box disappears, open the
PrintMonitor and reschedule the
print job. Any time in the future
will do. The spooled print files still
will be held in the PrintMonitor
Documents folder within your
System Folder.
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Make sure someone else on your
local area network has System 7’s file
sharing option turned on and has
published their entire hard disk drive
for access across the network. This is
the hardest part of the prank. (It was
easy for me to explain to my wife that
she had to publish her entire drive in
order for me to update software from
time to time on her machine.)

Mount the shared volume on your
desktop and copy the files in your
PrintMonitor Documents folder

into the PrintMonitor
Documents folder on the
remote computer. They'll
print from there and tie up that
computer rather than your com-
puter. If you want to get really fancy,
you even can create an alias of the
remote PrintMonitor Documents
folder and login to it immediately by
double-clicking on it.




You can easily pull
the start-up screen
prank yourself.
Just use your

) — favorite graphics

|' Ry, HIRBLEG aasw ( | quess sn.] application to save

— your “gift” in the

appropriate format.

Save it either in the
startup screen or

i Do you wish to erase the ROMs?
Warning! This operation is not
reversible!

Bob's stupid startup screen

“Why is my computer running so slowly? It can’t even keep

PICT-R format;
name the file
“I don’t know, maybe you’ve got a virus. If it doesn’t clear ERETETITE T -0 a1 |

up with my typing.”

up in a few hours let me know.” drop it into the
System Folder.
Just “happen” to be
in the area when
your victim restarts

That’s so mean. I'll have to remember it. My
favorite is an old chestnut from my Stupid

Mac Tricks collection. You old timers

s [ Ll . = ’
It’s the d;gu‘al remember Stupid Mac Tricks, don’t fhele Mac Mt doesnt
equivalent Ofthe you? Stupid Mac Tricks was my swan get any better than
whoopee cushion song—a book-disk collection (from that

. . ) another publisher) of 14 stupid
I still love it.

programs with instructions for using them. It took the Mac com-
munity by storm way back in 1990. It spawned a mini-industry:
Stupid Mac Tricks begat Son of Stupid Mac Tricks, Stupid PC
Tricks (the first and stupidest PC trick, I always thought, was
owning a PC...), and even Stupid Windows Tricks.
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Those were the good old days, when were so popular
that you could get your fix at a bookstore!

These days if it doesn’t have “Dummies” or “I HATE” in the title, the bookstores don’t want to
touch it. As a matter of fact, we were going to call this book, I HATE MICROSOFT: The
Macintosh Underground Guide for Dummies. But, their lawyers are bigger than ours.

Anyway, my favorite all-time prank is the joke StartupScreen from the original Stupid Mac
Tricks. Just drop the StartupScreen file in your victim's System Folder, and the next time
he restarts his Mac, instead of Welcome to Macintosh, they'll see something different

(and do I mean different!).

Here's another prank. Download from CompuServe, America Online,
or from one of the Macintaosh archives on the Internet; put it in the Extensions
folder (in the System Folder) on the hard drive of someone you want to prank;
reboot the Macintosh. Sniff causes the Macintosh on which its running to emit
sniffles, coughs, and throat clearings at random intervals. They'll like it a lot.
Trust us.

You can do the same thing with MacBarf. Every time your target ejects a flop-
py disk, his Macintosh will make a puking sound as it spits out the disk. Cute,
but not as covert as Sniff. A similar program called MacPuke can be found on
the nets.

Talking Moose is one of the oldest Mac pranks. After a period of inactivity, it
pops up as a cartoon moose that looks suspiciously like Bullwinkle J. Moose in
the corner of the Macintosh screen and makes a pithy comment like “get back to “'\'f*
work” or “fallen asleep already?” The commercial version of the Moose is . * S
available from Baseline Publishing and it’s a classic. 5“\*

1ff ) s

5“\ 5 “ff "“
sniff 6{\'\“




Put an alias of any System 7 sound
file in your victim’s Startup Items
folder (inside the System Folder).
Each time he turns his Macintosh
on, the sound will play as the com-
puter starts up. An especially
effective sound file is Meg Ryan’s
famous restaurant orgasm. (Bob: 1
get a lot of mileage out of that
one!) The Macintosh hardware fail-
ure “tones of death” will also shake
up a Macintosh power user.
Especially if it’s accompanied by a
customized startup screen that's a
capture of a System Error dialog
box.

Bob’s created a special picture
resource he can use with any
screen saver that can display PICT
resources. Most “fancy” screen
savers like Intermission, After
Dark, and Pyro can display PICTs.
He sneaks the picture resource
into the appropriate folder and
sets the screen saver to display the
picture. This prank goes over espe-
cially well with MS-DOS and
Windows aficionados and is said to
be extremely popular inside Apple
itself.

Dr. Macintosh’'s PICT resource
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If you know someone with a compact Macintosh—any
Macintosh with an internal screen—you can pull a really
nasty prank by removing the screen and reinstalling it
upside down. When the victim turns on his or her

Macintosh, the display will appear upside down. This is
reportedly a favorite stress-reliever for the technical sup-
port staff of one of the Macintosh hard drive vendors.

A similar hardware prank is to reverse the wiring of the

mouse connections on your victim's mouse. When he drags
the mouse to the left, the cursor will move to the right.

Apple’'s At Ease /i ) &
When he drags the mouse up, the cursor will move

down.

And for the unkindest Mac prank of all... (drum roll
please)... install Apple’s At Ease software on your vic-
tim's Macintosh. If you're mean-spirited, specify a
password. If you're really mean-spirited, enter mis-
leading hints for the password. Your victim can
always regain control of her Macintosh by booting
from another disk and removing the At Ease
files or holding
down the Shift
key at startup
to disable it




Daily Jews

Apple Drops LSD Pioneer into Party, Has Bummer

(and all other extensions and
control panels).

By Rory J. O'Connor

“They thought we were all loaded
and dangerous.”—Ken Kesey

Invite author Ken
Kesey to take the
stage at a 1960s
“groove fest”
party, and you
might well
expect the

former leader of the Merry
Pranksters to wind up mentioning
L.SD along the way.

But it apparently surprised the
producers of just such a party at
the San Jose Convention Center
Thursday night: They unceremoni-
ously threw Kesey and his friends,
including former Pranksters, off
the stage, saying the outfit paying
the tab couldn't abide its stage
being used for “promoting drugs.”

That might be expected at an
American Legion fete. But what
surprised Kesey was that this party
was produced and paid for by
Apple Computer Inc., the

Cupertino company that built a
counter-culture reputation for its
computers in the 1970s and 1980s
as strong as Kesey's Pranksters did
for their causes in the 60s.

“It came as a total surprise to us.
We were absolutely straight,”
Kesey said from his Oregon home
Sunday. “But they thought we were
all loaded and dangerous.”

Apple hired Kesey, author of One
Flew Over the Cuckoo’s Nest and
Sometimes a Great Notion to be
part of the entertainment for the
theme party, one of several the
company held for 3,500 indepen-



dent
pro-
grammers
and Apple employees
as part of its Worldwide
Developers Conference last
week.

Kesey, who was headed to

San Jose anyway to meet
with a film producer, drove to the
party from his Oregon farm in a
replica of “Further,” the bus the
Merry Pranksters drove from
Kesey’'s home in La Honda around
the country while experimenting
with LSD in the mid-60s. Kesey, the
Pranksters, and the bus trip were
immortalized in Tom Wolfe's best
selling book The Electric Kool-Aid
Acid Test.

Kesey parked the bus in the court-
vard of the convention center.
Then while a band Kesey described
as “dressed up like Paul Revere and
the Raiders, wearing lots of paisley
and day-glo” took a break, he
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began “telling his warrior stories”

Apple Boots
Kesey for

from the 60s, a local friend of
Kesey's recounted.

“l was trying to relate what was
happening with computers and
microtechnology and virtual real-
ity to what was going on in the

speech is

of
ill-planned

60s, which was to use new pro-
grams instead of the same old
programs,” Kesey said. “I said
we weren't there to join in the
‘laugh-in.' I said we were event.
going to crash this program.”
But about 20 minutes into his
monologue, Kesey suggested
to the audience that the fed-
eral government should have
dealt with the Branch
Davidian standoff in Waco,
Texas, by spraying the
compound with LSD
instead of bullets. That's
when a woman helping to
produce the show rushed onstage
and told Kesey he was through
because of the drug reference.

“Frankly, the producers weren't
even born back then,” said Kesey's
friend, who didn't want her name
used. “They didn’t have a clue what
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Eventually, an Apple spokeswoman returned the
call and acknowledged that Kesey had attended
the party at Apple’s invitation. But she declined
to discuss what happened, saying the event was

“a private party.”







CHAPTER 7

GOOD,
BAD,
AND
UGLY

(SOFTWARE)

Here's a scary exercise for you.
Think about all the Macintosh soft-
ware that you've purchased over
the years. Now, think about how
much of it you still use.

WE LONG
FOR THE
BAD OLD DAYS...

Mike: In 1986 (the same year |
bought my first Macintosh), I pur-
chased a piece of software from
Knowledge Engineering called
JustText. I don't

have even

a vague

idea of

what

JustText was or what happened to
Knowledge Engineering. | just
know (from my receipts) that |
paid $156 for it.

Bob: JustText was a primitive, but-
capable first-generation PostScript
typesetting program. How could
vou not remember it? It could do a
few cool things with type, but it
had no interface to speak of,
wasn't WYSIWYG, and wasn't in
any way interactive. It also wasn't
any fun. When the interactive

page-layout programs —
became available, Knowledge
Engineering faded away.

Mike: The worst year for
Macintosh software may well have
been 1986. Some will say that 1984
was worse because there wasn't
any software, but of all the years
that there has been software for
the Macintosh, 1986 was definitely
the worst. However, there also
were a few keepers released in
1986.

On the invoice that has JustText on
it, | see that I also bought
Solutions Inc.’s Glue for $39. Now
I remember Glue fondly; Glue was
a utility that allowed you to print a
document to a file on disk. It was a
pretty good product—as 1986
products went—and I remember
Solutions Inc.'s Tom and Mary
Evslin. (Last I heard, Tom went to
work for Microsoft.)

Bob: Yeah, | remember them too.
Weren't they nice? Tom pro-
grammed and Mary minded the
business side. Nice people. Nice
products. (They also programmed



the MCI Mail front-end Desktop
Express.) I like that in a company.

Mike: At $39, Glue was a pretty
good bargain. Seven years later it
looks like Adobe’s Acrobat and No
Hands Software’s Common
Ground will duke it out for the
number one print-to-disk utility.
Common Ground carries a $189
price tag and the price for Acrobat
is in the same ball park. [ wonder if
either will be worth almost five
times the price of the original.

Bob: Seven years from now you'll
look at the invoice for Acrobat (or
Common Ground for that matter),
with the same wistful nostalgia
you're showing for Glue today.
Acrobat and Common Ground will
both be vague memories and you'll
be using Amber or Bento, (doesn't
Apple have pleasant sounding
code names?) or OLE 5.0. Don't
vou read MacWEEK?
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Mike: I'm hoping that seven years
from now there won't be any
applications. There will just be a
totally modeless computing envi-
ronment in which to work. Yeah,
Bob, of course | read MacWEEK.
That's how I know that what you're
talking about won't be called
Amber. There's a trademark con-
flict. It’s now called OpenDoc.

Bob: Wasn't that Jean Louis
Gasseé’s license plate?

Mike: No, you goofball, that was
“OpenMac.” Anyway, in 1986,
Boston Software’s MacPublisher 11
was available for a street price of
about $160. It offered some capa-
bilities that PageMaker lacked, but
it never sold very well. I bought a
copy and used it until the next ver-
sion of PageMaker came out and
MacPublisher—as well as its prog-
enitor, Boston Software—faded
into memory.

Bob: Actually, MacPublisher hung
around until MacPublisher I11.
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But it was a “has-been” from the
start. The publisher of
MacPublisher, Russ McCann, has
thrived though. After an ill-fated
stint at Letraset, he now runs Ares
Software, best known for its fine
font utility, FontMonger.

Mike: Anyone that was trying to
use Macs in a collaborative work-
group environment in 1986 will
remember Infosphere’s MacServe.
At about $300, MacServe enabled
you to share a hard disk drive with
other users on what was then called
an AppleTalk network. MacServe
was a disk server, not a file server;
you could divide a central hard disk
drive into user partitions, but you
couldn’t share information among
them. It seemed like a good idea at
the time, especially if you had a
whopping AST-4000 hard disk drive
and integral tape backup to use
with it. A 40M disk server was pret-
ty near state-of-the-art in 1986.

SuperPaint was another product I
bought in 1986. It was a better
alternative to MacPaint than Ann
Arbor Softworks' FullPaint (which I
also bought). (Incidentally,
SuperPaint is still available through
Silicon Beach Software [another
company we loved dearly], which

was acquired by Aldus Corp. a cou-
ple of years ago.)

How about Voila!, remember that
one? [ bought a copy in 1986. It was
Target Software’s outliner in a desk
accessory and it was pretty good. At
least until Acta came out. Target
Software had some sort of licensing
problem with Deneba Software—
the company that actually created
Voilal—and has long since faded
from the Mac scene.

Bob: Do 1 remember Voila? And
Target Software? How could I for-
get! You must remember their page
layout program-to-beat-all-page-
layout-programs, Scoop. On the
other hand, Target closed not long
after shipping it so you might not
remember it. It would certainly
qualify as one of our legendary
vapor products.

Mike: Yeah, | remember Scoop. |
was trying to be polite and not
bring it up.

Bob: Here's the
story as 1 remem-
ber it. Target pub- 9*

lished programs
developed by a
little :
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company in Miami called Deneba
Software. Their big hit was
MacLightning (a spell checker now
known as Spelling Coach
Professional), but they also had
other utilities such as Voila! and
Comment. Anyway, Target wanted
a bigger piece of the pie so they
went out and bought a page layout
program and set out to knock
PageMaker and ReadySetGo! from
the top of the charts. While they
slaved to get it right, they virtually
ignored their bread-and-butter
products such as MacLightning.
The problem was that their page
layout program never worked quite
right. They named it Scoop and
dumped tons of cash into it.
Ultimately they shipped it, bugs
and all. It wasn't long before they
too disappeared.

Mike: The worst thing about Scoop
was its bugs. The second worst
thing was the interface. It was hard
to tell which there were
more of: bugs or
hierarchical

menus.

Bob: Incidentally,
although Deneba
Software had some hard
times after the Target




debacle, they took a deep breath
and made the decision to publish
their own programs from that time
forward. The gamble paid off.
They've grown into a substantial
software company and their Swiss-
army-knife-of-graphics-programs,
Canvas, is extremely popular.
Target Software, on the other hand,
is still toast.

Mike: | somehow managed to fina-
gle a copy of Turbo Pascal for the
Macintosh from Borland
International in 1986 at an 80 per-
cent discount. Borland's Turbo
Pascal carried a $99.95 retail price
and I have an invoice showing a
discount of $79.96 for a subtotal of
$19.99 plus $5 shipping for a grand
total of $24.99. It still was probably
the worst $25 I've ever spent.

In 1986, Manhattan Graphics’
ReadySetGo! v3.0 was
released. It retailed for

Chapter

$295 and [ bought a copy for $158.
This was the version that came
with a worthless magazine instead
of a manual. A lot of people swore
by ReadySetGo! back then, but |
hated it. PageMaker was so much
easier to use.

Bob: I'll never forget ReadySetGo!
It was the first real program I ever
bought. I got it on sale for about
$100 at Egghead and | remember
being soooo excited. Finally, real
live page layout software for my 1M
Mac Plus. Too bad it sucked. I had
such high hopes for it, but it's hard
to like a program that crashes,
freezes, and corrupts your docu-
ments. Not to mention the arro-
gant, unhelpful technical support
staff. Yes, I hated it too. My only
consolation was that I didn't buy
MacPublisher, which was even
worse. Ultimately I saved my nick-
els and did what I should have
done in the first place: bought a

83

-
i

:The Good, The Bad, and The Ugly (Software)




real page layout program. Although
I will admit that PageMaker 1 and 2
were no picnic, they were signifi-
cant orders of magnitude better
than either ReadySetGo! or

MacPublisher. I still use PageMaker

today.

Mike: T/Maker's WriteNow for the
Macintosh also debuted in 1986. It
retailed for $175. I paid $90 for my
copy. It was a great word processor
compared to Microsoft Word
(v1.05) which I had got when |
bought my Macintosh Plus earlier
that year. WriteNow was fast.
Really fast. But it never was able to
compete with the three heavy hit-
ters: MacWrite, Word, and later,
WordPerfect.

WriteNow is a good example of
what can happen in the Macintosh
software market in general. In
1986, it was the best Mac word
processor money could buy. Why
wasn't it able to overtake the other
products on the market? Because
the pundits always used feature
check-off charts in their reviews
and Word had more features than
WriteNow. Never mind that
WriteNow was simple enough for a
child to use and that it ran rings

around Word for real-world writing
tasks. Like lemmings, Mac users
flocked to Microsoft Word because
the pundits told them it had more
features. And MacWrite was,
well..., MacWrite was a pseudo-
standard. Everybody used Word,
but kept MacWrite around to open
the Read Me files that came with
new software.

So you see, good software doesn't
always make it in the Macintosh
market. Reflex is another example.
Imagine a powertful, full-blown
relational database for less than
$100. Reflex was it. Reflex was one
of the most elegant pieces of soft-
ware ['ve

ever seen.

It worked; it was fast; and it was
years ahead of its time in terms of
capabilities. At the time, Borland
International was desperate to get
into the Macintosh market and

it bought the moderately suc-
cessful product (see Old-

Timer Trivia Time) and

marketed it under its

own label.

I bought my copy
through another
one of Borland's
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80 percent discount offers and paid
$24.99, including shipping charges.
While Borland's Turbo Pascal was
probably the worst $25 I ever spent,
Borland's repackaged Reflex was
probably the best. Of course,
Borland soon decided to get out of
the Macintosh market and aban-
doned Reflex users were left twist-
ing in the wind. I've never bought a
Borland product since.

Bob: Old-Timer T'rivia Time:

QQ: What was Reflex called and who
was the publisher before Borland
bought it?

BZ777. Time's up.

A: 1t was called Interlace and the
publisher was Singular Software.

Mike: Hey, that reminds me. Ever
see Philippe Kahn (Borland's
President) play the sax?

Bob: Yep. He's a lot bet-

ter than you'd expect.
He even sent me a jazz
CD that he played on as
a Christmas present.

Mike: The original
version of MORE also



came out in 1986.
Once a very pow-
erful outlining
program, MORE
has evolved into a
mediocre presen-
tation program
with a powerful
outliner (that no
one ever thinks
about using). |
still use MORE
from time to time,
but now I use
Inspiration for
most of my out-
lining tasks.
MORE was originally
marketed by Living
Videotext Inc., the product’s cre-
ator. It was then sold to Symantec
and since that time, the program
pretty much has gone downhill.
Forethought introduced

MarWrite
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Chapter 7:

FileMaker Plus in 1986, one of the
few independent software success
stories. Even though it was less
powerful than Reflex, FileMaker
Plus was much easier to use for
people who didn't understand the
underlying database concepts.
FileMaker is a flat-file database,
with no relational capabilities
except that it can lookup values in
other databases. I still use
FileMaker. It is the database of
choice for me.

Bob: Me too. Forethought was the
coolest company. They gave me a
copy of FileMaker 1 for free. This
was long before I had written a
word about the Macintosh. |

bought Forethought’s learn-to-type

program (what the heck was it

called, anyway?) and it didn't work

with my Mac Plus and its newfan-
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|

MacWrite
was a pseudo-
standard.

gled HFS filing
system.

MacWiiie
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I called Forethought’'s tech support
number where a real and sympa-
thetic technician took my name. A
few days later, a new typing pro-
gram disk arrived along with a

free copy of FileMaker for any
inconvenience I may have suf-
fered. I was a fan for life. Best of
all, FileMaker was a great pro-
gram.

Forethought also developed
PowerPoint which they sold to
Microsoft for kazillions of dollars
a few years ago. It couldn’t have
happened to a nicer company. Last
| heard, Forethought founder Rob
Campbell was off sailing around
the world.

Mike: ThunderWare's
ThunderScan also hit the market in
1986. For about $225, you could
turn your ImageWriter into a scan-
ner. ThunderScan was one of the
neatest Macintosh hacks ever pro-
The best part of the product
though, was the software.
ThunderScan’s software was writ-

duced.

ten by Andy Hertzfeld, which prob-
ably explains why it was such a
neat hack.

Another Andy Hertzfeld hack,
Switcher, also made it to market in

MacProect

Switcher

MacPaint

1986. Switcher

enabled you to

divide your

Macintosh's memory

into partitions. You

could load up to four
programs into

Macintosh memory—
remember this was

1986 and four programs and
System software could fit in
IM of RAM
among them on the fly.
Switcher eventually was

—and switch

replaced by MultiFinder and its
application-switching capabilities
were built into System 7.
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"that Hertzfeld came up with a better
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*-gw1tcher and Apple created the packag- 5
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THE BAD,
THE WORSE,
AND THE WORST

Remember earlier we said that if
the Mac is like a bicycle, then soft-
ware is like its pedals? Well, if the
following software were pedals,
they would be rusty, missing the
rubber pads, have no reflectors,
and have bad bearings. Yeah, these
gems would be like pedaling a bicy-
cle using just the “shaft” of the
pedals. And do we mean shaft!

”~

-

-~

HABADEX

Habadex reminds us of computer
salesmen (and they were all men)
in the early 1980s. When you would
ask one of them what you could do
with a computer—especially when
vou had your wife with
you—the response
was invariably that
your wife could
store her recipes on
it. Habadex was
kind of like that;
you could use it to
keep your address
book on your com-
puter. The problem was that it
didn’t work very well; it was slow
when it did work, and it couldn’t
hold enough addresses to make it
worth the trouble anyway.

____ Besides, the product name sound-

ed like some sort of home for

~. wayward gerbils.
.

- There are stories we could tell you

about Haba Software and the guy
- that created the marketing

~~" mythology around it. But we

— -2 won't. It would be ugly and

o

lawsuits would surely result.
Suffice it to say that reports were
. rampant of a lot of innocent
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people pulling their hair out trying
to use Haba products, while this
guy was cruising around in a Rolls
Royce taking advance orders for the
next Haba wonder, which was...

HABAWORD

We don’t think Habaword ever
made it to market. We saw an early
development version of the prod-
uct; or rather, saw parts of it. The
program would crash whenever you
selected menu commands.
Habaword was one of those prod-
ucts that redefined the importance
of giving a good demo in the
Macintosh industry. All of the
Habaword demos were very
impressive and the product got a
lot of glowing press. To this day,
some people still think the Haba
demos were rigged.

Product demonstrations are a
weird thing. Watergate taught us to
follow the money when looking for
crooks. Macworld Expos should
have taught us to follow the wires,
but we don't think many of us have
quite gotten it yet.

Bob: | was there. Chas Haba took
me for a tour of their offices in Van



Nuys, California. Lots of people on
the phone. Big shipping depart-
ment. I never got to see Habaword,
although he promised I'd be using
it RealSoonNow.

And yes, he really did have a Rolls.

MACLION

MacLion was one of the first data-
base programs for the Macintosh.
For some reason, databases were
always problematic programs in
the early days of the Mac.
MacWrite and Microsoft Word were
usable word processors. MacPaint
was still drawing a lot of oohs and
aahs. MacDraft and MacDraw had
object-oriented graphics covered.
PageMaker and ReadySetGo! were
pretty strong layout packages.
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Microsoft's MultiPlan was a fair
spreadsheet.

However, there were no database
programs in those days. It was like
Steve Jobs' reality-distortion field
was working so well, no one even
thought about needing a database.
After all, Macintosh was designed
for creative individuals. Writing,
drawing, and layout were creative
endeavors; database jockeying
wasn’'t. Number crunching was OK,
because that was something that
computers just did naturally.
Besides, VisiCalc had made the
Apple Il successful, and MultiPlan
was a better VisiCalc (or so the the-
ory went).

Enter MacLion. It was a disaster
from the start, but it did have full-
page, four-color ads in all the trade
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For some

reason, databases
were always
problematic
programs in the
early days of the
Mac.




MacLion suffered from the same
malady as Habadex; it didn’t
work very well and when it did,
it was agonizingly slow. But
those ad dollars kept rolling in
so the reviews were fairly glow-
ing. This was, after all, a real
database. Like the Wizard of Oz
was a real wizard.

FULLWRITE
PROFESSIONAL

FullWrite Professional had the
potential to be one of the best
Macintosh software products

ever created. It was a word proces-
sor with built-in page layout capa-
bilities. If ever a word processor
could have displaced Microsoft
Word, FullWrite Professional was
it. FullWrite was elegant and pow-
erful, yet relatively easy to use. It
wasn’t as easy to use as WriteNow,
but it offered significantly more
features. These were worthwhile
features useful for real people
doing real work—not add-on hacks
to make the WriteNow look good in
the feature comparison charts.

FullWrite Professional was devel-
oped by a group of programmers at
Ann Arbor Softworks. Every work-

ing writer we knew that used a
Macintosh to craft their words anx-
iously awaited the arrival of
FullWrite Professional and watched
in sheer terror as it passed like the
omnipresent bottle of Thunderbird
on Skid Row from Ann Arbor
Softworks, its original developer to
Ashton-Tate, its publisher. As soon
as it was released, we found our-
selves in sympathy with Ann Arbor
Softworks. (We wouldn't have
wanted our names on it either.)

The first advertisement that we're
aware of for FullWrite appeared in
the January, 1987 issue of
Macworld, which was on the news-
stands and in the hands of sub-
scribers before Christmas 1986.
The most interesting part of the ad
was its copy:
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FOR

YOUR EYES
ONLY...

Subject: FullWrite™
Code Name: Ozone

For the past year, a small but
dedicated group of crack pro-
grammers at Ann Arbor
Softworks, Inc. has been hard at
work on a top secret project. Our
agent was able to snap the
attached photograph of one of
their workstations before being
discovered and subsequently
disassembled and recompiled.
As you can see, the project
appears to be a third generation
document processor and is
expected to obsolete all existing
text based products. Rumor has
it that a sneak preview will be
available at the January
Macworld Exposition in San
Francisco. All field agents are
advised to proceed with caution
to booth #911.



The ad’s copy had a definite
tongue-in-cheek attitude and the
code-name to this day almost
brings tears to our eyes. (Gas just
does that you know.)

A picture of the product’s develop-
ment team was included in the
ad—one of whom was portrayed
holding a clock. Is this starting to
sound like those “Paul is dead
because he's barefoot on the Abbey
Road album cover” conspiracy the-
ories? A 512K Macintosh keyboard
also was included in the advertise-
ment—an omen of sorts.

Then, in the April, 1987 issue of
Macworld, Ann Arbor ran the not-
so-well-received “Don’t Buy Word
v3.0" ad. The advertisement car-
ried the headline, “The word
processor you have waited years
for is finally here. Don't buy it.”
The body copy of the advertise-
ment plainly stated that the
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Microsoft product was a derivation
of an IBM product, and that
FullWrite is “the most powerful
word processor available.” The key
word here, obviously, being “avail-
able.” The advertisement went on
to state, “That’s just a sample of
what makes FullWrite Professional
a faster and easier-to-use product
than its slightly older competitor...
We'll be at your store within 60
days.” May came and went, and we
were still waiting for the product.

In July, 1987, the August issue of
Macworld hit the streets with yet
another Ann Arbor ad for FullWrite
Professional. This one also carried
a series of clocks, each one show-
ing a later time than the previous
one, and carried the body copy, “If
you can operate a Mac Plus, SE, or
Il [anyone can operate a Mac], you
can use FullWrite Professional.
Right away.” No we couldn't.
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FullWrite
Professional
was nothing less
than the word
processor we all
wanted to love.




The product still wasn't available.

FullWrite Professional was nothing
less than the word processor we all
wanted to love. We bided our time
with Microsoft Word, impatiently
awaiting the day we could smash it
against the wall—again like the
bottle of Thunderbird. Spent and
broken, it would shatter on impact
just like it did when we tried to do
anything fancy with early versions:
like save a file in MacWrite format.
We planned for that day—Mike
went so far as to set aside his mas-
ter Word disks for use as defrosting
implements in his Volkswagen
microbus the next winter. Another
writer/visual artist we know was
going to put the disks in the food
processor and create objects d'art
with the resulting semi-solid mias-
ma. We all looked forward to the
day we could replace the word
processor we loved to hate with the
one we wanted to love.

FullWrite Professional’s release
delays became Keystone Cop-ish
and would have been hilarious if
they had not been so painful. There
were tales of hijacked manuals. The
FBI was allegedly called in. Ann
Arbor Softworks’ C.E.O., Phil

Lipetz, turned the embarrassment
of being publicly tarred-and-feath-
ered in MACazine into a publicity
opportunity.

o FULLW,
P.RO‘EKS joﬁ!‘rf

Phil Turns '
Lemons into Lemonade
(MACazine, February,
1988)

The copy accompanying the photo
read:

“Phil Lipetz, head honcho at Ann
Arbor Softworks, appears here
tarred and feathered after losing a
bet to MACazine’s editor, Bob
LeVitus. Lipetz bet LeVitus that the
long-awaited FullWrite Professional
would ship at the same time as the
November issue of MACazine.

g2

DATELINE: MACazine readers
know that Phil bluffed us with an
offer to send a picture of himself
tarred and feathered if FullWrite
didn’t ship. Phil lost.

For those of you
attending the Mac
8 Expo in San

-¥ Francisco, Phil has
' graciously agreed to
I autograph this exclu-
' sive picture for
MACazine readers—
 you'll find him in the
Ann Arbor Softworks
booth.”

Ann Arbor Softworks advertised
FullWrite Professional for more
than a year and they never shipped
the product. They bailed out by
selling FullWrite to Ashton-Tate.

Then a funny thing happened. The
object of our collective desire was
released and it didn’t live up to our
expectations. [t was unbearably
slow. (It always was slow even dur-
ing beta testing, but the beta
testers—including us—chalked it
up to “debugging code.”) It



wouldn’t print properly. It was a
pig for memory on every then cur-
rent standard hardware configura-
tion. It was like the fat woman too
vain to buy clothes that fit and
instead insisted on wearing dresses
three sizes too small. (A zipper
under so much strain gives new
meaning to the word stress.)
FullWrite was like that. You got
tense just thinking about it; your
teeth clenched uncontrollably; and
your jaw started to make little
clicking noises and you began to
speak in brief, monosyllabic
bursts.

Discouraged, but once again under
control, we went back to using the
Microsoft beast. (At least we had
learned its quirks and like a pair of
worn out, scuffed up shoes it was
at least comfortable.)

Chapter

Five years into Macintosh and we
still didn’t have a word processor
worthy of use by a working writer.
Why? What could possibly be so
hard? For once we started to
believe the crap spouted by the
public relations flacks about pre-
announcement killing existing
product sales. Only it worked in
reverse: the pre-announcement of
FullWrite Professional and
WordPerfect perhaps served to
scare off other contenders.

Mike: Ashton-Tate, after acquiring
FullWrite Professional, promised to
fulfill all of the agreements origi-
nally made by the word processor’s
developer, Ann Arbor Softworks. |
was one of the beta testers for that
product and never did receive a
release version of the Ashton-Tate-
labeled product. Could it be that
they were upset because | had to

93

s The Good, The Bad, and The Ugly (Software)




submit the beta report using
Microsoft Word?

Bob: A lot of people got rich on
that deal. The members of the Ann
Arbor Softworks team were decked
out in Armani suits and Rolex
walches the next time | saw
them....

Mike: Latest word is that FullWrite
Professional may be revived.
Apparently it’s been sold to a small
startup developer who promises to
upgrade it for System 7 compatibil-
ity.

Bob: If at first you don't succeed,
sell the software to yet another
publisher....

MICROSOFT WORD
V3.0

Ever heard of the axiom “the bigger
they come, the harder they fall”?
When Microsoft released Word
v3.0, we both thought Microsoft
was headed for a serious fall and
would lose substantial market
share in the Macintosh word pro-
cessing market. Silly us. It's now
evident that nothing can knock
Microsoft Word out of its best sell-
ing slot. It was obvious then too,

we just didn't realize it.

Microsoft Word v3.0 was probably
the most bug-ridden Macintosh
software program every released.
The program generated random
System errors if you so much as
breathed on it, and printing errors
occurred just about everytime you
tried to print anything. The
MacWrite-format Save option was
completely broken. Shortly after its
release, Word v3.0 was blamed for
everything from assorted crashes to
hard disk drive corruption. These
accusations were later born out,
but Microsoft did virtually nothing
other than stand by with its corpo-
rate hands in its pin-striped pock-
ets. InfoWorld went so far as to
establish a “complaint hotline” as a
clearinghouse of problems experi-
enced by Word v3.0 users.

Word v3.0, like its predecessors—
versions 1.0 and 1.05—was not a
WYSIWYG word processor. Some
people like this—
we didn’t then
and we don’t
now. If you

want a non-
WYSIWYG

word
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processor, use UNIX or DOS. The
Macintosh interface and metaphor
begs for a screen representation of
what will be printed, without
resorting to a page preview mode.
Headers, footers, and footnotes
were not displayed on the screen in
Word v3.0, but had to be viewed in
their respective windows.

Taking a drastic step forward (for
Microsoft), Word v3.0 supported
multiple columns—sort of. You
could view the multiple columns
on the screen, but you couldn’t edit
them. The columnar paragraphs
were created one following the
other and were preview-able only.
The product still couldn’t perform
automatic pag-

ination and

the manual

pagination

supported by

Word v3.0 was

painfully slow.

If you used
WordStar




pre-Macintosh days, you knew
about “dot-commands.” Microsoft
Word v3.0, in a drastic step back-
ward (even for Microsoft), required
the use of these “dot-commands”
for its indexing and table-of-con-
tents generation features. To issue
one of these commands, you
entered a period followed by the
letter for the command—all from
the keyboard. Microsoft even
shipped cute little stickers for your
keyboard keys. Doug Clapp at the
time loved Microsoft Word v3.0
and called it “WordStar for the
'80s.” We agreed with his assess-
ment and considered it a slam
rather than a compliment.
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Who the heck was Doug
Clapp anyway?

Bob: Doug Clapp was, in the
early days of the Mac, the
best-known and most popu-
lar of the MacPundits.
Macintosh enthusiasts, who
could care less what John
Dvorak had to say, hung on
Clapp’s every word. Then,
one day, he had a falling out
with MacUser and his column
was discontinued. The mass-
es mourned. Then, MACazine
offered him a column. The
masses cheered. MACazine
folded. The masses
mourned again.
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Ultimately, Doug found (as
have Michael and I) that the
writing game, while it can
make you famous, doesn’t
make you rich. You need to
develop software if you want
to be rich. So Doug devel-
oped some software. His first
efiort, Doug Clapp’s Word
Tools, was for a long time,
the classic piece of vapor-
ware—announced and
advertised with great fanfare
for at least a year before it
shipped. When it finally did
ship, it didn’t work. When it
finally did work (well, it
never worked well, but it did
work better), his publisher
folded.

Doug didn’t despair. He went
back to the drawing board
and came up with Comic
Strip Factory, a clever pro-
gram that included tons of

exceptionally cool cartoon
art (mostly drawn by Trici
Venola) that you could
assemble into comic books
of your own. (I loved the Nerd
character!) Comic Strip
Factory was a modest suc-
cess and eventually begata
single-page advertising lay-
out program called Creator,
which he sold to MultiAd
Services for a kazillion dol-
lars. Since then he’s retired
and unretired and is cur-
rently a principal in
VideoLabs, which makes
those cute little itty-bitty
video cameras used for tele-
conferencing and videomail
on personal computers. He’s
working on his second kazil-
lon now and I expect he’ll
retire again soon.
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Nobody but Microsoft could get
away with such a shoddy software
release. But then, that’s pretty
much Microsoft’s pattern—ship a
product to beat everyone else to
market and worry about fixing it
later. Microsoft must have heard
the thundering footsteps of Ann
Arbor Softworks’ FullWrite
Professional and simply released a
half-baked, untested product to
position itself in the market sooner
than FullWrite. Microsoft needn't
have bothered.

Apple’s Paul Norris summed it

up pretty well in March of 1987:
“It has been a real peculiarity of
Macintosh that the computer that
is best for desktop publishing has
had a weakness in the word-

"

processing area...” (from “The

”

Competitive View,
March, 1987).

Outside Apple,

Bob: Credit where credit is due. |
use Word and I like it. A lot. Word
5.1 is the best word processor I've
used so far and I've tried them all.



DBASE MAC

In mid-December 1986, Apple and
Ashton-Tate executives met to dis-
cuss Apple’s Silver Surfer project.
Silver Surfer was the code-name of
a highly touted database developed
by Laurent Ribardiere that was
eventually released as 4th
Dimension by ACI in France and
ACIUS in the U. S. At the time,
Silver Surfer was a project under
final development at Apple. As you
can imagine, the Ashton-Tate peo-
ple weren't overjoyed about the
potential of dBase Mac competing
head-to-head with an Apple-
labeled database product.

In 1986, pretty good Macintosh

software existed for writing, draw-

ing, spreadsheet, and desktop pub-
- lishing tasks. The

lack of a decent
Macintosh
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database was as embarrassing as a
gaping hole in the seat of Apple’s
corporate trousers, and Apple had
decided to market its own data-
base, Silver Surfer. In 1985, when
Steve Jobs first saw Silver Surfer in
France, the Macintosh wasn’t sell-
ing well and Apple decided that it
couldn’t wait for one of the big
Macintosh developers like
Microsoft or Ashton-Tate to devel-
op a Macintosh database.

According to Guy Kawasaki, one of
Apple’s software evangelists at the
time, Bill Campbell (then Apple’s
executive vice president for sales
and marketing) promised Ashton-
Tate $500,000 in co-marketing
money to finish dBase Mac. In
exchange, Ashton-Tate promised to
finish dBase Mac by September,
1986.

At the December, 1986 meeting
with Apple, Ashton-Tate executives
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noted that although dBase Mac
hadn’'t shipped, it was in beta test
and the testers were pleased with
the product, but concerned about
how slow it ran. In the meeting, the
Ashton-Tate executives demanded
that Apple give Silver Surfer to
Ashton-Tate so that the two prod-
ucts, Silver Surfer and dBase Mac,
could be combined. Remember,
Ashton-Tate was a DOS company
so this sort of logic made a sort of
perverted sense—at least to them.
Ashton-Tate never got Silver Surfer,
but in February, 1987 John Sculley
told Ed Esber, head of Ashton-Tate
that Apple would not compete with
Ashton-Tate by publishing Silver
Surfer.

Ashton-Tate's dBase Mac finally
shipped in September, 1987—more
than a year late—and Ashton Tate
had the audacity to demand the
$500,000 co-marketing money from
Apple. The program stank and was
slow to boot. It didn’t last long.

We've already told you about two
of Ashton-Tate's Mac products, but
what about the third and final
member of the unholy trilogy? Full
Impact happened to be a pretty
good spreadsheet and it was easily

Ashton-Tate’s best Mac product. If
it had been published by someone
else (almost anyone except Lotus
would do) it may have had a
chance. But it was from Ashton-
Tate, and that was the kiss of death
among Mac users in-the-know. It
never sold worth a damn.

So Ashton-Tate batted 0-for-3 in
the Mac market and disappeared
from the face of the earth without
ever having a hit Mac program.
There's only one company that’s
done worse in Mac software and
that’s Lotus...

LOTUS JAZZ

Lotus Jazz was going to be the soft-
ware program that would compel
people to buy a Macintosh. In 1985,
Macintosh sales were dismal, and
Apple was getting desperate. Apple
was betting heavily on a new tech-
nology called Macintosh Office.
Unfortunately, Macintosh Office
consisted of little more than a
LaserWriter shared in small work-
groups using AppleTalk (read as
long printer cables). Worse, Apple
was depending on Lotus
Development Corporation to have

98

a hit with its first Macintosh soft-
ware product, Jazz. Jazz was an
integrated software program that
combined word processing, data-
base, charting, and sprcadsheet
capabilities in a single package.
Apple wanted to build the idea of
workgroup collaboration around
Jazz and Macintosh Office. Problem
was, there were no network-aware
software programs that you could
use on the Macintosh Office—there
wasn't even an electronic mail pro-
gram—and Jazz was late in coming.
When finally released, Jazz was
seriously plagued by performance
problems. The program was slow
and the information capacity of its
component modules was sadly
lacking. It was also copy protected.

Jazz shipped in a package that
looked more like a kinky marital
aid than a software program; it was
black vinyl and had raised bumps
all over it. There was to be a
Modern Jazz, but thankfully, the
product was killed.

There used to be a joke that Jazz
was the first software product ever

to ship gold and return platinum—
even the bootleg copies got

returned.
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HOW TOGET FREE SOFTIA

CHAPTER 8

There are 4 Ways we know to gef free sumvare—Nune of them is

el

METHOD 1= ooviousandvery vy sresume

The most obvious-way to get
free software is\to,steal it. Think
about this optionfor a minute
though. Sure, you can do it easi-
ly enough and you’ll probably
never get caught. But there’s not
much creativity involved in
stealing software.

If you listen to the software
vendors, they’ll tell you that
piracy is killing their business.
If youilisten to.the pirates,
they’ll tell you that they aren't
hurting sales because they don’t
actually use anything they
pirate—nor would they buy it.
Our experience is that the latter
is basically true. Pirates collect
and trade software like kids
collect and trade baseball cards.

In‘some parts of the Wdﬂd,— soft-

~ware piracy has also-become Big

Business. It’s as easy to buy a

: bootleg copy of a program as it

is to buy a legitimate one. But
that'’s not the kind of software
piracy we're talking about here.

Software distribution is very

much a double-bind situation.
If I gave you a copy of
FrameMaker—the program I
used to write my-part-of this
book—you'would have a copy
indistinguishable'from my origi-
nal; my original itself is identi-
cal to the master Frame
Technology Corporation used to
duplicate and distribute its soft-
ware. You'd be happy because
you'd have new software to
explore. I'd be happy because I'd
be helping a friend. Frame
Technology would be unhappy
because they'd think that
they've lost.a salesIn fact,

Frame Technology wouldn't
have lost anything. If you really
needed FrameMaker you would
buy it. From that point of view,
Frame Technology may,-in reali-
ty, gain a sale. Frame




Technology happens to be a
relatively enlightened software
vender; they'll send you a free
demo copy of FrameMaker if
you.ask them. Of course,
Frame's not all that enlight-
ened, They have a read-only
version of FrameMaker—called
FrameViewer—that they mar-
ket as a separate product
instead of distributing it freely.

Some of you may be thinking

“why would a'pirate buy it
when he’s already got it for
free?” As'my editor so elegantly
pointed out, it's not for the
manuals. Conventional book
publishers (but not Hayden, of
course) pump out “manual
rehash” books by the ton and
many of them are better-than
the documentation that comes
with the software. Beyond the

copy of a program.

First and foremost, having
bootleg software.on your hard
disk isiillegal and the penalties
are steep. That bootleg copy of
FrameMaker could, theoretical-
ly, cost you as much as
$100,000. Although it’s highly
unlikely the SPA (Software
Publishing Association) will
storm yourhouse with a
search.warrant, is it worth the
risk? A disgruntled employee or
relative could turn you in and
thenwhat would you do?

Anotherreason is upgrades,
bugfixes, and updates.
Legitimate owners get 'em,
bootleggers don'’t.

Finally, there’s technical sup-
port. Again, bootleggers aren’t
entitled to it.

documentation issue, there-are Unenlightened software

several compelling reasons'why
it's not good to own a bootleg

companies are frightened by
this simple fact: The nature of
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digital information. is that
copies are identical to'the mas-
ter—so they do all sorts of
things to try to subwvert it: They
hire lawyers to ereate.arcane
licensing agreements-thatare
much more restrictive than
they need to be. They serialize
the distribution media on
which their programs exist,
adding an unnecessary layer of
complexity and frustration for
users. Some even use a method
of hardware protection. These

attempts to protect virtual
assets (often referred to as
“intellectual property”) are
unintelligent as well as unen-
lightened.




Pay-Per-Use: Wave of the f

The wave of the future is a
per-use price structure
for software. We think it’s
a stupid idea, but we
reserve the right to
change our minds when it
becomes a reality.
Rudimentary forms of
this new pricing structure
do exist, and we still
think it’s a stupid idea.
Here’s an example: No
Hands Software’s Common
Ground is an excellent
print-to-disk utility. It
allows you to create a
document from any soft-
ware program that can be
opened by anyone to
whom you give the docu-
ment. The recipient
doesn’t need to have the
software program that
created the document;
nor does he/she need the
fonts used to create the
document. Common
Ground works

he

the way all software
should, which is to say it
works transparently. By
the time you read this,
there will be a Windows
version of Common
Ground. So, not only does
your recipient not need
the program that you
used to create the docu-
ment, nor the fonts con-
tained in the document;
she doesn’t even need a
Macintosh.

When you buy Common
Ground and open the
shrink-wrapped package,
you agree to abide by a
licensing agreement that
prevents you from dis-
tributing the documents
you create with the
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cheme from

program to more than 100
people. If you want to dis-
tribute documents to
more than 100 people, you
either have to buy anoth-
er copy of Common
Ground (that lets you dis-
tribute your documents to
100 more people) or you
must negotiate another
licensing agreement with
No Hands Software. It’s a
per-use price structure
and it’s stupid. No Hands
Software’s policy is the
equivalent of Frame
Technology, Quark, or
Aldus requiring you to
pay a royalty for every
document that you create
using their software.
(Quark will probably see
that as a darn good idea.)



It's
usu-
ally a
better idea
to get evaluation
copies whenever you
can, than to get
review copies.

Software evaluation
is sort of like working
for yourself; when you
review software, you're
working for someone else.
The former involves almost
no work and can usually be
approached as
playful explo-
ration; the lat-

ter requires
more hard work
than you think.

Before you ask a ven-
dor for an evaluation
copy of its software

product, you need a strate-
gy; you can’t just call them
and ask for a copy. Well, you
probably can, but you won't
get any free software.

First, determine a plausible
reason why you need to
evaluate the software. If
you're an MIS director for a
large company, it's obvious.
If you're associated with a
college or university (other
than being a student), you
probably need to evaluate
products from time to time
for your classes or labs. If
you're associated with a
user group—especially one
that's large or well-known—
the task is relatively easy;
you want to evaluate the
software for presentation at
a meeting. (Get permission
from a user group officer
before you call.)

If you're a small business
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Here’s how to get free software with panache. It’s legal. It benefits
everyone involved and you’ll sleep better at night. Remember
though, that there’s no such thing as a free lunch.

person, student, or individ-
ual, this task is much more
difficult and requires some
creativity. Use your imagi-
nation. One strategy that’s
worked for Mike is to call
the company and explain
that you're a small business
person and just can't afford
the latest version of their
whizz-bang product. Ask if
they'd consider sending an
evaluation copy in return
for a fair, unbiased, and
confidential product assess-
ment. Product assessments
are a lot easier to do than
reviews and if you're a tar-
get user for the company’s
soft-
ware,
your
opinion
means
a great
deal to
them if




they're thinking at all. Since the
evaluation is confidential, the ven-
dor doesn’t worry about you saying
that its software program meets
every criterion for every computer
virus known to Mac. Besides, smart
software companies realize that
they make most of their money by
selling updates to existing cus-
tomers. Explain this to the vendor,
tactfully, if you must.

In any case, your reason for
requesting an evaluation copy of
any software should be totally and
completely honest. Don't lie to any-
one, ever. You will get caught.

After you've determined why the
vendor should give you an evalua-
tion copy, you need to figure out
who, exactly, you have to talk to get
the evaluation copy. This is the
hardest part, especially with medi-
um-sized companies. Start by ask-
ing to speak with the director of
public relations. It will make a small
company feel good because they
probably won't have an individual
in charge of public relations, let
alone a director. Medium-sized
companies will feel good because
while they may have a public rela-

tions person, they probably won't
have an entire department. In the
case of big companies, your call will
get shunted to the depths of voice
mail hell and you'll be lucky to get
out alive.

If you find yourself wandering
around in a voice-mail wilderness
or if the company you're dealing
with doesn’t have a public relations
person, call back and ask to speak
with the product manager. Make
sure you say product manager, not
project manager. Project managers
manage software before it becomes
a product. The project manager for
the product you're interested in has
probably gone on to other projects.
Chances are your call will get shunt-
ed to a voice mail system again, but
don’t hang up—this is very impor-
tant. Nobody records their voice
mail message as “this is the whizz-
bang product manager.” Most
everyone uses something like, “This
is Peter Piper. I'm away from my
desk right now....” The important
thing is to get the name of the per-
son. Then, when you call back, you
can ask for that specific person.

In the case of forward-thinking soft-
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ware vendors, it may be worth your
while to see if the person you need
to contact uses electronic mail. If
she has an E-mail address, use it to
request your evaluation copy. When
you make a telephone call, you
interrupt the person you're calling.
The recipient of your E-mail, how-
ever, can read and respond whenev-
er it's most convenient. It's also
much more time efficient. Most
people can read and respond to an
E-mail message quicker than they
can handle a call or a round or two
of telephone tag.

When you get an evaluation copy of
a piece of software, you can use that
to leverage your position to get
evaluation copies of competing
software programs. You'd be a fool
if you didn’t evaluate all of your
options—so don’t hesitate to let the
vendors know it.

If the vendor agrees to send you a
copy of its software for evaluation,
be sure to follow through on your
commitment. If you promised to
submit a confidential evaluation,
make sure you do it in a timely fash-
ion. There's no need for evaluations
to exceed a page or two in length.



Most of the t1rne it is better to Ieave software reviews to

T AR »_ ., BT e
- trained professmnals Doing a software review is a

much more complex process than doing an evaluation

of the same piece of software.

Mike used to review many software products for

computer magazines, and Bob still does. Mike doesn't

do them anymore because they're too much work
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and he says, “You can’t win. No matter what you
write, you're going to piss someone off. If you
write a glowing review of the software, everyone
thinks you're getting spiffs from the vendor.”
And it's true. You got a “free” copy of the soft-
ware and you got paid to do the review. If you
write a negative software review, the vendor
gets angry and may even try to get you fired.
You'd be surprised how many product ven-
dors don’t understand the concept of free-
lancing.

Software reviews are a wretched
bit of work. No software is perfect and the
vendors all act horrified when you point
out that big zit on their child’s nose. If you
write enough non-glowing reviews, ven-
dors will eventually press to have you not
review their products. Software review writ-
ers (and their editors) work hard and for
the most part, they're honest. However,
there are some glaring exceptions.
How in the world, for instance, did

MacUser justify keeping Guy
Kawasaki as a columnist while he
\E‘ was a paid shill for some of the
products advertised in the same
pages? | guess MacUser didn’t
have to justify it; Kawasaki
now writes for Macworld. 1 like Guy; he’s
a marketing genius and a good writer.
Besides that, he’s a nice person. But you
can’'t be a journalist and hawk products
vou're supposed to be writing about.
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I know
you're expecting me to jump in with a
candid comment right about now,
but there's no way. I like writing for
MacUser. 1 like Guy. I can’t win and
it’'s a moot point anyway—Guy is
no longer at MacUser. His
columns in Macworld are
accompanied by the following
disclaimer:

“Guy Kawasaki’s views are his
own and only sporadically
represent those of Macworld.
His latest book is The
Computer Curmudgeon
(Hayden Books, 1992). He has
investments in After Hours
Software, Objective Software,
Global Village Communication,
Bookmaker Corporation, and
others.”

By the way, Mike, Guy
never wrote a product
review for MacUser. |
hope that with the dis-
claimer, this mass hys-
teria and Guy-
bashing stops. |
like (most of) his columns.
He doesn’t write about
products he has investments
in and he doesn't even write
about the product categories



in which he has invested. I don't
see what the problem is; give the
Guy a break. He's a humorist, and
usually a funny one, which is the
best kind.

Mike : When [ was an

independent video producer, we
used to have a saying: “It doesn’t
have to be real, it just has to look
like it's real.” Appearances were
everything in video production and
appearances are everything in trade
publishing. The appearance was
that Guy had a conflict of interest.
The reality of the conflict of inter-
est isn’t relevant.

B Ob : I still don't see the

conflict. Regardless of who's right,
he's still usually a good read. I'd
say 6 out of 10 Kawasaki columns
are funny enough to be worth read-
ing. Even if the other 4 columns
stink (and they do), he's batting a
respectable .600. John Dvorak,
MacUser's (and several other com-
puter magazines) grand old man, is
barely batting .200 this year. Even
former MacUser editor-in-chief Jon

Zilber, who's not really a humor
columnist, hit .400 in his last com-
plete season. (If you're keeping
score, that makes Zilber somewhat
funnier than Dvorak, but not as
funny as Kawasaki.) The only
columnist out-slugging Guy this
season writes for a (boo! hiss!) PC
magazine. Yes, that's right, Penn
Jilette's column on the inside-back-
cover of the otherwise uninterest-
ing PC Computing, is the funniest
column in computing today. He's
batting an amazing .800 this season
and it looks like there’s no stopping
him. Next time you see PC
Computing on the newsstand, pick
it up and check it out.

So, if you want to get review copies
of software, you have to write
reviews. No matter what you write,
you're going to take heat from
someone. If you write really excel-
lent reviews, you're probably going
to be taking heat from a lot of
somecones. You've been warned.

Begin your quest for a free review
copy of the software you want by
choosing the publication in which
you want your review published.
Contact the reviews editor for that
publication and pitch the review
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idea. Unless you know the editor,
or even more importantly, unless
she knows you and your work,
you'll have to pitch yourself as well,
The editor will want to know why
you're the best person to write this
particular review. If you're a veteri-
narian, don't tell the editor that
you're the best person to write a
review of the latest CAD software
unless you also design three-story
dog houses as a sideline. Think this
through before you make your call.

The telephone maze within most
publications works much the same
as that of the software vendors,
except that the editors are even
busier than product managers and
public relations people. Don't
waste their time. If you do manage
to get one on the phone, make your
pitch short and to the point.
Chances are you'll never get the
appropriate party on the phone
anyway, so this may be a good time
to consider
sending a let-
ter via snail or
li-mail. Use E-
mail whenever
you can with
editors for the
same reason




you would with a busy product
manager. E-mail lets the editor
mull over your pitch when it is the
most convenient.

When you have been assigned the
review, then and only then, contact
the software vendor and request a
review copy of the software. It’s
much easier to navigate the ven-
dor’s corporate maze and your edi-
tor will probably have a contact
name and telephone number for
you. Most major publications can
obtain the software for you. This is
the best option because it removes
yvou from dealing with a marketing
person within the vendor’s organi-
zation. Whatever you do, don't tell
a vendor that you've been assigned
a review when you haven't.

As you can see, getting the software
is relatively easy. The hard part is
writing the review and meeting the
editor’s deadline. If you still think
this is a good way to get free soft-
ware, go outside and look up in the
sky: that big bright disk is the sun.
You're not getting out enough.
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The Final Fontier: Beta Testing

The final way to get free software is
to provide beta testing services to a
software vendor. All software prod-
ucts have several stages of develop-
ment. The alpha phase is commonly
described as that stage when the
software exists in anything other
than a prototype form, but it’s not
even good enough yet to show your
mother. Sometimes this software is
released as version 1.0. This is usual-
ly well after the software product has
been announced. The beta phase is
when most of the serious bugs have
been found and eliminated and the
software is almost good enough to
take home and show your mother.
Sometimes, software at this stage of
development is released as version 1.1.

During the beta phase, the software
vendor distributes a limited number
of copies of the software to real peo-
ple trying to do real work in the real
world. These unfortunates are called
beta testers. If you like living on the
edge—with the data on your hard
drive in constant jeopardy—you're a
great candidate for beta testing.

How you can become a beta tester
varies from vendor to vendor, but the
general procedure is the same.

Contact the project manager for the
product you want to test. Remember
the differentiation between a project
manager and a product manager:
project managers manage software

before it becomes a product. You
have to demonstrate that you can
provide value to the software vendor
as a tester of its products. Do this by
mentioning that you have a non-
standard hardware configuration or
expertise in the software’s target
market segment.

Beta testing is harder than writing
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software reviews and it’s even less
rewarding. In exchange for months of
testing, you're rewarded with a free
copy of the software and, occasional-
ly, a T-shirt. Count on beta software
causing serious problems for your
computer system. It's rare that beta
software doesn’'t cause spectacular
system crashes, often accompanied
by a loss of data. Beta testers back up
frequently. And then they back up
again.

Beta testers also benefit by feeling
that they've contributed to the prod-
uct’'s development process.
Enlightened software companies pay
attention to beta testers' reports and
implement the changes they recom-
mend. Unenlightened software com-
panies don’t. So if you have your
choice, test for the good ones.

If you think that beta testing is a
great way to get free software, you're
a technology addict and probably a
pusher. You
need help.
You might
get itin our
next book.




Macintosh as an
Information Appliance

The Macintosh is NOT a toaster.
Macintosh was designed to be an g
information appliance. That con-

cept took a back seat when Apple

decided it was more lucrative to Theodore Roszak is absolutely correct:
chase corporate skirts. What Apple
lost sight of is that regardless of
the size of the organization, it is
individuals that use information.

“Information, even when it moves at the speed of light, is no
more than it has ever been: little bundles of fact, sometimes
useful, sometimes trivial, and never the substance of thought.”

Contrary to popular belief, The time has come to draw distinctive lines, in bright (preferably florescent)
corporations don’t work with infor-  c¢olors, between the concepts of

mation—individuals work with
information.

Information to a Macintosh, like lnformatlon)

any other computer, is meaning- :
less. All a Macintosh understands a

is whether a bit is on or off. That's ldeas’

all. It takes human intelligence to

work with information. Humans thought,
use their intelligence to convert - '
huge amounts of information into .

useful knowledge. Hence the origi- and

nal market for Macintesh:

knowledge workers. Information is knowledge.

nothing without intelligence.
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Mike: My background is in
psychology. But not the kind
of psychology with which
most of us are familiar. |
never ran a rat through a
maze in my life, and the
closest | ever got to even
“soft science” was experi-
mental exercises in a
sensory deprivation tank.
We're talking humanistic
psychology here. You know,
having a good time under
the guise of self-discovery
and quest for enlightenment
which sometimes crossed
the line of narcissism. The
kind of stuff many good,
god-fearing rural Georgians
and college administrators
sometimes had a hard time
with.

If | left that experience with
anything it was the ability fo
think.

Information has very little to
do with thought. | use to
think that information was
the raw materials we used
to think with. | was wrong.
We use ideas to think with,
not information. Information
in the Macintosh community
is readily available and
easily accessible. Ideas, on
the other hand, are getting
fewer and further between.

- The first time you saw MacPaint or MacWrite you
- didn’t need to scour documentation to understand
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Alan Kay's Vivarium project is a wonderful idea. So was Bill Atkinson’s

| original idea for HyperCard (a software construction kit for individuals).

The first few Macintosh models were much more of an idea, or set of
ideas, than they were a product. Of course that changed, and now
Macintosh is little more than a commoditized product.

Remember when Apple was first marketing Macintosh as a “tool for
knowledge workers” and an “appliance?”

Remember when Steve Jobs—while he was still at Apple, before the
palace coup—was speaking of a shift in our perception of the computer
as a servant to the computer as a guide, as an agent? Those are idea-
based thoughts, rather than product-based thoughts.

As the 1980s progressed, Macintosh grew up. Kind of. Apple changed its
marketing strategy from the top down so to speak, getting rid of most
“idea” people and replacing them with “product” people. This manifest-
ed itself in everything from Steve Jobs’ departure to the termination of
Chiat/Day as Apple’s advertising agency of record.

Idea, thought, and knowledge .

process-based. Information is product-based. Even Apple’s slogans have
exemplified this shift: “The journey is the reward” gave way to “The pow-
er to be your best.” A zen koan approach was displaced by something
that sounded like an Army commercial.

Apple’s later Macintosh products were the fruits of the same ideas.
Very little knowledge, with the notable exception of
Apple’s Human Interface Guidelines, was involved.

how to use them. MacPaint and MacWrite were
excellent ideas (translated into excellent products)
because they were intuitive to use and worked the
way you expected.

il )




Contrast this with the first time you
saw, say, 4th Dimension. The first time
Mike saw this database program, he
had been assigned to write a
product review of it for one of
the trade publications.
The thought of a
Macintosh program
that required more
than 1,000 pages
of documenta-
tion took his
breath away;
he doubted
the idea-
value of soft-
ware that
required
that much
in the way
of user’s
manuals.
The very
idea of a
product
requiring
huge
amounts of
documenta-
tion is anti-
thetical to the
basic nature of
Macintosh.

FrameMaker—one of Mike's favorite Macintosh programs
for the past few years—is no exception to the rule. The

program is so complex that he had to write a book
about it to justify the time it took for him to learn it.

Remember when 4th Dimension
was first hitting the marketplace
and it was the major challenger in
the database wars? Forethought
still owned FileMaker and even
Business Filevision was a fairly
good product. Filevision was idea-
productive software because it
worked pretty much the way a
human being would expect to work
with a database. FileMaker and
Borland’s Reflex (which was really
Interlace) were almost intuitive
enough to also be used by human
beings. Interestingly, Filevision,
FileMaker, and Reflex received very
little press attention. Both the edi-
torial and advertising pages of the
trade magazines were chock-full of
material for Omnis and Helix (two
of the most idea-anemic software
programs ever released). Along
came 4th Dimension; it too was dif-
ficult to use, idea-anemic, and got a
lot of press attention and a big
advertising budget.

Today, Claris owns FileMaker,
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Filevision and Reflex are long gone,
and Omnis and Helix may as well
be. 4th Dimension remains the pre-
mier high-end relational database
product for the Macintosh and con-
tinues to demand much press
attention. It's still impossible for a
mere human to use,

Could the nature of data-

bases’ largely idea-anemic

stature possibly be related

to the fact that databases

mainly concern

themselves with

the assemblage,

organization, and

reformation of infor-

mation—and that raw

information is at least

partially antithetical

to idea, thought, and

knowledge?

Wait a minute. Aren’t

assemblage, organization, and reforma-
tion mindful of religion? Didn’t Guy
Kawasaki leave Apple to evangelize 4th

Dimension? Is this all some sort of
& o ® s B oE ¥ @& wop f



Chapter 9: Macintosh as Information Appliance

@® ®
[n]979,GregoryBatesondefinedl n f 0 r m a t l O n

especially in relation to data—as “any difference which makes a difference.” Data, the “news of a difference”
according to Bateson, isn't information until it means something or “makes a differ-
ence.” While information is necessary and important, we cannot continue to place it in
our hierarchy basket above idea and thought.

Grego ry We think—and are subsequently productive—with ideas, not information.
Bateson We've all had “great ideas.” Some of us have even had
“insanely great ideas.” We receive information, some-
Famous _ ) - , ‘

] times even “great” information, but we do not speak of
cultura _
alltllropolo"ist' it or feel it in the same terms as we do ideas. We speak

) ?
author of Mind of being “struck” with ideas, especially great ideas. We
and Nature as speak of “giving birth” to ideas, of “having” an idea.
well as other Undesirables “have"” information. We speak of informa-
books. tion “leaks.” We don’t speak of “gathering” ideas as we do
Now dead. information as if information is merely a commodity.

Idea and thought imply an active participation in the

process. We passively receive information.
Nevertheless, information is important: it’s the raw material of some of our
best ideas.
Passive-Active, White-Black, Up-Down, Wet-Dry: it takes both parts to make the whole.
When we achieve the tenuous balance between the two (which itself is a process in a con-
stant state of change, by the way), we reach a state of synergy. Assuming that synergy is
desirable and a Good Thing, what we need is an exchange of ideas along with an exchange
of information. We can act as catalysts for each other, sparking ideas, priming the pump,

juicing the flow.

MACINTOSH ALSO LENDS ITSELF TO THAT SYNERGISTIC PROGESS.
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M ike: Because | live in this
remote wilderness called
Minnesota, | use E-mail quite a bit.
| receive all of my E-mail via the
Internet. Anyone and everyone
can E-mail me from any computer
system that's connected to the
Internet, including MCI Mail,
CompusServe, Applelink, and
America Online. | get a lof of E-
mail every day and | needed a
way to "filter” my messages. Some
are junk, some are sales pitches,
some are questions about my
books, and some are extremely
crucial fo my business.

| use InterCon Systems
Corporation’s TCP/Connect Il to
manage all of my E-mail because
it's the only product | know that
allows me to create automatic fil-
ters and actions for my E-mail
messages. TCP/Connect II's filter
actions are invaluable to me and |
find it hard to justify ever using an
E-mail product that doesn't have
them. Here are a few ideas for
putting filter actions to practical
use.

Most of the employees at one of
my publishers use E-mail (you'd

-y -
IR -
- -t o - :cq o

AN s

be amazed at the number of com-
puter book publishing houses that
don't). | created filter actions for
various groups at that publishing
house. Messages from the market-
ing people got blue highlighting. |
used green to highlight mail from
the sales people. E-mail from my
editor got an orange highlight
with bold type. Messages from the
publisher were highlighted in red
with bold and italic type attributes.
All the messages from the publish-
ing house were refiled to a special
mailbox.

-

.
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or this book, corre-
spondence from Bob
was highlighted in a
sort of puce color and
routed to an appro-
priate mailbox.

I subscribe to many
electronic mailing

lists. All messages
from a mailing list
originate from the same E-mail
address, even though they are writ-
ten by many different people. |
created a mailbox for each mailing

list and created a filter action to

refile each mailing list message to
the appropriate mailbox.

The biggest problem with mailing
lists is that some people insist on
sending administrative requests
(subscribe, unsubscribe, and so
on) to the mailing list address
rather than the administrative
address. It's a simple matter to fil-
ter out these bozo messages with
TCP/Connect I1. Just have the pro-
gram search for subscribe,
unsubscribe, signoff, and the like
in the message headers and have
the messages automatically deleted.
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One thing that I'd really like to see
added to TCP/Connect II's E-mail
module is the capability to auto-
matically send out a message or
file based on the results of a filter’s

specifications.

ADDRESS




The Nature
Infarmﬂﬁon expdilds as it is used. Stewart Brand, the founder of Whole Earth Review, is fond

of of saying “ inﬁ)rmation wants to beﬁ'ee (because of the new ease of copying and reshaping

Information @nd casual distribution), and inform(ltion wants to be expeusz've (it's the prime economic
event in an information age).”

and Using

If I gave you a copy of the manuscript for this book on a floppy disk, I would still have my original
Macintosh  master, yet your copy would be indistinguishable from the master. This type of information,
to because it has value over time, expands as it is used. Some types of information—usually time-
critical information like stock market reports, weather forecasts, or horse-racing tips—have little

Manage It  |ong-term value and therefore contract over time. Both types of information are available in vast

quantities.

[nfarmation, by its nature, is synergistia The more we have, the more we use and the more uses we find
for it. Similarly, information is not scarce. Facts are abundant—probably never-ending—and because we are
constantly bombarded with information, one of the crucial planning factors becomes uncertainty. (Translated:
you've gotta plan for things you can’t plan for.) As we earn our livings more by manipulating information, the

greater the necessity of reducing our information load will become.

Stewart Brand is also fond of saying, “information wants to be free, but usually not for very long.

Infbrm(ltion wanits 1o explore, alwa_ys. Smart marketers quietly follow.”

Inﬁarmation is Compressible. Information is most useful when it is compressed or concentrated.
Compressed—or integrated—information is not resource hungry. Relative to manufacturing technologies and
processes, the creation and manipulation of information is downright stingy in its use of energy and other

physical resources.
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Inﬁrrmatz'on is tmmportable. Information is more transportable than just about anything else, because it’s
not tangible. This intangible quality is what allows virtual communities to exist without geographic constraints.
As the non-physical nature of both information and environment becomes more accepted in the business com-
munity, where you locate will become less of an issue. No longer will we be forced to relocate at the whim of

someone else. As I finish my parts of this book, I fire them off via E-mail to my editor in Indiana. A perfect copy

exists simultaneously in two places in the blink of an eye.

Inﬁ)rmatz'on wants to leak. 1t's exceptionally difficult to contain information. It’s like mercury and tends to
be highly malleable in some ways, and very difficult to shape in others. Therefore, it’s extremely difficult to
monopolize information. You’ll meet people who will try to monopolize information by containing it. You'll
also meet others who will take it upon themselves to shatter every containment device that they can find. It all

makes for very interesting interactions.

Infbrmation wants to be shared. In economic terms, information cannot be submitted to exchange trans-
actions. Information wants a sharing transaction. If I sell you my computer, you have it and I don’t. But if I sell

you the information contained within my computer, we both have it.

So, what good is INFORMATION:

Well, information isn’t much good at all, actually. But information is needed to form knowledge, which makes
it worth a great deal. Information, by nature, is continually displaced by new information;

knowledge endures.




he most important develop-

ment of our lifetime has

been the replacement of the
second-wave, industrial econo-
my with one based on
information and knowledge.
Instead of creating wealth with
muscle, as we did in the indus-
trial economy, we now create
wealth by manipulating sym-
bols—by converting information
into knowledge.

Most of us have held the belief
that information and the know-
ledge distilled from that infor-
mation are neutral. This was a
mistake because information
and knowledge are both based
on underlying facts and assump-
tions. The facts must come Rt Tk

from somewhere, and the Welcome to the

assumptions can be loaded Information Age
with a variety of biases. Really :

The agricultural and indus-

trial economies were based on a set of hierarchies and control structures.
Power was controlled by whoever controlled the physical resources.
Influence was wielded largely through secrecy.

In an information-rich environment, the basic notion of control changes.
Secrecy is abandoned simply because secrets are too hard—or too expen-
sive—to keep. Openness becomes an economic imperative rather than a
preference; many businesses are now becoming aware of this.
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In previous economies
based on agricultural and
industrial activity, vari-
ous hierarchies of class
were assigned based on
ownership. In an infor-
mation-based society,
the concept of ownership
changes drastically.
When an idea or other
piece of information is
shared, it is intangible
and not subject to an
exchange-based econo-
my. The creator doesn’t
lose possession of the
information when he
shares it with the recipi-
ent. Even if you pay for
the information, what
vou really bought was the
presentation and delivery
of the information, not
the information itself.
For example, the publishers of the
Lexis legal database maintain a
copyright on the page-breaks of its
information, rather than the
information itself.



ince information can only be

shared, rather than exchanged, the

power structure will undergo signif-
icant change. Since information can be
shared more equitably and is virtually
infinite, benefits
will spread across
the populace
rather than con-
tribute to the
further concen-
tration of wealth.
Further, the
removal of
restrictions on
exchange-based
transactions will
lead to a greater
level of diversity
within the cul-
ture.

In agricultural
and industrial
economies,
poverty was
brought about
by shortages.
Information is
plentiful and
education is the key to equitability.
Access to information will become one
of the most politicized issues in the
coming years.
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In previous agriculture and industrial
economies, power was based on con-
trol. In an economy based on
intangibles, relationships will become
more important as control will be less
easy to obtain and
maintain.
Pyramidal organi-
zation charts—the
kind enjoyed by
most corpora-
tions—are
distortions of
reality. The corpo-
ration of the 1990s
will not look very
much like the cor-
poration of the
1980s.
Corporations will
become more hor-
izontal and less
vertical as it
becomes more
difficult to control
resources (infor-
mation).

World consumption

of information tech-
nology exceeded $1 trillion per year in
the 1980s. In the 1990s, consumption is
expected to grow to $2 trillion per year.
North Americans produce and consume
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half of this total.

Macintosh offers some
of the best information
management tools
available.

As Mac
users,
we’ll all
be a
couple
of jumps
ahead.




Richard Saul Wurman: : by o
Information Guru for the 1990s Dt AlIsithatbocyofunassimlitec
observations and objective facts

that make up the raw materials
Richard Saul Wurman, best known as the author of knowledge workers form into
lnj'm'nm.i.von ,flfr_‘frf?f‘}:, F()f'[ou.' t.he. Yellow Brick Iff?(m’, usetuliniormation:

and various ACCESS Guides, coined the term “infor-

mation anxiety” to refer to the state of increasing

discontinuity between what we understand and what

we think we should understand. We are being inun- INFORMATION isnothing more (or
dated with tremendous amounts of information, most less) than organized data. The
c:i‘ wh!(:h 1s useles.s, some of which is useful, and little data usually is organized by
of which is really important.
; someone else, however, and
It's important for us to realize that the maintains a patina of objectivity.

various components of what we
commonly refer to as information
is the raw material most of us will
be working with in the near

KNOWLED GE is simply organized

future. The task performed by information. At this stage of the
most information workers is a refinement process, the infor-
four-phase retmemen{ mation is organized and

process that can be referred A : e

T Ty internalized by the individual.
tiously, as the Knowledge is information that

you have managed to integrate
with everything else you know.

"GETTING OF WISDOM."

WISDOM is fully-integrated knowl-
edge; bits of knowledge that are
even more useful because of the
nature of their relationships to
other bits of knowledge.




Our tools for turning the raw
resource of information into
knowledge haven't managed
to keep up with the amount
of information we are bom-
barded with on a daily basis.
We grow anxious when we
can’t find what we need to
know in a growing mountain
of formless data. Anyone
connected to a corporate Li-
mail system who returns
from a week's vacation to
find 100 urgent messages has
experienced information
anxiety.

The mountain is growing in
geometric proportions.
Imagine the repercussions of
being inundated with more
information on a daily
basis—{rom a single infor-
mation source—than our
ancestors were in their entire
lifetimes. Wurman states
that, “a weekday edition of
the New York Times contains
more information than the
average person was likely to
come across in a lifetime in
17th-century England.”

Wurman’s Five Rings
of Information
Immediacy

Complex information can be
more easily understood
when it is presented in a
series of hierarchical layers:
like the layers of an
onion. The recipi-
ent of the
information
should be able
to peel away
layer after lay-
er, traveling
deeper and
deeper into the
specifics of the
information. This
layering helps us refocus
ourselves in relation to the
continual bombardment of
new information.

Wurman offers a model for
the appropriate layering of
information. He calls his
model the Five Rings; these
rings are based on the degree
of immediacy that various
types of information have for
us in our daily lives.
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Chapter 9: Macintosh as Information Appliance

According to Wurman:

“the rings radiate out from the most personal
information that is essential for our physical
survival to the most abstract form of information
that encompasses our personal myths,
cultural development, and
sociological perspective.”

Cultural Information
News Information
Reference Information

Conversational Information

Internal Information




Wurman’s rings of information immediacy.

The five rings, or levels, of information are:

Cultural Information. The outermost Conversational Information.

ring in Wurman's model is cultural informa-
tion. This is our history, philosophy, and
arts and it represents our attempts to
understand our culture. This is where infor-
mation accumulated from the other layers is
combined to build the information set that
determines our attitudes and beliefs.

News Information. Current events that

have only a relatively minor impact on our
daily lives comprise this level. Most of the
information we receive from the media falls
into this category. When we learn the name
of the political candidates in Peru, for
example, it's news information. This type of
information, while not having a direct
impact on our lives, influences us in more
subtle ways including our individual per-
ception of the world around us.

Reference Information. rhislayer

consists of information sources including
textbooks, encyclopedias, directories, and
telephone books. We use reference informa-
tion when we research specific information
such as the year Portugal declared its inde-
pendence or the phone number of a local
city council member.
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Conversational information is the
exchanges of information that we have with
people around us. Wurman identifies this
form of information as one of our main
sources and also as the one that we tend to
ignore most easily .

Conversational information can range from
the banal (“What's your name?” or “What do
you do for a living?”) to the poignant (“What
do you think about the proposed water ref-
erendum?”). This layer, however, is the most
easily controllable. This is the layer
Wurman tells us that we should most
intensely focus on if we are to gain greater
control over our own information spaces.

Internal Information. internal infor-

mation is defined as that collection of
cerebral messages that enables our bodies
to function. When we feel pain or hunger,
for example, we are dealing with internal
information. This is the type of information
that we have the least control over, but
which affects us the most.
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A TRUE Information Appliance

Richard Saul Wurman's computer of choice is a Macintosh, and I can't think of anyone who works with
information more intensively. As far as I know, that's the best testimonial there is to the Macintosh as an
information appliance. The Macintosh was, after all, designed to be a tool for working withinformation,

and as we have discussed, our ability to make full use of such tools is the K E Y to success in the

future.
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Underground Guide
to Macworld Expo

The greatest show on earth isn’t the circus, it’s Macworld Expo.
Here’s an underground guide to doing it right.

Bob: Mike's never been to a
Macworld Expo before this year, so
I'm going to have to handle this
chapter alone. (Mike's afraid he'll
run into someone he’s said some-
thing awful about—and there are
many. [ say he’s a wimp. [ write
unflattering reviews all the time
and have only been assaulted at
Macworld Expo once. So far.)

Mike: Nah, [ don't go to the
Macworld Expos for three
reasons:

o I dow’t like to fly.

I am rather selfish about my priva-
cy, though, and that’s another rea-
son why I don’t go. It keeps the
witnesses guessing.

This year [ went to
Macworld/Boston in August
because I had a book to plug,
wasn’'t too busy, and decided it was

I don’t usually have anything to sell.

I'm usually too busy.

about time to check-in on my fly-
ing phobia. It wasn't as hot as 1
thought it would be and, as |
expected, I pissed off a lot of peo-
ple with what I said in the confer-
ence session [ moderated. (I'll bet
that not one of the people I pissed
off will be reading this, though.)
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The Greatest

football fields
that will daz-
zle and
delight you.
And there's a
star-studded
conference
program to
entertain and
educate you.

Bob: Macworld
Expo is a trade
show, but it’s
more than a
trade show.
Macworld Expo
is a conference,
but it’s more
than a confer-
ence. If you're a
Mac fan,
Macworld Expo
is, without ques-
tion, the greatest
show on earth.

Mike: What's
not to like?
I'll tell you
what's not
to like. Tens

“Tens of thousands of
people squished

Mike: Geez, what together like raw fish [[RURUCES
was it that P.T. Barnum said? on a slab.” sands of
Something about there being a people

sucker born every minute... squished

together like raw fish on a slab. In
Boston. In August. Yeech.
Everybody stay home.

Bob: Gimmee a break! If you like
your Mac even a little, you'll love

Macworld Expo. What's not to like?
Bob: Last year, I walked the two

blocks from my hotel to the con-
vention center with an obvious
first-time attendee. We chatted a
little, but nothing prepared me for
his reaction when he got his first

There are hundreds of exhibitors
displaying their latest wares—
hardware, software, peripherals,
scanners, printers, you-name-it—
for you to see and touch. There’s a
show floor bigger than several

glimpse of the show floor. He
gasped, then broke into a huge
smile and said, “Oh my God.” That
about sums it up.

You're going to have a blast at the
Macworld Expo. The show floor is
humongous. Gigantic. Huge. Check
out the stark contrast between the
glitzy, gigantic high-tech booths the
big boys (Apple, Microsoft,
WordPerfect, SuperMac, and so on)
favor and the quaint little 10- by 10-
foot booths everyone else has. (The
10 x 10s are where you'll find the
good stuff; read the “How to Survive
Macworld Expo” section for details.)




In another part of the building,
there's a conference program offer-
ing hundreds of presentations on
topics from AppleTalk to ZModem.
There are always some worth seeing
(aside from the ones that I'm speak-
ing on or moderating). For comic
relief, see if you can catch a vendor
shootout panel, where product
managers of similar products (for
example, Quark vs. PageMaker)
duke it out. When they start laying
into each other, it's more exciting
(and realistic) than WWF wrestling.

Then there are the deals. Deals
galore. “Show specials” abound;
some are even once-in-a-lifetime
opportunities. Bring
vour credit card, a
large sum of cash,
~or awealthy
relative.

Mike: Of course, after we spend the big bucks
just to get there, we don’t have any money to

spend once we’re there.

Bob: That’s OK. You’'ll eat free most of the
time. Just sneak into some parties. The better
ones have wonderful eats. (In fact, the parties
are such an important and vital part of the
Macworld experience they get their own sec-
tion, which starts in a few pages.)

To sum things up, Macworld Expo
is indescribable. That said, I'll try
to describe it anyway: Macworld
Expo is like the biggest, most high-
energy, star-studded, marathon
user group meeting ever, on
steroids. From early in the morn-
ing to late at night, all you hear is
jabber, jabber, jabber about the
latest, greatest, most interesting
things you can do with your

. favorite appliance. And
_everybody who is anybody

_shuttle bus with a high-
ranking Apple exec or
share a cab with the
k beta test manager for

,is there. You might ride a

PageMaker. You may meet Guy
Kawasaki. I'll guarantee this: You
will definitely meet enthusiastic
Macintosh lans. Lots of them. And
that, my friend, is what Macworld
Expo is all about.

If you think this Macworld Expo
thing sounds like a shallow super-
ficial experience only a nerd could
love, I respectfully suggest that you
skip ahead to Chapter 11 now. If,
on the other hand, the opportunity
to hang out with 60,000+ other
rabid Macintosh enthusiasts
sounds like too much fun to pass
up, make your reservations now
and read on.



When and Where

Bob: There are two Macworld Expos
of note: Macworld Boston, in early
August, and Macworld San
Francisco, in early January. There
are almost 20 other Macworld
Expos worldwide: Tokyo, Hong
Kong, Toronto, Sydney, Paris, and
they're all fun. Although I've
attended many of the foreign
shows, trust me, Boston and San
Francisco are the best in the world.
(Although I really liked the city of
Hong Kong, Macworld Expo Hong
Kong was modest by comparison
and hardly worth having to dash
halfway around the world. Tokyo
was a bigger and better Expo but
the cost of four days in Tokyo was
unbelievable. My advice: stick to
Boston and SF unless you're rich
and have too much time on your
hands.)

Mike: Um, excuse me? Does that
mean that since you go to those for-
eign shows that you're too rich and
have too much time on your hands,
or is this another tax write-off for
MacUser?

Bob: Nope. Macworld Expo is my
life; it’s worth it to me. I just don't
think it'd be worth it to most other
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people. Now, as | was saying, if you
plan to attend the Boston or San
Francisco show, be sure to make
your hotel reservations several
months in advance. Both U.S.
shows fill hotels in their respective
cities to capacity and last-minute
accommodations can be hard to
find. Also, don't bother with a
rental car unless you just can't
stand the thought of being without
one. Parking is expensive and rare
in both Boston and San Francisco;
you'll save a time, money, and
aggravation if you take cabs, which
are plentiful and relatively inexpen-
sive in both cities.

There are basically two ways to
attend Macworld Expo: on a budget
or on OPM (other people’s money).
In San Francisco, if you're on a
budget, try Hotel Union Square or
Hotel Diva, two smaller European-
style hotels within walking distance
from Moscone Center (where the
show takes place). If you're on
OPM, choose the Four Seasons Clift
or the Westin St. Francis for opu-
lent elegance, or the ANA or Mariott
for their expensive-but-convenient
locations (both are less than a block
away from Moscone Center).
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In Boston, the Suisse Chalet in
Dorchester is the budget leader
with rooms well under $100. It’s
only a $5 cab ride from Bayside,
and it’s fun (during Macworld Expo,
Mac fans occupy about 90 percent
of the rooms). If money is no
object, try one of the first-class
joints, the Boston Harbor or the
Bostonian. Both are close to the
World Trade Center and Boston's
shopping and eating capital, Fanuel
Hall/Quincy Marketplace.
(Macworld Boston takes place in
two locations about five miles
apart—Bayside Exposition Center
and the World Trade Center—with
free shuttle service between the
two.)




Bob: The truth is, why bother? An
“exhibits only” pass for all 4 days is
only $30. And that’s all you need.
You can always attempt to sneak
into any conferences you just can’t
miss. If you're the honest type, or
aren’t skilled at sneaking, the con-
ferences will set you back about
$100 for 4 days, still a small price
to pay for all that wonderful
knowledge.

If you're too cheap to pony up the
$30 for an “exhibits only” badge,
there are several scams you might
try. Bear in mind that none of
them is particularly ethical (and
remember, if you get caught,
don’t mention my name).

The easiest way is to have a friend
who is an exhibitor. Exhibitors get
a certain number of free passes,
depending on the size of their
booth. Most vendors get more
passes than they have people, so if
you're friendly with someone who
works for an exhibitor, you may be
able to hustle one of their extra
badges.

Another way is to storm the gate,
just smash your way through hop-
ing to melt into the crowd before
Security can grab you, throw

you to the ground, and

stomp you senseless. For

obvious reasons, this

method is not recom-

mended.
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Mike: I don’t know about you, but
I'd pay a couple bucks to see Bob
try that one.

Bob: Fat chance. | get in for free
twice: once 'cause I'm a speaker
and once 'cause I'm a MacUser
contributing editor. But I
digress...

A third good scam is to stand out-
side the doors late in the after-
noon on any day but the last day
of the show and ask departing
attendees if they plan to return
tomorrow. You're bound to even-
tually find one who says, “No.”
Ask if he'd mind giving you his
badge.

In the old days, you could resort
to common forgery as well. All you
needed was a legitimate badge, a
scanner, and a Mac. Mitch Hall
(the Macworld Expo promoter and
a close friend) got wise to
this scam and switched
to plastic credit card-
like badges several
years ago. They're
extremely hard to
forge. Another old-
time scam involved
forging a Press 1D card,
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which at one time was all you
needed to secure a press badge:
good for both exhibits and confer-
ences. These days you also need to
show some press clippings or a
masthead from a computer maga-
zine with your name on it (possi-
ble to forge, but hardly worth the

trouble). soon toss your

If | were you, | wouldn’t bother trying to get in free—it’s

easier and healthier to just spring for the $30. Mitch Hall e o o
isn‘t stupid. He’s been had by all of these scams and b“tt in lall-
would just as soon have your butt tossed into jail as let

you get away with it. You’ve been warned.

Mitch Hall

SN B

would just as

How to Survive Macworld Expo

The first and most important thing to consider is your comfort. You'll probably spend at least two full days
walking the floor—so sneakers or comfortable walking shoes are a must. You'll be surprised at how much
ground you'll cover each day. Lightweight clothing is a must as well, especially in Boston in August. At both
shows the exhibit hall is usually packed like a sardine can by midday and the air-conditioning isn’t much help
with 60,000 enthusiastic shoppers and exhibitors all talking at once. At a minimum, dress
in layers.

There are two schools of thought on how to see the exhibits. Some people plan their days
carefully using the show guide book (available free at the entrances) to pick out the “can’t
miss” booths. They then methodically visit the booths one at a time. Others just hit the
floor with no plan in mind, cruising until they see something interesting. For what it’s
worth, I'm one of these and I recommend it highly. Many of the coolest things I've seen at
Macworld were products I'd never heard of before the show.
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When you find a booth displaying a product that interests you, don't forget the
golden rule, “Caveat Emptor,” Latin for, “don’t be feoled by marketing weasels.”
There are a lot of good deals at Macworld, but there are bad deals

as well. Some exhibitors are totally sleazy—most are not.

One thing you'll quickly discover is that only about half the booth
personnel know the difference between System software and
NutriSystem. The other half are rented from local temporary help
agencies and should be avoided like the plague. Fortunately, these
ersatz employees are easy to spot. If you think you're talking to a rent-
a-weenie but you're not positive, here are three questions to ask:

1. How much RAM is in that Mac?

If they answer without hesitation and with-

2. Who is the president of your company?
out checking, they're definitely not a rent-a-

salesperson. If they choose “About this Non-rental staff will answer without hesitation;
Macintosh” from the Apple menu, then tell you, rent-a-salespersons will ask you to wait while
they’re probably not a rent-a-salesperson. Any other they find out.

response is unacceptable. You should find a represen-
tative who knows what he is talking about or leave the

boath. 3.Who is the president of Apple?

Mike: Booth monkeys can be taught to choose “About

L ) - Real Mac people know; rent-a-ninnies
This Macintosh” from the Apple menu. They can even

- : - _ > ey don’t.
« ¥ =he tallght to switch to the Finder to find it. The people
‘ {{ X you want to look for are the ones who, if they don’t Mike: OK, I give. Who is it this week?
' ““know how much RAM is in the computer, will rip the Bob: Who Eknewswhat theenzrecilin Svtr
’_/lid off and count SIMMs. will be by the time this book hits the book-

X058 Bah. They're never trained that well. OK, if they stores.
NTSWar question 1 correctly, go to question 2...
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How Not to Get
Burned

Not all vendors are dishonest,
but some are. There are
always a few rotten
apples (pun intended),
so don't believe every-
thing you hear and look =
carefully at everything |
you see. | once saw a
demo where the vendor
led the audience to believe
two Macs were connected by
modem. Both Macs were under skirted
tables and hidden from view. When |
crawled under the table | discovered
that there were no modems to be
found. Rather, a high-speed Ethernet
network had been set up to connect the
two machines. In another demo, |
thought a product was running
extremely fast considering it was being
run on a relatively slow llcx. | asked the
salesperson if there was an accelerator
inside. “No way,"” he said, “our pro-
gram is optimized for speed and runs
blindingly fast, even on a lowly llcx.” |
popped the top off the llcx and what do
you think | found? A very fast accelera-
tor. The salesperson acted dumbfound-
ed, “I don’t know where that came
from!” Yeah, sure. The moral of the
story is: don’t believe everything you're

told.
Look under the are a-lways

tables and look o faw rotten

under the hood.

Although most apples.
vendors are

honest, some aren’t. As Mike likes to
say, “follow the wires.” Forewarned is
forearmed.

Mike: Yeah, follow the wires. It's the
same concept we all learned during the
Watergate fiasco when Woodward and
Bernstein were told by their sources,
again and again, “Follow the money.”

Bob: Another tip: use your credit card,
not cash. Imagine this: You buy a hard
disk at the show from a company
you've never heard of (let’s call them
“Harry’s Hard Disks"). It's a great deal
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There
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and everything looks perfectly kosher.
You're elated. But when you get home,
you discover that the drive is defec-
tive and the formatting software,
manual, and cable you were
promised are not in the box. You
call the number on the invoice
only to hear, “The number

you have reached has been
disconnected.”

There are two lessons to be learned
here. First, if you paid cash you'd be
S.0.L, but if you paid by credit card,
you'd probably be home free. Just write
to the credit card company (don’t rely
on only a phone call, they’re not techni-
cally official) and explain your experi-
ence with Harry's Hard Disks—they will
remove the charge from your bill and
send a kneecap-buster out looking for
Harry. The second lesson is to inspect
your purchases carefully before leaving
the booth. (This is especially important
on the last day of the show.) There’s
nothing more annoying than getting
your new soft-
ware home only
to find that the
box doesn’t con-
tain any disks!




Macworld Expo Parties

Bob: Macworld Expo is an amazing amal-
gam of people, products, and presenta-
tions. But more than that, Macworld Expo
is a party. (Actually, it's a seemingly endless
stream of parties.) As much fun as the
show floor is by day, the parties by night
are the best part of the show.

There are parties and then there are
parties, but only a few become legends. At
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