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something about missing deadlines—she had been in
charge of the System 7 development team that had set
new standards in vaporware. “It was time to get rigor-
ous,” she says.

Koch and Brady methodically gathered a team and
began to resolve the key issues in the PowerMac operat-
ing system. The most important question was whether
it would use the powers of the machine to integrate new
features. Would it look different than System 72 “The
more we thought about it, the more we decided thar the
transition to a new interface would be too abrupt,” re-
calls Jon Fitch. “After all, we're building Macintoshes.”

Adding even one whizzy new feature to the Power-
Mac interface was judged too drastic. “So we ended
up burying the differences between the Mac and the
PowerMac,” says Brady. Underneath the surface, the
new operating system was drastically rewritten. Yet on
the screen the interface was identical to System 7—so
much so that the designers had to hack an Init program
that helped them determine at a glance whether their
prototypes were running the PowerMac operating sys-
tem or System 7 (if a certain pixel was lit, it was the
new OS).

The software turned out to be a dual success. True to
the intentions of the Cognac team, it ran the current
Mac software at speeds comparable to Quadras. Mean-
while, its familiar trappings cleverly shadowed the fact
that this operating system would one day accommodate
the innovations first conceived of by the now-defunct
Tesseract group—telephony, voice recognition, multi-
media, and all sorts of exotic interface improvements.
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“We began with a core of five to ten software people and
turned the company around,” says Phil Koch. “It’s
clearly obvious that this is going to be the future at
Apple.”

Though the team missed the original deadline for the
PowerMac—TJanuary 1994, a neat decade since Steve
Jobs appeared on the stage at De Anza College with an
odd-shaped canvas bag—they didn’t miss by much, On
March 14, 1994, at Lincoln Center in New York City,
the PowerMacs had their debut. Apple had pretty much
preannounced all the details of the three new computers
it was introducing, so the event itself was something of a
formality. Instead of the exhilaration of pushing the en-
velope of technology, the Apple executives seemed re-
lieved that they had once again dodged the bullets of
oblivion, by releasing a product that kept the company
in front of the competition.

The legacy of Macintosh had been extended, but
Apple’s future was still dependent on a continuing streak
of advances. Could it continue? No one knew. But for
the weary Real Artists who made the PowerMac, the
spirit of Macintosh was still a living force.

“I came to Apple to make Macintoshes,” says Jack
McHenry, bridling at the implication that the company
had lost its soul. “And on its worst day, working for
Apple is better than working anywhere else.” The suc-
cess of the PowerMac will give him the chance to make
another version of the machine that dented the universe.
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to the revised edition

In May of 1998, the phone rang at my office at
Newsweek. That, incidentally, is where my initial expo-
sure to computers—a Rolling Stone article about hack-
ers—had led me: a senior editorship as a technology
columnist and writer at a brand-name newsweekly. That
first call had come seventeen years ago, and it had been
almost fifteen years since my amazing early viewing of
the original Macintosh. In the interim, not only had
computers gone so mainstream that they were noticed
mainly in the breach, but the graphical user interface—
those concepts first visualized by Vannevar Bush, imple-
mented by Douglas Englebart, fleshed out by Xerox
PARC, and reshaped into a marketplace reality by Ap-
ple—had so thoroughly insinuated themselves into the
mass consciousness that they had become an indelible
part of our culture.

Missing in action, however, was Apple Computer.
Though the Macintosh idea had triumphed, the com-
pany itself had seen increasingly hard times. As the cen-
tury came to a close Apple seemed the supernova of its
time: a white hot burst of innovation but now a burnt-
out husk. Had the company been so fast to thrive, but
not too young to die?

The answer was on the telephone. Come back to Ap-
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ple, it said. And the invitation came from none other
than the impresario of the original Macintosh, Stephen
Paul Jobs.

Yes, Steve was back. In a strange turn of events, he was
now, at age forty-two, the interim chairman of Apple, a
post he had assumed a year earlier. Many things had
changed over the years, but not Steve Jobs’s confidence.
Certainly not his chutzpah. He wanted me to come to
California—ordered me to come, pretty much—to see a
secret new product that I would certainly agree was sure
to be a central component in the comeback of Apple
(not to mention of Jobs's own legend, once considered to
have been basically played out). When I asked if the
product was the next iteration of the Powerbook porta-
bles, which were thought to be cool though hardly revo-
lutionary upgrades of the original, he almost snorted at
my lack of faith.

“I wouldn’t waste your time on that,” he said testily.

The deal was that he would show me the product, and
I would decide whether it was worth some pages in
Newsweek (a foregone conclusion from his point of
view). I would then return the following week to spend
time at Apple as the company prepared for the rollout,
which was beginning to sound strangely like an event
that, perhaps self-consciously, was meant to mirror the
excitement of the original Macintosh launch.

How could I resist? Even if Jobs’s effort was a flop—a
distinct possibility considering the lofty standards he had
implicity had set for Apple’s revitilization—the story
would be juicy. So, twenty-five hundred frequent flier
miles later, I was at One Infinite Loop, Apple’s headquar-
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ters, being ushered to a long conference table. The person
representing the past, the present and, I suspected, the fu-
ture of Apple Computer greeted me in a tactered turtle-
neck, hiking shorts, and bare feet. His hair, like mine, I
guess, was thinning, and he had what looked like a three-
day beard. He was sipping tea from an elegant ceramic
Japanese cup. I guess I didn’t have to remind him that
wed done this revolutionary-new-product drill a long,
long time ago, in what seemed like a country far away
(but was actually just a quarter mile down the road). Buc
I did anyway. He smiled and nodded, as if to say, Were
doing it again. An alarm bell went off in my head: DAN-
GER, DANGER . . . ENTERING REALITY DIS-
TORTION FIELD. But you know whart? It felt good.

As soon as I was seated at the table, Steve grabbed a
marker and headed to a whiteboard. It began with Steve
Jobs’s description of what he found when he assumed, on
a presumably temporary basis, the helm of the company
he had co-founded and been dismissed from. But my at-
tention couldn’t help wondering toward the center of the
table. There, covered by a piece of fabric, stood the ele-
phant in the room: the next Macintosh. Could anything
be as special as the first?

Let me catch you up on what had happened at Apple in
the years following /nsanely Great. Even as Mac’s legacy
grew stronger, the company had shriveled to a pathetic
shadow of its peak status as Silicon Valley’s golden icon.
By the time Steve Jobs returned to Apple, in mid-1997,
not even a few consecutive Hail Mary touchdowns could
pull the company from what appeared to be a permanent
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tailspin. Not only were people preparing obituaries, but
at one point The Wall Street Journal had actually run
one—a lengthy, elegaic look at a once-great company
that, according to the Journal’s sources in January 1996,
was about to be snapped up by Sun Microsystems for a
sum roughly equivalent to the change in Microsoft CEO
Bill Gates’s pockets.

Perhaps that was the nadir of Apple’s fortunes. It was
the very end of Mike Spindler’s regime. Spindler, you
will recall, had enjoyed at least one triumphant moment:
the transition to the PowerPC, a move that insured that
the chips that powered Macintoshes would be more than
competitive with the Intel microprocessors that ran
Windows. This was crucial since each iteration of Win-
dows brought Microsoft’s operating system a little bit
closer to the friendly confines of the Macintosh OS. The
Mac faithful had laughed at the astonishing hype that
Bill Gates and company generated with Windows 95,
launched in August 1995—after all, some of the ease-of-
use features Win 95 boasted had been standard in with
the 128k Mac (like long file names). But more sober
Apple-nauts (at least, those in touch with reality) under-
stood that the company’s technology lead was not what
it once was. Even the PowerPC was insufficient to ad-
dress the problem. If unfriendly MS-DOS had won out
over Macintosh, and unnecessarily Byzantine Windows
3.0 had trounced it, would almost-ready-for-prime-time
Windows 95 finally make Mac irrelevant?

I retrospect, there conld have been a way for Apple
to regain its techno-dominance. I'm talking, of course
about the Internet. While the Net became increasingly
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popular in the early *90s, it wasn't until the emergence of
the Web browser Mosaic in 1993 that it became clear
that the Internet was capable of becoming an actual mass
market medium, one that could surpass the personal
computer itself in terms of signficance and reach.

[ronically, one of the seeds of the World Wide Web
was Bill Atkinson’s Hypercard, which stone-skipped
across a lake of information by benefit of linking words,
phrases, and even images. Tim Berners Lee, the inventor
of the Web, certainly knew about it. Hypercard, of
course, had been included free with every Macintosh
since 1977, but as the years went on, Hypercard never
really reached an audience among the majority of
computer users who suffered with Windows. The Web,
though, was computer-agnostic: built on the open pro-
tocols of the Internet it worked with everything. And the
young tyros at the University of [llinois exploited graph-
ical interface principles to make Mosaic a tool for easily
surfing the Web.

Only a few weeks after finishing the first edition of /n-
sanely Great in mid-1993, I loaded Mosaic on my Mac-
intosh and dove headfirst into this new world. Even
though the bits trickled into my dial-up modem with
the speed of syrup oozing out of a maple tree, I was daz-
zled at the spontaneous accumulation of information
available—everything from Shakespeare quotes to a con-
tinuously updated picture of a coffee machine in a Cam-
bridge University faculty room. (I'm still not sure why,
but I kept checking out that site.) It was clear that the
Web was destined to match and even exceed the am-
bitions of the original Library of Alexandria; it would
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become a repository of all human knowledge wound
together by instant links.

So I got an idea: why shouldn’t Apple make it its busi-
ness to become the Internet company? Getting hooked
up to the World Wide Web in late 1993 was a tortuous
process. It involved something called a SLIP connection
and all sorts of arcane TCP/IP protocols. These were all
acronyms for deeply technical things that no sane person
(except, of course, techno-geeks, who operated within a
different definition of sanity) wanted to know anything
about. But in order to get hooked up to the Net, those
infuriating acronyms became horrible realities, as poten-
tial Web-surfers invariably had to spend hours with
the support-nerd at their local ISP (another awful acro-
nym—Internet Service Provider, if you really care) fid-
dling with settings until a connection could be made and
maintained. Midway through the process, when connec-
tions dropped out, or the screen simply froze up, there
would often be a period where the only option seemed
to be howling frustration. Only after one’s lungs were
spent could the process continue, until finally, distant
Web sites dribbled onto your screen. And even then
youd have no idea of what in hell you did to jump the
hurdle into connectedness.

Who better to fix this problem than the interface ge-
niuses at Apple, who made computing itself so much
easierr My idea was that Apple should make it its busi-
ness—literally—to develop a means by which non-geeky
people could easily hook up to the Internet, and could
just as easily navigate the Net once they were connected.
As it turned out, there was a group of people at Apple,
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particularly in its research group, who were already
gung-ho Net-heads. Some of them were veterans of the
Internet’s predecessor, the government-funded ARPAnet.
And they were already arguing that only the Internet
could save Apple. To help things along, I wrote a column
in Macworld’s March 1994 issue in the form of an open
letter to Michael Spindler, suggesting this.

I never got a reply. Instead of going full-blast on the
Net, Apple spent its energies on launching a closed on-
line service—a competitor to America Online—called
eWorld. Spindler had demanded that each division of
Apple become a profit center in and of itself. The prob-
lem with a plan like the one I was suggesting is that it re-
quired Apple to set up an Internet division devoted to
making «// its computers more valuable. While this op-
eration possibly could have sold millions of Macintosh
computers, and increased the value of the company by a
multiple of ten or twenty, the Internet division I was
proposing would itself not be able to point to a profit. So
instead of becoming Netscape—a company that got un-
derway the month after my letter to Spindler appeared
—Apple went with eWorld, a business that had a theo-
retical potential to make a profit, but didn't—because it
had no reason to exist. This didn’t stop the Apple execu-
tive in charge from boasting to me that he had hopes of
building “a mult-hundred million dollar business with
millions of subscribers.” About six months after its
launch I spent some time on the service and found the
experience akin to wandering around a community that
had been devastated by a neutron bomb. There were
dozens of chat rooms, but no one to talk to. I figured out
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whart the lower-case e really stood for, and suggested that
Apple just come out and call it “Empty World.” Sure
enough, when Apple finally pulled the plug a couple of
years later, hardly anyone noticed.

This travesty was indicative of the legacy of Spindler,
a nervous man who never mastered English and, as the
press later discovered, would duck under the desk to
avoid potentially unpleasant encounters. Aside from the
PowerPC, he screwed up just about everything that
could be screwed up at Apple. That's why things reached
the glum pass they did—by the end of 1995, Apple was
not only deep in debt, but sitting on a billion bucks
worth of unsold Macs. Its reputation for quality had se-
riously eroded. There was no viable strategy for counter-
ing Microsoft’s operating system gains. The diesel had
engineered a train wreck.

The company was in such disarray that in January
1996, it even managed to bungle a prospective sale to
Sun, despite the fact that the board of directors ap-
parently desperately wanted to call it quits for Apple
Computer. Spindler was in total meltdown, so flum-
moxed, according to press reports, that he checked him-
self into a hospital with heart palpitations. He would
soon be relieved of his burdens. On February 2, 1996,
the board called on one of their own, an executive whose
expertise was not in personal computing, but in the
semi-conductor industry. Not that the fifty-two-year-old
Dr. Gil Amelio would admit that he lacked the skills to
turn Apple around—the imperious former chief of Na-
tional Semiconductor considered himself a turnaround
artist non pareil. Seemingly within hours of his assuming
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the post as Apple’s CEO, journalists like me received, via
Federal Express, copies of Amelio’s ghost-written mem-
oit, Profit from Excellence, which was chock full of valu-
ble information for those who might want to pen a
hagiographic backgrounder on the new man in Cuper-
tino. Behind all the bluster, though, was a tragic reality:
this buttoned-down, inside-the-box guy had no more
business running Apple than did Bob Dole.

To be fair, he had quite a mess on his hands. If he
didn’t address Apple’s financial problems quickly, there
wouldn’t be an opportunity to build better computers.
Of necessity, much of his efforts were devoted to staving
off the bankers. Meanwhile, he learned that the com-
pany’s efforts to upgrade the Macintosh operating system
had reached an impasse. In order to build a crash-free
system that could effectively run multiple applications in
the Internet age, Apple would have to turn to outsiders
and buy itself a new operating system for the Macintosh.
What better symbol of the company’s decline than its
admission that Apple’s once-fabled engineers were inca-
pable of bringing its own computers into the future?

The frontrunner in this OS competition was called
Be, a system designed to handle complicated multi-
media applications. Its impresario was an old Apple
hand: Jean-Louis Gassee, who had helped incubate the
Macintosh II. But in December 1996, Amelio surprised
just about everybody by picking another company: Next.
Steve Jobs’s post-Apple company had by then given up
making actual computers and was focusing on software.
(Jobs himself was spending most of his time at Pixar, a
computer-graphics animation studio he had purchased
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from George Lucas in 1987; its first full-length motion
picture, Toy Story, was a blockbuster.) Yet despite some
successes, Next was considered on its last legs. Amelio,
however, was charmed by Jobs, and agreed to buy the
company for over $400 million. Besides an operating
system, Amelio gained a consultant. Guess who.

The contrast between Apple’s CEO and its new advi-
sor became apparent almost immediately. Less than a
month after the Next deal—which understandably both
stunned and dazzled the Mac community—it was time
for the semi-annual Macworld show, held every January
in San Francisco. Amelio was scheduled to give the
keynote address, and news leaked out that at least part of
it would be turned over to Jobs, who would explain how
Next software would power the next generation of Mac-
intoshes. Meanwhile, Dr. Amelio—unlike most of the
other zillions of Ph.D.s in the Valley, he insisted on be-
ing referred to by his formal title—would presumably
outline how Apple would reclaim its viability. After a
year at Apple’s helm, the latter was eagerly awaited.

The session was a disaster. After a rousing start—Hol-
lywood star Jeft Goldblum, an Apple fan, reminded the
crowd how, in the movie Independence Day, a Powerbook
saved the world—Amelio spoke. And spoke. And spoke.
In his mumbly style, he droned on, but never really
made a case for his vision of Apple. (It was almost an
hour before he mentioned the word “Internet.”) Then
came a series of endless product demos.

Finally, he said, “I'd like to bring out a friend.” Out
came Steve Jobs, looking dapper in an Eisenhower
jacket. It was like a cloud had lifted as Jobs spoke about
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the virtues of Next. Not one of the 8,000 in attendance
could probably regurgitate any of his points today—they
turned out to be bogus, as Apple eventually ditched the
idea of using Next as the basis for its OS—but his com-
pelling style, his energy, and his implicit grasp of what
the Macintosh was and should be, made it very clear that
Prince Hal was in the room. And Gil Amelio, who shak-
ily returned to the podium after Jobs's twenty minute
stint, (and continued for almost another stultifying
hour), was looking like an already toppled king.

- So later in the year, when Apple’s bottom line was
once again threatened, it was not really a shock when
Amelio himself was given the gate. And his replacement,
at least temporarily—was Steve Jobs.

Why did Steve come back? Working on a Newsweek
story about the shift, I cast around for some answers. One
person whose opinion I made sure to solicit was Heidi
Roizen, a long-time stalwart of the Mac community;
as the CEO of the software firm that produced the
WriteNow word processor, she was one of the outsiders
who had unsuccessfully pushed John Sculley to cut prices
in the late 1980s. Out of loyalty to the Mac spirit, she had
agreed to work for Gil Amelio to help the company win
back the hearts of software developers—but ultimately
the company’s continuing dysfunction got to her and she
bowed out. Heidi knew Steve well. “No matter how fa-
mous Pixar becomes, Steve is known for Apple,” she said.
“If Apple is tarnished, Steve is tarnished.” Larry Ellison,

the head of the Oracle database company—a sort of dark-
prince billionaire of Silicon Valley—said that Apple was
like a prodigal daughter, a former homecoming queen
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now strung out on drugs and turning tricks on the mean
streets, “Steve has come back to straighten her out,” he
told me. Ellison himself had accepted Jobs’s inviation to
sit on a revamped board of directors, which included likes
of former Claris go-go CEO Bill Campbell and the leg-
endary former IBM beancounter Jerry York.

Conveniently, this shift happened just before 1997’
summer Macworld Expo, held in Boston. When Jobs
took the stage, the applause was overwhelming. He was a
hero, back from exile, and the crowd listened raptly as he
promised to bring sense to Apple’s strategy, return pride
to its employees, and change red ink to black. There
were no long product demos, no celebrity appearances—
just pure charisma.

The only jarring moment came when he announced
détente with the major power in computing. “This era of
competition between Apple and Microsoft is over, as far
as I'm concerned,” he said. Apple would now partner
with Microsoft. As proof, on the giant screen, a live
satellite feed beamed the smiling face of Bill Gates him-
self. The crowd booed. The Great Satan, in their midst!

But it was a sign that realpolitik would be mixed with
idealism at the New Apple. Things had been getting dicey
between Apple and Microsoft for the past few years.
The balance of power obviously was in favor of the soft-
ware company in Redmond, Washington. Not only was
it infinitely stronger than Apple, but the once-mighty
iconoclastic computer company as now dependent on
Microsoft applications, by far the most popular programs
running on Macintoshes. Still, the similarity between
Windows 95 and the Macintosh system sufficiently an-
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noyed Apple that the company complained, and raised
the possibility of a lawsuit. Negotiations had been stalled
during the Amelio era. But when the new chief Steve Jobs
heard about the problem, he just called Gates directly and
said, “Why don’t we get this thing resolved?”

Gates quickly dispatched his financial lieutenant,
Greg Maffei, to California. Maffei, an affable guy in
. his thirties who, according to first-hand accounts, can
quickly turn Hun-like in the midst of negotiations, was
set at ease by Jobs’s casual style. Their first meeting was
on a Sunday; both parties wore shorts. Maffei had re-
cently become a father, and was absorbed by Jobs’s de-
scription of what it was like to teach a kid to read. At
Jobs’s suggestion they strolled the streets of Palo Alto, fi-
nally sitting down outside a Baptist Church. Then they
started talking deal.

Here’s what they wound up agreeing to, with the final
arrangements made just hours before Jobs’s Macworld
speech: Apple agreed to drop its complaints about
Windows 95, and Microsoft paid Apple some millions
as a licensing fee. Apple got something it desperately
needed—continued Microsoft development on Mac ap-
plications. And Microsoft got Apple to adopt its Web
browser and its version of the Java software language—
valuable chess pieces in Bill Gates’s browser war with
Netscape and his Java war with Sun Microsystems. If the
Mac faithful complained, Jobs could dismiss those criti-
cisms as “juvenile.” The folks on Wall Street seemed to
like it, and jacked up Apples stock by a third the day
after the keynote speech.

Over the next few months, Jobs set about fixing Ap-
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ple, a company “in a death spiral,” its chief financial of-
ficer Fred Anderson told me some months later. Jobs
pulled the plug on the company’s licensing arrangement
with clone makers, who were draining profits from Ap-
ple by selling high powered, high-margin Macs. He
ended the Newton experiment. And he rethought its
marketing strategy, supervising a new ad series called
“Think Different,” featuring the images of iconic ce-
lebrities and cultural figures.

The choices reflected Steve Jobs's tastes. Bob Dylan,
Richard Feynman, the Dalai Lama, John Lennon, Jim
Henson, Alfred Hitchcock, Lucy and Desi. Gandhi.
Gandhi! Can you imagine the cheek it takes to use Ma-
hatma Gandhi for a marketing campaign? But Gandhi
was one of Jobss heroes, and he fought to get permis-
sion, both from the legend’s grandson, and from a re-
luctant Time-Life corporation, which owned the rights.
(Jobs called editorial director Norm Pearlstine to person-
ally appeal the decision.) But the campaign was directed
as much to excite the people inside Apple as its potential
customers. As Jobs explained, the message was, “This is
who we are, guys—if you don't want to be this, get off
the bus. But if you do want to do this, stay.”

But most of all, Apple needed a plan. So Steve cooked
one up. By the time I sat in the executive conference
room with him in May 1998, Steve was so familiar with
it he could scrawl it on the whiteboard as if it were sec-
ond nature. First he wrote down all the names of the
Macintoshes available when Gil Amelio was CEO. There
was the 1400 series of Powerbooks, not to mention the
190 and the 3400, and then there was the 6500 desktop



AFTERWORD 317

... when he was finally finished he had fifteen different
varieties. Now, all were gone. “Focus means saying no,”
he says. Jobs wanted Apple to have four product families:
professional customers and consumers would each have a
desktop Mac and a portable Mac. All the products
would use the speedy successor to the PowerPC, the G3
chip. The pro products were done, and now he was ready
to reveal the first Macintosh that was a true consumer
product. (The final product, he said, would come some-
time in 1999.) He went through a litany of product
specs: powerful chip, lots of memory, high-quality
screen, and an affordable price tag of $1299. Then he
lifted the veil.

It was one of the weirdest shaped machines since,
well, that strange and friendly plastic obelisk to which I
was introduced in 1984, Like that original Mac, this new
iMac was a one-piece unit, not counting the keyboard.
But whereas the former was a ultilitarian boxlike struc-
ture, the iMac was round—almost balloonlike—and
shimmered with a translucent blue gleam. The curves
were as distinct as a VW Beetle. The total effect was one
that combined a sci-fi slickness with the kitsch whimsy
of a paper cockrtail umbrella. Once you turned it on, of
course, the familiar desktop came into focus on its sharp
15-inch screen. It was Macintosh: the next generation.
And it was clear that in a coolness competition, the drab
boxes from Dell or Gateway would be stuttering at the
starting line while the iMac took the checkered flag.

Oh, and that lower-case i stands, of course, for Inter-
net. The iMac was designed not only so that a techno-
virgin could hook it up in a snap, but he or she could
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instantly, and painlessly, get connected to the Net. Just
what Apple was meant to do all along,

Over the next few days, I hung out as Steve Jobs pre-
pared for the launch of iMac. He supervised his audio-
visual team preparing the presentation with exacting, if
occasionally ruthless, care. It was clear that he was the
same finicky leader who had driven the original Mac
team to unthinkable creative heights—and the brink of
madness. He was capable of dismissing a week’s labor
with the curt, “This is a D.” But his impossible stan-
dards had also evoked creative leaps, particularly by the
team he was most proud of, those in the product design
lab. While the stars of the original Mac were program-
mers, the iMac’s featured player was Jonathan Ive, a
British industrial design wiz who not only carved out the
iMac’s shape, but chose its distinctive color, named
Biondi Blue after a beach in Australia.

The launch went off brilliancly, with the iMac win-
ning generally great reviews. The best response, though,
came from customers. Not only old-time Mac people
wanting to upgrade, but a surprising number of first-
time buyers as well as a few Windows apostates headed
to the stores or Apple’s Web site to grab this weird-
looking machine. A few months later, Jobs announced,
with all the pride of a general declaring victory, that an
upgraded series of iMacs would actually come in five dif-
ferent colors. Not exactly a world-changing event like
the graphical user interface. But people noticed. And the
iMacs kepr selling. Not only did Apple ship hundreds of
thousands of units, but for a time it was the bestselling
personal computer in the country. This success was fol-
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lowed by another triumphant product release, an equally
stylish update of desktop Macintoshes, high-speed mod-
els that pleased its customers in the graphic and publish-
ing industries.

There was still a blank space in Steve Jobs’s product
matrix: a portable computer directed towards the con-
sumer market. By the time it was expected to appear, in
the summer of 1999, Apple had enjoyed seven profitable
quarters. The iMac had not only recharged the public’s
perception of Apple, but had changed industry’s whole
idea of product design. So what was Jobs’s encore? Once
again | was summoned to that Cupertino conference
room. This time when the cover was removed from
the object on the table, I saw two gorgeous, clamshell-
shaped portable computers, one in blue, and one in or-
ange. (When I described the latter using that word, 1
was sternly corrected: the color is “rangerine.”) These
iBooks, Jobs boasted, were “iMacs to go,” with rubber-
ized cases for durability and extended battery life so stu-
dents could use them all day without recharging. Then
Jobs grabbed one of the iBooks, found an Interner site,
and began downloading a streaming video of a James
Bond movie trailer. “Notice anything?” he asked me. I
gave him the answer he wanted: “There’s no wires,
Steve.”

Jobs grabbed the blue iBook and started walking
around the long table, urging me to do the same with
the orange, er, tangerine, one. He was almost dancing as
we walked, computers in hand. The Internet feed, it
turned out, was provided by a new low-cost wireless
scheme called AirPort—one more innovation in fin de
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siecle Apple. “We're streaming Internet video without ca-
bles!” he cried. “Isn’t this why we got into this business
in the first place?”

In contrast to the iMac launch—when some skeptics
wondered about the radical design of the product and
others opined that nothing would save Apple—Jobs’s
unveiling of the iBook in New York the next week won
universal acclaim.

Jobs dropped by Newsweeks offices the day after the
launch, and we chatted before he showed our editors
some clips from 7oy Story 2. 1 wondered if he felt his
transformation of Apple was complete. His reply was
telling. “I think of it like there was this really beautiful
Porsche speedster that had been sitting out in a field. And
it got really dirty, covered with mud. You couldnt even
see the speedster any more, it just looked like this muddy
thing. And we've taken it through a car wash in the last
two years. Now its this really beautiful speedster, and
we're polishing it up constantly and putting on new tires.”

The answer reminded me of one of the slogans Steve
Jobs scrawled on a whiteboard at one of the retreats for
the original Macintosh team: The journey is the reward.
Amazingly, long after its ideas have become part of the
foundation of modern computing, the Macintosh itself
is continuing its journey. “Apple was started with the
core mission and vision to bring incredibly great com-
puters to people,” Steve Jobs told me. “We've come full
circle—we're back to that.”

Incredibly great? Uh, Steve, don't you have another
term for that?
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The creation of the Mac in 1984 catapulted America into the digi-
tal millennium, captured a fanatic cult andience, and transformed
the computer industry into an unprecedented mix of technics, eco-
nomics, and show business. Now veteran technology writer and
Newsweek senior editor Steven Levy zooms in on the great
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