


















































































































































































































































macintosh... the naked truth!

helped them if (insert angelic bell sound effect here) “only they’d
listen.”

This is exactly how you'll feel about Apple. Trust me. You'll see
them introduce a product, or start another artsy ad campaign, or
do one of the million things they do without thinking 30 seconds
into the future, and you'll want to pick up the phone and call Apple’s
management and say, “Wait! Stop! You’re about to make a huge
mistake!” But Apple won't take your call. Why? Because Apple knows
better. This is why, according to a study released by the American
Board of Unnecessary Stress, Apple has now officially replaced
teenagers as the leading cause of premature gray hair in adults aged
35 to 40.

You see, here’s the problem. Take a company that makes refrigera-
tors—we’ll use Amana for example. I'm sure Amana is a fine com-
pany, and I'm sure they make a fine product. But I have to be honest
with you—if Amana went out of business, I'd certainly feel bad for
the people who work at Amana, but outside of that I really wouldn’t
care. When it came time to get a new refrigerator, I'd get a Kenmore,
a Maytag, or a Whirlpool. Now, my refrigerator keeps my food cold
and fresh, and I need food to survive (apparently, quite a lot of it)
and so because my refrigerator is actually tied to my survival on
some level, you'd figure I'd be an Amana fanatic. I'd be tracking
Amana stock daily, checking out any breaking news on the Web
about Amana, and if Amana should introduce a model of refrigera-
tor I don’t particularly like, or feel they shouldn’t have introduced,
then I'd be heading straight for an online newsgroup to join with
other Amana refrigerator fanatics where we’d all collectively give

Amana a good tongue-lashing for doing something so dumb. It
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sounds crazy doesn’t it? It does when it’s a refrigerator (even though
my refrigerator is often the source of much happiness in my home,
especially the freezer section where I keep the ice cream).

So why is fanaticism about Apple okay, but silly when it’s about
Amana? It’s because (and again, nothing against Amana), Amana
makes a refrigerator that is more or less pretty much like all other
refrigerators. An example would be that Dell makes a PC that’s pretty
much like a Gateway or an HP. They essentially do the same thing, in
essentially the same way.

Whether you buy a Gateway, HP, or Dell (customer service issues
aside), your computing experience is going to be almost exactly
identical. In fact, if you hid the computers behind a desk and
attached three identical monitors, one to each machine, it would be
virtually impossible for the average person to look at the monitor
and tell you whether the image they saw on that monitor was being
powered by a Dell, a Gateway, or an HP. Same thing with a milk
carton from any refrigerator—if I poured three glasses of milk, and
each glass had the same brand of milk (think Windows here), there
would be no way for the person drinking one to say, “Oh, this milk
definitely came from the Kenmore” (although someone at Kenmore
may take issue with that). All three are the same experience—cold
milk from a good refrigerator.

Well, that’s what’s different about Macintosh. It’s not the same
experience. It’s different. Vastly different. Although at first glance
someone who has never used a Mac might think Macintosh and
Windows are very much the same (they both use icons, control
panels, a trash can/recycle bin, etc.), ask anyone who has switched
over to Macintosh about what a HUGE difference there really is.
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After all, since there’s easily 10 times more software for the PC,and a
much larger hardware selection, and PCs are cheaper to buy, and
they’re available virtually everywhere, why in the world would
someone leave all that? There must be a reason! There is, and that’s
why every year, thousands of PC users “jump ship” and come over to
the Mac. It’s not just because it’s easier—they already know how to
use a computer—they’re already PC users, so there’s got to be
something more. There is, but explaining the difference to a PC user
is like trying to describe the color blue to a blind man. You really just
have to use one to know, and shortly after you do, and if you use one
long enough, I guarantee you'll start to criticize Apple’s management,
you'll get numerous ulcers, and eventually your hair will start to turn
gray. The amazing thing is—it’s all worth it (okay, not the gray

hair part).

Thus far we’ve looked a little bit at what’s going to happen to you,
and why it’s going to happen to you. But now I have the task of
telling you how it’s going to happen to you (at least, from a historical
perspective; but at Apple, history continually repeats itself), and how
to handle it in a way that keeps you from gobbling Zantac like
peanut M&Ms.

What’s going to happen:

You’re watching TV one night. A commercial comes on, and you
don’t really pay much attention to it, because it’s stupid, makes no
sense, and you can’t even figure out what the ad, is trying to sell. You
figure it’s either (a) a cellular phone ad, (b) the last of the “dot com”
ads, or (c) a perfume/cologne ad. But then at the very end, you see
the Apple logo and the words “Think different.” You say the same
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thing that the Super Bowl TV announcers said immediately after the
ad aired introducing the original Macintosh back in 1984: “What the
hell was that?” You'll follow it up with “That was an Apple ad? I don’t
get it. Nobody’s gonna get it. How in the world would a Windows
user see that ad and want to switch to Macintosh? That absolutely
sucks!” You’ll go on and on until your phone rings. It’s one of your
Mac buddies: “Did you see the Apple ad? What a piece of crap!” That
same scenario is playing over and over again, all across the country,
as outraged Mac fanatics call one another to express, well...their
outrage. This is the way it’s always been.

Actually at this point in time we’re lucky. The agency that Apple
has been using for the past few years is TBWA/Chiat Day, and I
have to say, in my opinion they blow away Apple’s previous agency,
BBDO. In fact, I don’t think you can compare the two. Overall, I
think TBWA has done a pretty darn good job.

So now that Apple has changed agencies, but there are still some
very funky ads, you realize the problem must not be at the agency—
it’s with Apple management. After all, Apple has to approve the ads.
TBWA/Chiat Day doesn’t just secretly produce and run ads and then
send Apple a bill, so I place the blame for ads that make you go
“Hmmmmm?” squarely on Apple. Especially back in the old days
with BBDO.

I remember an ad that got me so mad it made me seriously
question my allegiance to Apple. In a hopping mad editorial I
subsequently wrote in Mac Today, I called the ad “The $1,400 alarm
clock” After seeing it air on TV, I wrote in the magazine, “...four
well-respected top Apple executives are now gone, but amazingly the
executive in charge of Apple’s domestic advertising is somehow still
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there. It’s more than amazing—it has to be a merciful act of God,
because I can’t imagine that anyone with a brain larger than a
hamster’s would buy a Mac after seeing that ad.”

The 30-second spot featured a shot of a 12-year-old boy asleep in
his bedroom one morning. Suddenly, his Mac “goes off ” like an
alarm clock and plays an MTV-style QuickTime movie yelling at him
to “Wake Up!” The kid finally wakes up, stumbles over to his Mac,
hits a key (presumably a computer snooze button), and the annoying
QuickTime movie stops. Then he falls back into bed to catch a few
more Zzzzzz’s. Apple logo. The end.

What could Apple have been thinking? Did they really believe that
parents would think, “Hey, that’s great! I'll spend $1,400 (that’s what
they cost back then) so my kid can wake up to a QuickTime movie!”?

At the same time, Microsoft was running a series of ads showing
two teenage girls using Microsoft Encarta on their PC to help them
study. It showed movies (of bacteria splitting) on their computer,
with the background info of Botticelli’s The Birth of Venus, and the
kids laughing and quizzing each other back and forth. Now, I could
see how parents watching that Microsoft ad might think, “Hey, [
wonder if buying a PC would make studying more fun for my
daughter.” But I just can’t see how that Apple ad would sell even one
unit, where a parent had a role in the buying decision (and at $1,400,
I imagine most 12-year-olds are going to have to lean on their
parents for computing cash).

What else can you expect in Apple-approved ads? Traditionally, in
Apple ads you can expect to see an awful lot of the outside of a Mac.
Shots from the front. Shots from the side. The Mac rotating on an
unseen pedestal, but you'll see little of the Mac’s screen, and its
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amazing software in action. For some reason, Apple has this thing
about showing the outside of the Macintosh (which looks nice),
rather than the Mac software (which is what really separates it
from a PC).

Don’t get me wrong, Macs are hands-down the best-looking
computers on the planet, and I love the way they look. But unfortu-
nately, that’s not where the magic of the Macintosh lies. The thing
that makes people fall in love with their Macs is the operating
system. That and the fact that to this day, it’s still the only real plug-
and-play platform. Here’s what I've always felt: Our machine looks
better than their machine, but that’s just not enough to get most
people to switch platforms. But show them things that the
Macintosh can do that their computer can’t do, and now you've
given them something to think about.

Show them parts of the OS that are better, that are more powerful,
that are more fun, and that make using the Macintosh something
really special. Show how to install a font, connect a printer, or do one
of the myriad of things that a Mac does faster, easier, and better than
Windows does to this very day. Make people watching at home think
“Hey, that Macintosh looks pretty cool.” If Apple could do that, then
we’d stop yelling at the screen (and PC users might give Macs a
second look).

Apple did give viewers a quick glimpse of the power of Macintosh
software with their iMovie ads for the iMac. Mind you, they could’ve
blown people away with the ads, but they decided to show the
software for a few seconds, and then the outside of the computer for
the rest of the time. It drives me nuts. A Macintosh is not just the
outside of the box; it’s the combination of the software and hardware
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that makes a Mac. The box itself is just a good-looking plastic
enclosure that holds the best operating system ever.

Here’s the problem in a nutshell: Mac fanatics want hard-hitting
ads. They want ads that show the power and wonder of the Mac,
and they feel if Apple can come up with those, it will make all the
difference. I've been watching Apple ads for more than a decade, and
as best as I can tell, Apple hasn’t had a lot of those (and they’ve had
every opportunity to achieve ad greatness).

For example, when Apple introduced the G4, it was so fast that the
U.S. government classified it as a supercomputer, which meant that
the Pentagon would automatically put restrictions on which foreign
governments could buy one. That’s the kind of marketing bonanza
most companies dream of.

So Apple created a TV spot that could have been an absolute
home run, if they had changed just one thing (as you'll see in a
moment). The spot starts with military music in the background and
a close-up of the G4 tower. A military-sounding narrator says, “For
the first time in history, a computer has been classified as a weapon
by the U.S. Government.” As he says this, a tank’s treads pass behind
the G4. The narrator continues, “With the power to perform over 1
billion calculations per second, the Pentagon doesn’t want it to fall
into the wrong hands.” As this is happening, U.S. Army tanks move
into position around the G4. The voiceover continues, “As for
Pentium PCs, well...they’re harmless.” As the camera pulls back, the
G4 is surrounded by five tanks, with their gun turrets pointing
outward as if they’re protecting the G4. The spot ends with the
standard closing: Apple logo and “Think different.” Sounds pretty

cute doesn’t it? I have to admit, it was very well produced too. The
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only problem? PC users didn’t get it. Everyone I talked to about the
ad thought that the whole concept wasn’t serious, because the ad
called it a weapon. I explained that it was the truth, and the reason
that it was considered a “weapon” was because of its speed; it was
the first personal computer officially classified as a “supercomputer,”
and therefore it couldn’t be sold to unfriendly foreign governments.
Then they immediately “got it” and said (I'm paraphrasing here)
“Wow, is it really? It’s that fast?” Every PC person I talked with about
it had seen the ad (Apple ran it on virtually every prime time show
for weeks), but not one of them “got it,” until that moment. Just one
word changed, and it goes from big miss to huge hit! That was one
expensive word.

So, does Apple ever have a good TV ad? They’ve had a couple.

I thought their ad touting the fact that the Mac was immune to the
Y2K bug was outstanding. It featured HAL, the computer from 2001:
A Space Odyssey. It was very clever, kept you watching, and most
importantly it really made its point. So what’s not to like? Apple ran
it only once—during the 1999 Super Bowl. If you missed it,
well...you missed it. This ad should’ve been running in prime time
for weeks, but no such luck. They took one shot, and if the message
didn’t get out, well, too bad (too bad for us, anyway).

The one ad I would have to say was a home run (besides the
award-winning “1984” ad that introduced the original Macintosh, of
course) was the ad with a snail carrying a Pentium chip on its back,
set to old-time music. You didn’t need to say a word—the clever
visual said it all, and helped (for the first time ever) to really start to
put to rest the misconception that Macs are slower than PCs.
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Why it happens:
Apparently, only companies like Dell and Gateway are allowed to run
hard-hitting computer ads.

What'’s going to happen:
Apple makes a marketing decision that defies simple logic.

For example, how about naming OS 10 “OS X”? It was a cool
name. Until Apple had to release a maintenance upgrade shortly
after OS X’s release. Now, what were they going to name it? “Mac OS
X.1?” Of course not, because X is a Roman numeral, but 1 isn’t. So,
Mac OS X become OS 10.1 in no time.

Seriously, who thought naming it OS X was going to be a good
idea? When it was introduced, most people I know called the original
release OS X (the letter “X”) because that’s exactly what it looks like.
Besides, Apple had never used a Roman numeral before to name an
OS, so why would they change it now? Also, every time it appears in
print, it appears as an “X,” unless Apple could somehow convince the
media to include the tag line “Oh, by the way, that’s the Roman
numeral Ten.”

Once the maintenance release came, any branding Apple might
have built with the OS X name was gone, because then there was a
new operating system called 10.1. This is the stuff that keeps me up
at night.

This isn’t the first time Apple made me scratch my head over a
marketing decision (and I'm sure not the last). Perhaps an even
bigger marketing bungle, only because it continued for so long, is
the fact that the Apple logo appeared upside down on every open
PowerBook and iBook for years.
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Now think about it—why is there a big ol’ Apple logo on the back
of every PowerBook? Why else? It’s advertising for Apple, and why
not? Having a big Apple logo on the back of the PowerBook makes
perfect marketing sense. It’s having it appear upside down when in
use that is totally and utterly senseless.

Imagine how frustrating this must be for the department at Apple
that handles product placement (getting Apple computers on TV
and in movies). They got placement deals in huge theatrical hits,
such as Independence Day, Mission Impossible, and Jurassic Park, and
every time you saw a PowerBook in use on the big screen, you saw
the Apple logo upside down.

Now, could you imagine a company like GM, Disney, or Pepsi
putting their logo on a product so that when its in use, it appears
upside down? Worse, could you imagine these companies paying to
have their upside-down logo appear in a movie? Of course not, but
somehow Apple let this go on for years. Now, want to really get your
mug frosted? Check this out: When introducing a new updated
model of the G3 PowerBook, Apple decided to do a very cool
thing—they backlit the Apple logo. Very cool! But can you believe it,
they left the logo upside-freakin’ down! I just couldn’t believe it.

Apple finally flipped the logos right-side-up when they introduced
the second round of iBooks, and on the G4 Titanium PowerBooks—
which could be nothing more than an admission that leaving them

upside down for years was whacked.
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What’s going to happen:
Apple’s going to introduce a product that makes no sense to you, like
the Cube, and you'’re going to go off like a Roman candle.

What to do about it:

Nothing. Don’t get upset. Just “let it go” and continue living life as
you always have. When Apple introduced the Cube, many Mac
people lost their minds. These users attacked it head on—in the
press, on the Web, on upturned boxes in the town square, with a
vengeance I've not seen before or since. What happened was
simple—Apple introduced a new machine for a specific market:
trendy, looks-conscious executives, and upscale home users, both of
whom would appreciate its very small size, near-silent operation, and
lack of the clutter normally associated with having a computer on
your desk. This new Cube was an engineering marvel. It won award
after award, but that couldn’t save it from the wrath of angry Mac
users who acted as if Apple had announced, “This new Cube will
replace ALL Macintosh models from this point forward” (which they
certainly didn’t). I think the main reason they did it wasn’t because
the Cube was so bad, I think it was because it just wasn’t what they
wanted. They wanted a 17" iMac, but what they got was the Cube, so
they beat it into the ground, and before long Apple had a warehouse
full, with no buyers. This is called “Shooting ourselves in the foot.”

I think of it this way: If I own a Ford Taurus and Ford introduces a
Taurus Wagon, what do I care? Even if I'll never buy one, it’s just
another model in the line—it doesn’t affect me. But what happened
to the Cube is that it fell victim to our overzealousness to nail Apple
on a product we (Mac fanatics) saw as a mistake. In effect, we “killed
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the Cube” even before Apple had a chance to. I can’t blame the fans
because they felt very strongly about the Cube—they feel strongly
about everything Apple-related, and it’s those people (you, me, we,
they) that have kept Apple in business in spite of Apple management.

Now that cooler heads prevail, my previous advice stands—if
Apple introduces a product that makes no sense to you whatsoever
and you feel it’s a huge mistake, just “let it go.”

What’s going to happen:

Apple will show off a new look for its operating system so far in
advance of its shipping that when it does finally ship, it looks dated.
Worse than that, since they “tip their hand” on the new look, some
slick software designers will almost immediately come up with
appearance schemes that will make your Mac look exactly like the
“unreleased” operating system today, even though the real thing may
not be shipping for a year or more (if ever).

It’s happened more than once. Years ago Apple was working on a
new operating system code-named Copland. They gave the press a
preview of its cool new look and before you knew it, it was on the
cover of every Mac magazine on the planet. Within a few days of
those magazines hitting the newsstands you could go on AOL and
download similar-looking icons and fonts, and within a couple of
weeks there was a shareware control panel you could download to
give your old Mac the new look, just by installing the control panel
and rebooting.

As it turned out, most of the cool look of Copland never material-
ized when they shipped Mac OS 8 (which is what happened in place
of Copland), and even if it had, everyone’s machines had the
Copland look for a year before that. The look was “played.”
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You'd think Apple would have learned from this mistake, but it
happened again, years later, when they showed off the interface for
Mac OS X. People were able to come up with Appearance Schemes
that were even easier to implement than the Copland Schemes,
because of Apple’s Appearance Control Panel, and within about 30
seconds, your Mac, running OS 8.6, 9.0, or 9.1, suddenly looked like
Mac OS X, right down to the folder icons, status bars, buttons, and
all. So, when you finally upgrade to Mac OS X, the look is nothing to
get excited about—it’s old hat.

What to do about it:

Don'’t use these Appearance Control Panels that mimic the upcom-
ing system because it will take away a big part of the fun that a major
upgrade offers—the look and feel.

What’s going to happen:

When Apple doesn’t really have a new look for one of their existing
designs and it’s time for Steve Jobs to make a big splash at the
Macworld Expo keynote, Apple will change the color slightly on an
existing computer, when you were hoping and praying for a cool
new design.

What to do about it:
Get used to it. In the absence of real innovation, brightly colored

plastic will apparently step right in.
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What’s going to happen:

Apple is going to introduce so many different models that it

will become nearly impossible for you to tell a friend which model
to buy.

Here’s how history has begun to repeat itself: When Steve Jobs
came back to Apple, one of his big gripes was that there were so
many different Mac models, it made it incredibly confusing to the
buying public (not to mention salespeople, the press, even Apple
employees). So Steve slashed the product line almost immediately,
but his real stroke of genius was to replace the entire low-end
product line with just one unit—the iMac.

It was brilliant. If you wanted an iMac, you just went to the store
and said, “I want an iMac.” You didn’t have to worry about which
iMac you wanted because there was only one model. It worked
astoundingly well—finally, consumers knew exactly which Apple
model they wanted. When Steve introduced the five different iMac
colors, it didn’t create confusion—it created choice (and a headache
for all of Apple’s competitors). The beauty of his plan—it was still
just one model, but now you had your choice of colors, and people
absolutely loved that. In fact, it changed the whole PC industry,
which rushed to try to emulate Apple’s transparent plastic colors.

Ah, but you knew that kind of success couldn’t last forever. Soon,
Apple started introducing “Special Edition” iMacs, and DV iMacs,
and iMacs with a different set of colors, and a different set of specs,
and before long the model confusion that the iMac was supposed to
eliminate was brought back with a vengeance. To this day, I'd have to
do some serious research about which iMac model to suggest for a
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friend, because ’'m not sure which configurations are available, and
once we do figure out which configuration is right for them, then we
have to see if Apple offers it in the color they want, because not all
colors are available for every configuration. The result: Product

confusion is once again the order of the day.

What to do about it:

If you want an iMac, be flexible and don’t get mentally married to
one color scheme, because when you find the configuration you
want, it’s probably not available in that color.

What’s going to happen:
Apple will suddenly change their mind about just about anything.

For example:

Apple has a history of creating a product, getting lots of people to
adopt it, and then suddenly, without warning—it’s gone. For ex-
ample, remember those really cool-looking Apple Studio Displays
that I mentioned earlier that had a clear case? The one Apple intro-
duced at the same time as the Cube? I personally thought that they
were the best-looking monitors Apple had ever made. Which was
why I was so surprised that Apple discontinued them (Apple now
sells only flat-panel monitors).

This discontinued beauty wasn’t a big seller because of (don’t get
me started again) its nonstandard connectors. But my point is—one
day it’s there—for sale at the Apple Online Store—the next day it’s
gone forever.
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Another instance of Apple changing its mind happened back
when Steve Jobs first returned to Apple, and he decided to pull the
plug on “Mac clones.” That’s right, you used to be able to buy a
Macintosh from companies other than Apple (Gasp!). You could buy
them from Motorola, UMAX, Power Computing, and a couple of
others, but Steve thought that the Mac OS licensing deal put together
by his predecessors amounted to a bad deal for Apple, so he “killed
the clones.” Mac users pitched a royal fit, but really, what could they
do? Steve’s a moving target. (And a billionaire, which probably
means, like all billionaires, he has a mob of evil henchmen who wear
black berets and striped soccer shirts, and they hang out in his secret
hidden lair asking questions like “Whatda we do now, boss?”)

Another popular Apple product was quietly laid to rest when
Apple stopped producing printers. Apple was in the printer business
big-time for years, with Apple LaserWriters (remember them?) and
StyleWriter inkjet printers, then just a few years ago they quietly
slipped into the night. Here one day, gone the next.

Another case of Apple changing their mind was introducing
dual-processor Macs at Macworld Expo and then, shortly thereafter,
discontinuing them; and then at the following Macworld Expo,
reintroducing them yet again. Was it a chip shortage or a brain
shortage?

You can go back and dig up other instances of Apple introducing a
product and then smothering it with a pillow when nobody’s
looking. Remember the cool-looking QuickTake digital camera?
Went away without much fanfare. Also, the Newton, Apple’s shot at a
handheld PDA that could be held only by people with very large
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hands, and a shirt pocket the size of a pillow case. But honestly, the
Newton going away was more of a mercy killing.

To give you an insight into why the Newton failed, look to Apple
management. Their research showed that the reason some people
didn’t use computers is that they were intimidated by them. As they
dug a bit deeper, their research showed that what intimidated them
most was the keyboard, so Apple came up with the first real PDA,
which used a pen instead of a keyboard. The idea was that it would
recognize your handwriting. That was the idea, but in reality I never
found a person’s handwriting that it really recognized. You would
write “Meeting with Dan at 8:00 a.m. on Wednesday,” and the
Newton would interpret your handwriting as “Neblock chee ponri
60 ham.”

In addition to the fact that it possessed the handwriting recogni-
tion capabilities of a squirrel, it was so large that Apple recom-
mended seeing a chiropractor within 24 hours of carrying it to your
car. But the biggest problem wasn’t its shortcomings—it was the
people who bought it. Instead of all these “I'm-intimidated-by-
computers” people buying Newtons, you know who bought New-
tons? Mac users (of course). That’s right, the people who bought the
Newton were primarily people who already owned computers—
Apple computers.

The Newton never caught on with the intimidated general public
it was originally designed to attract. As subsequent versions of the
Newton were released, the Newton got somewhat better. (I know
what you’re thinking “They introduced subsequent versions?”)
Absolutely. They had to. They invested more on the development of
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Newton than the gross national product of Finland, and they had to
earn it back, even if it meant spending even more and more money
and Apple’s CFO passed out cold.

What did Apple management learn from this experience? Apple’s
product research needs some serious work, because what their
research failed to uncover was this: People didn’t really want a
computer they could hold in their hand (which is essentially what
the Newton was); they wanted an address book/to-do list/calendar
they could easily fit in their purse or shirt pocket. Palm figured this
out, and the rest is, as they say, history.

One product that really was a beauty, and is still popular with
some longtime Mac fans, was the PowerBook 2400c. What makes
this long-discontinued PowerBook remain in demand by some
today? It was a sub-notebook. Although Apple never called it a sub-
notebook, it was a small, super-thin unit that makes today’s iBooks
and Titaniums look huge in comparison. I had forgotten how small
they were, but I was in L.A. teaching a seminar, and one of the
attendees sitting in the front row was taking notes on a 2400c, and
between classes I went over and checked it out. I was amazed all over
again. It’s so small, so thin, that I can’t believe Apple hasn’t been able
to come up with a sub-notebook since.

What to do about it:
Know that whatever product you buy, Apple is likely to change their
mind about it at some point, no matter how committed they may

seem to be at its introduction.
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What’s going to happen:
Apple will try to introduce another consumer product.

For example:

Every so often, Apple decides to try to introduce a consumer prod-
uct. Do you remember hearing about the Apple Pippin game
machine? It was another of Apple’s ill-fated attempts to go outside
what they do best: to create a product that yet again, only Mac users
will buy. The general public doesn’t buy stuff from Apple. Mac users,
the Mac faithful, and fans of Apple buy products with the Apple logo
on them, and that’s pretty much it.

It was back in 1996 when Apple tried to launch this product,
which would connect to a TV set and let you play games and surf the
Web with (get this) a 14.4 modem. Development started in 1993, and
Apple spent a boatload of time and money on this new game box
named Pippin (a name that, if uttered on the local playground,
would surely get your butt whipped), and although it never made it
in any numbers as far as the U.S., I understand that Apple did ship
more than 20 units in Japan, where it was first introduced. Let’s
see...an Apple game machine, coupled with a 14.4 modem, going up
against Nintendo, Sega, and Sony PlayStation? Good plan!

Apple also came up with a cool-looking, all-black, portable CD
Player called the “Apple PowerCD” (long since gone), and an online
service to compete with AOL called “eWorld” which evaporated after
about a year due to severe lack of interest (although it was beautifully
designed).
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For some reason, even with its track record on marketing a
consumer product, Apple just can’t stay out of the consumer pool,
and they introduced the iPod (Portable open database). It’s a slick-
looking, small, MP3 music player with a FireWire connector, that lets
you download MP3s from your Mac into your iPod in seconds and
take your tunes on the road. Of Apple’s consumer products, I would
say this is clearly their best effort yet, but when Apple introduced it,
they ensured that only Mac users would buy it (like all Apple “con-
sumer products” before it) by releasing only a Mac-compatible
version—although they announced that a PC-compatible version
was “in the works.” In the meantime, other companies started
introducing software so you could use a PC with the iPod. Therefore,
when Apple finally introduces their PC version, it may already be
“old news.” How will the iPod fare? Well, every person that I know
personally who has bought one, to this day is (you guessed it) a
Macintosh user.

What to do about it:

Don’t get sucked into the initial rush to buy the cool new Apple
product. Sit back, relax, and see how it shakes out after a few months.
If you're afraid the product might get discontinued, and that you'll
be “stuck holding the bag,” I hate to say it, but history is on your side.

What’s going to happen:

Apple will try to sell Macs using a new method that seems like a
good idea at the time; but then it will hit the ground with an enor-
mous thud.
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For example:

For years and years, when people bought Macs they bought them
from Apple dealers of one sort or another (a local reseller, authorized
mail order dealer, etc.). Then Apple decided to open the floodgates
and let virtually anybody sell Macs: Circuit City, Best Buy, Sears,
Montgomery Ward (before they went under), Office Depot, Staples,
and I even saw them for sale at Sam’s Club (owned by Wal-Mart).

It was great that Macs were available all over town for a while, but
the common complaint from Mac users was that the Mac sections of
these stores were often (okay, usually) in total disarray. Macs were
turned off, broken, or otherwise inoperable, and the Mac sections
often looked so abandoned that most of us thought those sections
were probably doing Apple more harm than good.

It was a fairly common practice for some Mac fanatics from the
local user group to get together on a Saturday and go to every Sears,
Circuit City, Office Depot, etc., and quietly fix up the Mac section.
They would restart all the computers, start the self-running demos
on all the machines, and generally clean the place up and make it
look respectable. They usually had to do this on the sly because
as a general rule, the Mac department was staffed by—that’s right—
PC users.

If you walked in and pointed to the Mac you wanted, knew exactly
the peripherals and extras you wanted, and didn’t have any questions
for the salesperson, you stood a reasonable chance of getting out of
the store with a Mac. However, if you asked any questions, or showed
the slightest bit of hesitancy, the PC salesman would say something
like, “Are you sure you want a Mac?” or one of a dozen statements

that would make the potential Mac person feel that they were
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making a mistake. Since the PC salesperson knows PCs inside and
out, he/she would gladly steer you over to the PC section, and out
you go with a Compaq Presario, when you came in asking

about Macs.

Luckily, Steve Jobs learned of this Mac retail graveyard, yanked
Macs out of just about every big chain, and started the very success-
ful “Apple Store within a Store” concept with nationwide computer
retailer CompUSA.

After the success of that, Apple is now quietly showing up back in
other stores, like Circuit City, so expect the cycle to continue.
Incidentally, I was in Circuit City last week, strolled over to the iMac
section, and a PC salesman came over and asked if he could help. I
just left (at least the self-running iMac demo was up and running).

Apple came up with another scheme for selling Macs, which
would help with the fact that there were (at that time, around 1995)
so many Mac models, even Apple employees couldn’t keep up with
which were which.

The idea was to create a line of Macs specifically for home users
called the Performa line. This was an Apple marketing masterpiece
(read nightmare).

Apple created this entire line for home users, and included free
software for home users. The problem was that they would sell a
model with virtually the same hardware features and overall look to
business users, under the name Power Mac. What ensued was
marketing chaos, with consumers constantly asking, “Well, what’s the
difference between the Performa 6110CD and the Power Mac 6100?”
Under the hood, there was little difference, if any, but the perception
was that Performas were less powerful, basically for kids and parents;
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and the real power was (of course) in the Power Mac line (even
though inside they were identical machines). In fact, sometimes the
Performa machine was a better price than its Power Mac counterpart
with the same specs, but again the perception was that Performas
were less powerful, and, in my opinion, it pretty much doomed the
line. Not to mention the fact that although the Performa line was
designed to help consumers choose the right Mac, Apple almost
defied them to try, by introducing more than 70 Performa models.

As badly implemented as the Performa concept was, the height of
my embarrassment as a Mac user came during this era in late 1996,
when Apple decided to produce a late-night TV infomercial to sell
Performas.

The plot centered around a family considering buying a computer,
but the burning question is “Will they use it?” Dad buys a Macintosh
Performa, and gives them a week to see if they will indeed use it. Of
course, they all use it daily, and it changes their lives forever. Yes, in
just one week these seemingly ordinary people’s lives were trans-
formed: Dad makes money in the stock market, Mom designs
greeting cards on her Mac and markets them to a huge greeting card
company, and the son’s math grades go up. But it’s Grandpa who
really comes out the winner (as you'll learn in a moment).

Grandpa’s fortunes change as a knock is heard at the door and the
“apparently-desperate-for-human-contact” family all race to the
front door simultaneously. They open it, and there stands an attrac-
tive, well-dressed older woman. Grandpa asks, “Are you Rose?” She
smiles and replies, “Yes,” and Grandpa says, “Come in, come in.” The
family seems a bit stunned that Grandpa, who probably hasn’t been
out of the house since the late 1950s, suddenly has a female visitor.
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Finally, Mom breaks the awkward silence and asks, “Grandpa, how
did you two meet?” He replies, “We met online in the opera lover’s
forum” (Dear Lord, Grandpa is cruising for chicks in chat rooms).

It gets worse.

Just after the family met Rose and she stepped into the house,
there was a moment where I started laughing so hard my wife almost
had to initiate CPR. Now get this: Once inside, Rose looked at
Grandpa, and the first words out of her mouth were, “How much
RAM do you have?” I almost died. I'm certain I at least blacked out
more than once. I had almost caught my breath when Grandpa
answered, “Eight meg,” and Rose turned on a big smile and said,

“I knew you were a power user.” (I swear, 'm not making this stuff
up.) I was rolling on the floor, laughing uncontrollably, fading in and
out of consciousness for about 20 minutes. I couldn’t do anything
with a straight face for an entire week.

The infomercial, from top to bottom, was abysmal by anyone’s
standards, worse than an episode of “The Facts of Life.” The acting
was painfully bad, the dialog could only have been written by the
collective talents of a third-grade class, and the premise of the
infomercial was as well thought out as the idea to offer Performa
models in the first place.

I can only imagine that after this infomercial aired, Apple manage-
ment had to add extra security personnel and bodyguards to keep
longtime loyalists from stringing them up by their heels. I never saw
another Apple infomercial, and that’s sad, because even though I'm
confident it didn’t sell one single unit, I have to say, I had one hell of
a good laugh.
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What’s going to happen:

Apple does something that makes you wonder, “Didn’t anybody
think about this, or test this, or give this at least 30 seconds of
thought?"

For example:

When Apple shipped the original iMac, the mouse that they shipped
with it could only be described as “designed by Microsoft.” It looked
good—it just didn’t work worth a darn. Take away its good looks,
and it’s what you would imagine a Soviet-era mouse would be like—
clunky and awkward. It was shaped like a hockey puck (which
should have tipped somebody off), and because it was perfectly
round, you never knew which way was up when you grabbed it.
Each time you did, your pointer would move in some weird direc-
tion for a moment or two, until you could straighten it out. It really
made you wonder, “Did anybody ever test this thing?”

How popular was this hockey-puck mouse? Third-party vendors
almost immediately began creating slip-on covers you could put over
your heinous hockey puck to make it work like a regular mouse. This
mouse was an affront to humanity, and most companies would have
immediately replaced it with something better. After a million or so
iMacs had been sold, and people all over the world were cussing their
hockey pucks, Apple did introduce a new optical mouse, which I
must admit looks and works beautifully. However, I still see these
hockey pucks almost daily, usually with a plastic add-on cover to
help hide Apple’s shame.
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Another thing that makes you wonder is why, after all the years of
having the advantage of starting your computer from your keyboard
(which is a Mac-only advantage by the way), Apple starts shipping
keyboards with no “on” button. Well thought out.

Another dlassic example was the batteries on the old PowerBook
5300 series. After a while, some caught fire. That’s usually not
considered something that users enjoy. A little extra testing might
have uncovered that “special hidden feature” but hey, what’s a little
fire between friends, eh?

Another one that seems to drive a lot of people crazy is that you
can’t count on the connectors that you need will be on the Mac model
you need. For example, now most Mac models come with FireWire
standard, but even a year or more after Apple introduced FireWire,
only certain models had it, and if you bought a Mac without doing
your research, and just assumed it had FireWire connectors, well, it
might not.

Some models have connectors for video projectors, and some
don’t. It’s a connector crapshoot. Why can’t all Macs come with the
same connectors? That would be too easy (and making the connec-
tors different here and there, is what Apple management does
for fun).

What’s going to happen:

Someone that really cares about Apple is going to say something
about Apple management that really strikes a chord with you, and it
will stick with you for years to come.
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For example:

I was sitting in the audience for a keynote address by longtime Apple
evangelist Guy Kawasaki at the Sunbelt Graphics show in Atlanta
back in 1995. The theme of Guy’s keynote was taken from his clever
and inspiring business book, How to Drive Your Competition Crazy.
He used some of the great things that Apple had done over the years
to “drive its competition crazy,” but he let the audience in on how he
really felt about Apple when he said this: “Apple management. It’s an

oxymoron.” It stuck with me.
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CHAPTEHR SIX

CompUSA:
Your own
private hell

ou can avoid it for as long as possible. You can

pretend it doesn’t exist, or look the other way when you
drive by it, but sooner or later, it’s going to come into
your life, and it’s going to mess you up, but good.

That’s right, one day you’ll be stressing on an important project
for work. As usual, you're on a tight deadline, and sure enough, your
printer will start to run out of ink.

Oh, you'll try to hurry and print out the last few pages, but when
ink cartridges start to run out, those babies go dry at warp speed,
and before you know it, you're faced with a real-life Macintosh
dilemma. You can’t call a catalog company and have them ship you
an ink cartridge overnight—you need to print out this project today.

You need an ink cartridge right now, and you shudder as you realize
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that the day has finally come. You're going to have to go back to your
local CompUSA store (which you dutifully avoided for nearly a year
and a half), because you know that they have the replacement
cartridge you need.

Now, why would going to CompUSA be such a traumatic event
that many Mac users do their best to avoid it? Is CompUSA a bad
store? Are the prices outrageously high? Is their service outrageously
bad? Are they just plain mean people? Absolutely not. CompUSA is a
great store. That is, unless you're a Mac person. Then it becomes
your own personal hell.

It’s because CompUSA is the most startling visualization of how
incredibly small Apple is in the overall computing world. It’s 44,000
square feet of “you can’t have this!” and “this isn’t for you.” But
tucked away in the back corner of the store, strategically located as
far from the front door as humanly possible—so far away from the
cash registers that it’s in a different ZIP code, is the “Apple Store
within a Store.” That is your destiny.

It doesn’t hurt to pack a light lunch and wear comfortable shoes,
because it’s going to take a while to get there. You'll see many fallen
comrades along the way. Other Mac users just like you, some still in
their Apple T-shirts, sprawled out in the aisles, too exhausted to
continue—too humiliated to turn back. Some will be clutching
empty ink cartridges, while others will be holding a broken USB
cable from their keyboard, but they’re just too weak to go on. Sure,
you promise to come back to get them, but you never do. At closing
time, the assistant managers drag them by their ankles out to the
street, where they collect, until their families come back from
the shopping mall to pick them up. They’ll return to fight, yet
another day.
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If you reach this “pot of gold at the end of the rainbow,” you’ll be
faced with a harsh reality akin to looking behind the curtain and
finding that “the great and powerful Oz” is just some crazy old guy,
half in the bag,

In many cases, you'll find that the “Apple Store within a Store” is
actually more like the “Apple shelves in the very, very back of a large
building.” There is little breathable oxygen. It’s damp, dimly lit, with
abandoned rusted-out cars littering the area, and there’s a low-level
fog that never seems to lift. (It’s not really like that, but it actually
might be more fun if it were. Kind of like shopping at the “Blade
Runner Store within a Store.”)

The quality and arrangement of these Apple Store within a Store
areas (the brainchild of the “brain child”) vary widely from store to
store. | have a CompUSA about 10 minutes from my home, and its
Apple Store within a Store (from here on out, for the sake of space
we’ll call it by the acronym ASS) consists of: two sets of shelves for
Mac keyboards, mice, connectors, cables, joysticks, and other small
peripherals. On each of these freestanding cases is an end cap, and
there’s a Mac on each, running the appropriate Mac demos, with a
Harman/Kardon audio system usually connected to at least one of
the two units.

Along the left side wall is a row of iMacs, G4s, and monitors—
most of them up and running. On the right wall is a row of large
shelves, with Mac software from floor level up to about eight feet
high, and the shelves are about 16 or so feet long. Not bad. There’s

one more shelf up front on the left, and it has some Mac-compatible
printers, scanners, and other small peripherals. There’s also a few
hanging Apple banners and a “Think different” poster or two, so you
know that you're actually in the ASS.
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So—a few shelves, some Macs, printers, and some Apple posters.
That’s our ASS. It’s not a big ASS, but it’s comparable to the size of
some of the other ASSes I've seen at other CompUSAs. Of course, I'd
love to see a Mac section five times the size of this, but since this ASS
concept came to CompUSA, this is the most Mac software and
hardware they’ve ever carried, so I hesitate to complain too loudly.
It's important to note that before the ASSes, sales of Apple products
represented 2% of CompUSA's total sales. After Steve Jobs brought in
his ASS, it jumped up to 15%, so apparently it’s working for all
parties involved.

I really don’t have too many complaints about the ASS itself,
because like I said, this is much better than what we had before. My
main complaint with the ASS is generally who is manning it (and
this has been a constant complaint since it was introduced). If you go
into the section, you'll be helped by one of three people:

(1) A real Macintosh person who has been trained by Apple.

(2) An actual Apple employee (this is new, and not available in all
stores as of yet, but is reportedly a response to complaints about lack
of real Mac people in the ASS).

(3) A drone from the PC department who really wants nothing to
do with the ASS, but sees a frustrated customer all alone in the ASS
looking for help. So he eventually wanders over to tell him, basically,
I’'m not the ASS guy, so I can’t help you. Come in Thursday because
that’s when all the ASS guys are here. My only hope is—the PC drone
guy isn’t using this acronym when talking with customers.

In my past three or four visits there, I've been met by #1 once, and
#3 twice. What I'm waiting for is to go there, and actually find #2 in
the ASS. (I know, I know, that last one is just wrong!/ I just couldn’t
help myself.)
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The fairy-tale land CompUSA

Over the years, I've had countless letters from frustrated Mac users
complaining about their ASS (mostly about staffing problems,
limited selection, poor setup and maintenance of the area, or they
complain about being approached by PC salesmen hanging out in
the ASS who tried to convince them to go over and look at the latest
PCs). But I can tell you this—I doubt that Apple will ever respond to
these complaints, or have any idea of how far an ASS can fall into
decay from lack of interest.

That’s because one of the closest CompUSAs to Apple’s headquar-
ters (the store in downtown San Francisco, about a block from where
Macworld Expo is held) is absolutely unbelievable (and Apple, on
some level, probably thinks all CompUSAs are like that). Hell, that
store could be called MacUSA and no one would blink an eye. It
looks like Apple actually owns that store, and if it were the real
model for the ASS nationwide, Apple would have tripled its market
share in no time. If anyone from Apple goes into that store, they’ll be
so busy patting themselves on the back that the very thought of
someone criticizing it would be so petty as to be ignored without a
second thought.

On the top floor of this “fairy-tale land” CompUSA (oh yes, the
Apple presence is on multiple floors), is an area filled with all the
latest Macs. It looks something akin to Apple’s own trade show
booth, with loads of Apple logos on white airy backgrounds. Macs
appear on bottom-lit cylindrical pedestals, and elegant displays and
“Think different” artwork abounds. It’s just flat-out beautiful, and
there’s lots of cool stuff (and plenty of people were there that
morning, playing with Macs—you could hardly move around).

No software or peripherals here—just lots of cool Macs!
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When you head down the escalator, you're greeted by the Apple
Internet Cafe, with free, live, high-speed connections to the Net, and
a Mac at every table. On the other side of tl}[e escalators is what has to
be the largest Mac section of any CompUSA on the planet.

I’ve got to imagine that either Apple sub:iidizes this store to some
extent, or this CompUSA just sells so much Mac stuff that Apple
doesn’t need to. But my point is this: If you}r letter about “The Apple
Store within a Store just isn’t cutting it” falls on the desk of an Apple
employee whose experience at the Apple Store within a Store has
been at the downtown San Francisco store, your letter is likely to fall
into the trash. |

Now, if Steve Jobs visited my local CompUSA, he’d probably take
a swing at the manager, but that’s probably pretty unlikely. (Steve
visiting my local store that is. I think he’d definitely take a swing at
the manager.)

It’s not the Apple area that bothers us...
it's the rest of the store! '
Interestingly enough, it’s not the Apple Store within a Store that

makes CompUSA a Mac user’s private helll Quite the contrary. It’s
the rest of the store. It’s having to walk through tens of thousands of
square feet of stuff that you can’t have. It’s ‘Lvalking through aisle after
aisle of games with cool-sounding names, zjmd on-screen weapons
you'd love to fire, but when you pick up the box it says “for Win 98,
2000, XP”

It’s passing rows of keyboards, mice with two buttons, three
buttons, four buttons, and more. It’s passing joystick after joystick
after joystick (why in the world PC users nFed so many joysticks is

really beyond me). It’s passing section afte;‘ section of toys and
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gadgets, and loads of crap I really don’t need or even want, but just
knowing I can’t have it makes me want it even more. That’s the kind
of stuff that turns the store into your own private hell.

It’s like getting a job at a Vegas buffet the day you join Weight
Watchers. It’s like quitting smoking and then getting transferred to
Raleigh, North Carolina. It’s like trying to give up partying and Rick
James moves in next door. IT’S...JUST...NOT...FAIR!

Don’t give them ammo

Want to really dip your toe into the bowels of hell? Head on down

to your local CompUSA wearing an Apple T-shirt. (For some sick
reason, Mac users seem to be drawn to this self-destructive behavior
like a mosquito to a bug zapper—I almost always see a Mac fanatic,
in full Apple regalia, standing front-and-center near the row of Macs,
talking to the ASS man as if to say “this is where I belong!”)

When you wear an Apple T-shirt, the PC users already shopping
in CompUSA know why you’re there (and how little is there for you),
and you see in their eyes the delight they take in the whole process as
you go hiking by. They give you that look like, “This is all for me. I
can have any of it. I am king!” It’s as if they want to stop you and say,
“Oh look, a cool game—I think I might buy it” or “Wow! That’s a
cool keyboard—maybe I’ll get it, too!” Because they know all too
well that even though this might be our private hell, CompUSA is
their version of heaven. This is where they momentarily even the
score. This is where they thumb their noses at us and symbolically
say, “Sure, we spend way more time troubleshooting our machines;
and sure we're either tracking down a virus or hanging on hold for
tech support; and yes, we spend more time rebooting than you spend
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working; but now, we’re not at our comput%rs. We're out doing what
PC users do best—buying stuff you can’t buy just because we can

(in fact, we don’t even need, or want, this stuff. We just buy it to exert
our PC-buying power).” These are some tru‘ly lonely people.

it’s not as bad as it first may seeim

For many Mac users, going into a CompUS;A for the first time can

be very unsettling. That’s generally why we recommend traveling

in groups of three or more. That way, if one of you should become

suddenly faint, feels an anxiety attack comix?g on, or is approached

by a salesperson from the PC department, the others will be there to

lend the appropriate support. Remember: There’s safety in numbers.
Now that you’ve come this far, I feel I owe you something.

I feel you've earned the right to learn an inside secret about

CompUSA. You see, things at CompUSA aren’t really as bad as

they may first seem, and once you learn why, it can help change

CompUSA from your own private hell into more of a computer

shopping purgatory. That secret is... (insert dramatic sound

effect here. Something along the lines of “Bump, bump,

ba-dummmmmm?”) that there is actually lqts of Mac software

and peripherals available in other parts of the store—you just

have to know where to look. Knowing this one simple tip can

transform CompUSA from its lowly seven Mac shelves and a

“Think different” poster into a Macintosh s‘uperstore the likes of

which haven’t been seen outside of downto‘wn San Francisco.
Here’s how I learned the secret. I was at ?ompUSA one day
(yes, buying an ink cartridge), and I was stainding in the checkout

line waiting to pay. In the area where you wait in line, CompUSA
usually has large bins of closeout PC softw%re, mostly games, that
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they’re blowing out for $10. I generally don’t waste my time looking
through the closeout bin, because it’s all PC stuff, but this one day,
the line took me so close to the bin that I saw an educational game
that I wished I could’ve bought for my 4 1/2-year-old son. It was
Tonka Construction and I knew my son would’ve loved it. I reached
over to the game and thought, “Why can’t they make stuff like this
for the Mac?” and as I looked at the screen shots on the box, I
noticed that on the spine it said: “Win 95/98 or Macintosh.”
“Macintosh!” I yelled. “It says Macintosh!”

I held the box up to show the woman behind me in line. “Look, it
says ‘Macintosh!”” She looked at me at like “how nice for you,” but I
didn’t care. I found a piece of Mac-compatible software outside the
ASS section. So I started digging in the $10 bin. The first seven or
eight titles I pulled out were all for Windows, but then I found
another Mac game, Reader Rabbit. For Macintosh!

Suddenly, I saw CompUSA in a whole new light. I dropped my
two software boxes and started running through the store, straight
for the children’s software section (I had never been in that part of
the store before, because after all, ’'m a Mac guy, and have thus been
relegated to seven shelves just south of Siberia), but as soon as I got
there, [ picked up a Star Wars, Episode I game for kids, and son of a
gun—it was for Mac too! I ran up and down the aisles grabbing title
after title, even loads of Disney software and it was Mac, Mac,

Mac! Before long, I was lying on the floor, covered with boxes of
Mac-compatible educational software. As I rolled over, at the end
of the aisle I saw another parent lying there (in a tattered Apple
T-shirt). He was clutching a copy of Jump Start Toddlers. He had
obviously been there a while and could barely move, but he raised

his head just enough to make eye contact, and he muttered those
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words I had always longed to hear, “It says it works with Macintosh,”
and he broke into this huge grin. I could sec tear stream down his
face, as the assistant manager dragged him by the ankles out of
the store. }

He too had uncovered the secret, and seeing his joy gave me an

\
extra burst of energy and I was able to expand my search into the

regular games section. Here’s what I found—a number of games
come on hybrid disks—CDs that contain boith aMacanda PC
version. All T had to do was keep checking boxes until I found which
games were hybrid. This wasn’t nearly as much fun in the games
department as it was in the children’s department, where every
other game seemed to be available for Macintosh. In the games area,
I would go through at least 20 or 30 games before uncovering a
single hybrid. I learned quickly that any game from Microsoft was
PC only, so that saved some time; and | did;n’t find any games from
EA Sports that were Mac-compatible, so I sfopped looking at those
as well. |

Again, this gaming search wasn’t nearly aLs fulfilling as my endeav-
ors in the children’s area, but at least I did Jmcover a few gems that |
would never have known existed. This was an epiphany. Tons of titles
come on hybrid CDs, but CompUSA and a]l the other retailers
display them only in the Windows section. So it looks as if there’s
less Mac software than there really is. Why %\ren’t these titles in both
sections? It’s all part of that “There’s no software for Macs” plot.

Then I moved into the hardware area. I \‘Nas taking a big risk here
and [ knew it. But then I had another epipl‘}any. Wait just a minute!

My Mac has USB connectors, and most of fhese peripherals are USB!

So I started looking and sure enough, some said “Mac-compatible”
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right on the box. So there I was, smack dab in the middle of the

PC peripherals section, looking at stuff I could buy! I looked to my
left and there was another shopper looking at a USB hub. She had
this pleasant little smile on her face, and that’s when I noticed she
was holding the software box for Apple’s Final Cut Pro (a Mac-only
product) under her arm. We looked at each other with that knowing
“we’ve learned the secret” look and both of us started to grin.

We hugged, and went our separate ways—never exchanging a
spoken word.

I saw her for just a moment on my way to the checkout counter.
She was giving sips of water from her canteen to a Mac user sitting
on the floor. He was dehydrated, exhausted, leaning against a stack
of ViewSonic 21" display cartons, trying to catch his breath. I
honestly don’t know if he ever made it all the way back to the Apple
Store within a Store. Some never do.

On my way to the checkout, I passed a section with speaker
systems and subwoofers for PCs. I had seen the Harman/Kardon,
clear, iMac subwoofer back in the ASS, but this section, clearly the
PC section, had dozens of cool speaker systems. Better yet, they were
set up in a console where you could hear different sets of speakers by
just pressing a button (kind of like at some stereo stores). The ones
I fell in love with were from Altec Lansing, but I knew they were for
PC. Then, right beside me, I noticed the salesman from the ASS was
picking up a set of speakers and walking back toward the ASS. I said,
“Excuse me. Can you use these audio systems with Macs?” He said,
“Sure, most of ’em. The connectors are pretty much the same. Make
sure you check out the Altec Lansings—I use them myself.” I

couldn’t contain it any longer. I broke into tears. Before I knew it, I
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was standing at the checkout counter with games for my son, a game
for me, a color inkjet printer (with replacerrjlent cartridges), a
joystick, and an Altec Lansing audio systemiwith a huge beige
subwoofer that looked like hell, but sounded like heaven.
CompUSA became a different place for me that day, and now I
no longer go out of my way to avoid going there. In fact, every time
I visit the nearby Barnes & Noble bookstore, I stroll next door and
wander around the entire store. Now every aisle, every section, can
uncover another hidden gem, and if I wore §the right shoes, ate a
hearty breakfast, and got in a good workout that morning, who
knows—I might even take a hike back and $ee what’s in the ASS.

Life is good.
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CHAPTUEHR SEVEN

Why PC users
need Apple

f you really want to learn about how intolerant PC users
can be toward Mac users, become an editor of a Macintosh
magazine. About once a week, I get an e-mail from a PC
user smugly informing me that I might as well give up the
fight because Apple is dead and Microsoft has won the war.
The content of these letters is evenly divided between ridiculing
what they call “my pointless defense of Apple” and a paragraph
or so on how superior PCs are. These e-mails are generally self-
congratulatory in tone, as if the writers personally were the victors,
rather than Intel, Dell, or Microsoft.

They want us gone!
I’ve pretty much gotten used to these e-mails, because I've been
receiving them for years. But the one thing I really can’t understand
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is their central theme, which is usually “App!le’s dead and we’re
absolutely delighted about it!” To this day, I'm still somewhat
surprised that they’re so passionate about their desire to see Apple
wiped out of existence.
Back in the old days, when I'd get these e-mails, | would craft

lengthy replies, dissecting their uninformed} arguments line by line
(I generally have more ammo at the ready than the 82th Airborne
Division).

I'd go into detail countering their claims with real facts and
figures about Apple that: (a) they hadn’t heard from the PC-biased
press and (b) they could not logically refutcT because, after all, these
were facts—complete with references and s?urces to back them up.

But they’d just respond that what I sent Ehem were lies (regardless
of the sources I supplied), and it would just get uglier from there.
They’d start cussing, launching personal attacks, calling me names—
some would even bring my mother into it+reaﬂy nasty stuff. I soon
realized there was nothing I could say, no fa%lct or figure [ could
supply that would change their minds and reverse their deep-seated
hatred for Apple. ‘

Nowadays, when I get PC-weenie hate m“ail, I don’t go through
the whole “dog-and-pony show” of a detailed reply. I just send
them back this simple response, “Oh yeah, and you’re a big fat
stupidhead!” That's usually the end of it. 'm fully aware that this sort
of sophomoric reply does nothing to help our cause, but it does a
lot to keep me out of therapy. |

I guess it just amazes me that there are people out there who will
interrupt their busy lives to send hate mail to the editor of a maga-
zine that deals with a product they don’t use.
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I could understand being mad at or frustrated with Apple if
you're an Apple customer (in fact, that’s a special part of the overall
Macintosh experience), but if you don’t use their product—really,
why would you care?

For example, when I'm on the road I often rent cars from National
rent-a-car. I like National, and as a National customer I've been
peeved at them on occasion over stuff like losing my reservation or
not having the car available that I reserved. But even though I'm a
pretty solid National customer, I have no passionate interest
in seeing Avis or Hertz go out of business. I just don’t care. In fact,

I like the price and service competition that Avis and Hertz bring to
the rental car business.

So what’s with these people who send me the nasty e-mails? How
would it enhance their lives if Apple went belly up? I guess that as
much as we can’t understand why they hate Apple so much, they
probably can’t understand why we feel about Apple the way we do.
So I thought I'd examine why Mac users care about Apple in an
effort to help the haters see the light, and the error in their death
wish for Apple. The most ironic part of it all is that Apple’s contin-
ued success is especially important to PC users. They just don’t
know it. Yet.

So who are the innovators?

Let’s look at PC industry leader, Compaq. They’re known for
assembling well-built computers. Good looks, good construction,
an Intel chip inside. But Apple, on the other hand, is a technology
company. Frankly, comparing Apple to Compaq isn’t really fair. It
isn’t fair to Compagq, because they’re just a hardware company,
whereas Apple is both a hardware and a software company.
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But what really makes Apple so special is that Apple creates.

) . | . D
Apple invents. Apple innovates. You can see Apple’s innovations in

many of Compaq’s own products. For exarr!xple, next time you're in
CompUSA, take a look at their PC laptops. You'll notice that almost
every laptop has a trackpad, rather than a trackball or a mouse.
That’s Apple technology. Apple was the con‘lpany that introduced the
trackpad to laptop computing and now it’s‘the standard for both
PCs and Macs. If it weren’t for Apple, we’d still be using those lame
trackballs. ‘

While you're there, slide on down to the }section where they have
the desktop PCs. CD-ROM drives are standard on about every
machine, right? Have been for years, right?%That’s because Apple
changed the industry by being the first corr;lpany to introduce a
personal computer with a built-in CD-ROM drive.

Also, take a look at how many PCs no longer offer floppy disk
drives. Why, after all these years of including floppy disk drives,
are some PC manufacturers no longer including them in their units?
It’s because Apple did it first. That’s right, vjvhen Apple introduced
the iMac, it was the first personal compute;r to do away with the
floppy drive, and it was a very controversial move. Apple then did
away with floppy drives on all Macs across the board. The PC
industry laughed at the idea—until they re@lhed that once again
Apple was leading the way—and now evenj they have started remov-
ing their floppy drives. By the way (and thls may sound weird at
first), it was Apple who originally introduced the first personal
computer with a floppy disk drive, and they were the first to use
the smaller 3-1/2" disk drive that is still in use in many PCs today.

So in essence, Macintosh was the first personal computer to ship
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with a floppy disk drive, and the first personal computer to ship
without one. Both were gutsy moves—stuff you'd expect from the
industry innovator.

Now stroll over to the printer aisle. You'll notice that nearly every
PC printer touts its use of TrueType fonts. They probably don’t
mention on the box that the font technology’s full name is Apple
TrueType. That’s right, the standard for font technology on the PC
was created by Apple. It was created originally to compete with
Adobe PostScript Type 1 fonts (Apple had been licensing PostScript
fonts from Adobe for their laser printer line), and the added benefit
of TrueType was that you didn’t need Adobe Type Manager (ATM)
to smooth the type on screen. However, it failed to supplant the huge
already installed base of Adobe Type 1 font users. So what do you
do with Apple technology that wasn’t adopted by the professional
market? Get Microsoft to adopt it and push it on the PC crowd—
where it’s still the standard today.

Apple’s list of innovations is impressive by any standard, and
many of the ideas, technologies, and peripherals PC users take for
granted today were either invented by Apple or Apple was the first
to include the invention in their products.

For example, Apple was the first to offer a personal computer
with color graphics when they introduced the Apple II. Apple was
the first to offer built-in networking, and more recently the first to
offer built-in wireless local area networking (and the first to offer
dual built-in antennas as well). Macs were the first computers to
offer built-in sound, something that is standard in today’s PCs; but
until just a few years ago, many PC users had to buy and install a
separate sound card.
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Apple was the first computer company tl) provide easy access to

the inside of the computer via a screwless latch (this is a bigger deal
than it first sounds, because it took quite at}: innovative design to
make the guts of the computer and the motherboard so easily
accessible). Incidentally, other PC manufac‘turers, such as Dell are
now starting to introduce models with this{ type of easy access.

Macs were the first computers to offer the ability to connect more
than one monitor (a capability Macs had fq‘.tr years, but wasn’t
introduced on the PC until Windows 98). |

Apple was the company that invented the PDA (Personal Digital
Assistant) with its hand-held Newton which, like the PDAs of today,
featured built-in handwriting recognition (okay, admittedly, it barely
recognized anyone’s handwriting, but that’s not to say it didn’t try).
Although the Newton was as popular as the XFL football league, it
still was the first hand-held PDA and it helped open the door to what
has become a huge PDA market. |

More gutsy, industry-leading moves still come from Apple today.
For example, Apple was the first company to make USB connectors
standard across its entire line (now nearly all PCs use USB). Amus-
ingly, the USB standard was developed in the PC world, but nobody

used it until Apple did—and pushed the er|1tire industry to move

forward. Then came FireWire: an Apple in\lrention that is now
universal among PCs. All the connectivity wonders of FireWire
devices—digital cameras, camcorders, dri‘Jes of all kinds—are

Apple’s gift to PC users.

Apple was the first company to offer all ;LCD flat-panel displays
and do away with its tube-based models. Others will follow. Also,
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Apple was the first company to do away with noisy internal fans
(in the iMac and Cube) by creating designs that can self-cool by
convecting hot air out of the computer case. Others in the industry
are already starting to follow Apple’s lead. Again.

This is just the beginning of what makes Apple truly special
among the computer companies of the world. It offers you some
insight as to why we care, and why PC users should care as well.
Apple doesn’t just assemble computer boxes; it leads, transforms,
and shapes an entire industry—and both Mac users and PC users

benefit from their vision.

If your PC loocks good, thank Apple too!

If there’s anything PC users should be thankful to Apple for, it is that
their PCs probably aren’t as ugly as they used to be. That’s because
Apple brought the computer’s looks to the forefront, and made PC
manufacturers step back, take a look at the square beige boxes they
were offering, and try to create something better.

It was Apple’s innovation that transformed the entire computing
market again when it introduced the iMac, and then again when it
offered them in the customer’s choice of five different colors. This
industry awakening, which happened back in the late 1990s, not only
radically changed the computing market, it also had a major effect
on the entire consumer market. Shortly after the five different-
colored iMacs were introduced, everything from vacuum cleaners to
hamburger grills tried to emulate the success of the iMac by offering
products in similar translucent colors. (When I saw fine Swiss

watchmaker Rolex introduce iMac-influenced watches with
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translucent plastic in different colors, I too’k this as a clear sign of the
coming apocalypse.) |

After the success of the iMacs, PC manufacturers raced to add
some translucent-colored plastic to their uLits—as if that alone

would transform an otherwise boring beigf box into an iMac.
It didn’t work—not a single manufacturer Fmad a home run with any
of their iMac “me too!” models, and now most PC manufacturers

\

have returned to what they do best—basic beige. But now you can

tell that PC manufacturers are at least tryirLg to make better-looking

computers, and the style of a computer ha? become important to the
computer-buying public. PC users can thank Apple for that, too.
!

Oh, but there’s more... 1

Another reason we care is simply that Mac;‘ users have been spoiled
by Apple. We’ve always gotten the hottest tiechnology first. From
simple stuff, such as icons, folders, pull—do?vn menus (which
appeared on the Mac OS when the PC world was still using DOS.
How do you think they wound up in the first shipping version of
Windows—coincidence?), to more advanc;ed technology like CD-
ROMs, trackpads, FireWire, etc. ;

Mac users are also spoiled by always having the hottest software
first. Applications, such as Adobe Photosh{)p, Painter, PageMaker,
QuarkXPress, Adobe GoLive, Adobe Illust:rator, and even business
applications, such as Microsoft Excel and Microsoft Word, were
developed for the Macintosh first. Windows versions were intro-
duced later, in some cases many years later. That’s another reason
why Macintosh is considered the platform of true innovation.
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It's not the box. It’s what the box does.

Quick, think of an innovation that PC manufacturer Gateway has
pioneered that changed the face of computing. Gotcha! There’s no
arguing, for example, that Compaq makes a decent machine; but if
they went out of business tomorrow, the public would just shrug
their shoulders and stroll over to a different aisle in CompUSA to
buy a Sony, or a Gateway, or an HP that does EXACTLY THE SAME
THING. If Compagq dies (or merges with a large printer company),
you just buy a different brand. But if Apple dies, the technological
leader in personal computing dies along with it.

New inventions would be stifled, new technologies snuffed out,
and the only other choice for the technology-hungry public comes
from a company that’s not best known for original ideas and tech-
nology breakthroughs. It’s best known for its marketing, amid
accusations of cutthroat monopolistic predatory practices and a
lengthy investigation by the U.S. Justice department into its trade

practices—Microsoft.

The sincerest form of flattery
Microsoft is a marketing juggernaut. It’s known as a powerhouse, a
monopoly, a company to be feared; but it’s not generally known as a
real innovator. It’s a follower—somebody else has to lead the way.
For example, Netscape had the first Web browser to gain wide
acceptance, and it was a huge hit. After being criticized for its lack of
Internet initiative, Microsoft quickly licensed the Mosaic technology
from Spyglass for a one-time fee and before you know it, Microsoft’s

Internet Explorer appeared.
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AOL and CompuServe had the first online services. Years later
Microsoft has MSN.

CNN had the first 24-hour news station; years later Microsoft has
MSNBC.

Sony and Phillips had the first TV-based; Web browser. Now
Microsoft owns WebTV. j

Macintosh had a trash can on its desktop for deleting files;

11 years later Microsoft introduced a recyqling bin on its desktop
for deleting files.

Apple developed iMovie, a simple and incredibly innovative
software package that made editing digital video easy for anyone.

When Microsoft introduced Windows XP, it too came with a free
digital video-editing software package called, “Windows Movie
Maker.” Every time I seeiton it TV, all I caP think of is, “Gee, that
looks a lot like iMovie.” |

Speaking of Windows XP (which was introduced after Mac OS X,
just like Windows 95 was introduced afteJMac OS 8, and Windows
2000 was introduced after Mac OS 9), the first time I saw it, once
again I thought, “Gee, that looks awfully |

If somebody else can come up with an T)riginal idea, Microsoft

miliar”

can find a way to make a buck with it—even if the product they

produce isn’t nearly as good. And I'm not alone in this opinion.

In fact, Larry Elisson, CEO of Oracle (the %econd-largest software
company in the world), in a 1998 interview with PC Week Online
said, “Microsoft has innovated nothing. The thing I find most
contemptible is Bill’s lying, this thing abon.#t innovating. It makes
me want to puke. That’s innovation a la Réckefeller, not innovation

ala Edison.”
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So why do we care so much?

We care because we realize that Apple’s not just another company,
it'’s much more human than that. It has vision, creativity, it has a
sense of humor, a conscious and genuine desire to create something
better. This attracts a certain kind of customer. A devoted customer.
A passionate customer. One who deeply understands firsthand how
different computing would be without it.

There’s an intrinsic value to owning a Macintosh, a certain
connection between you and the machine, similar to the connection
Porsche owners feel with their sports cars, Harley Davidson owners
feel about their motorcycles, Krispy Kreme customers feel about
their donuts, that you just can’t put down on paper.

It’s the fear of giving up that feeling—of lowering your standards
to settle for something less—that sends chills up the spines of
Macintosh users. That’s why Macintosh users have a genuine desire
that Apple makes it. Maybe that’s why we care the way we do. But
even though most PC users don’t “get it,” luckily we do.

That’s why with all the Apple-bashing, Microsoft bias, bad news
in the press, and an 18-year all-out assault on Apple, the company
just posted another quarterly profit in the millions, and still has
billions in the bank. Apple will sell millions of Macintosh computers
this year to devoted, creative people who do “get it;” people who do
care about owning something special, and therefore, care about the
company that makes it—Apple Computer.
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CHAPTEHR EIGHT

“Don’t pick fights
with people
who buy ink
by the barrel”

—LYNDON B. JOHNSON

mentioned in the previous chapter that I get a steady stream
of e-mails from PC users who are taking issue with the whole
Mac versus PC thing, and how we’ve “lost the war.” They
want to engage in some light-to-medium e-mail sparring,
but I've pretty much lost my enthusiasm for that sort of engagement
(P'm over it), so I pretty much just let it roll off my back.

But there is one type of letter that I just can’t resist. A letter so
delightful that when I get one, I have to call everyone into my office
and read it aloud. The kind of “Letter to the Editor” that makes it
all worthwhile to take all the crap an editor of a Macintosh maga-
zine gets. Specifically, it’s any letter from an angry PC user that starts
with “I dare you to print this letter.” How could seven little words
sound any sweeter? For what this poor soul has just done is to put

131



\
\
macintosh... the naked truth!

into motion a public plea for e-mail suicide, They’ve guaranteed that

|

if their letter is printed (and believe me, it will be), we’ll go to great
lengths to ensure that the person who wrot‘ it will perhaps appear to
be the most ignorant person that ever livedfT

Anytime someone sends us a “nasty-grarrh,” as a courtesy they are
instantly pre-approved for a humiliating, all-out, public slam-fest

(the act which is referred to in our offices as “Shooting them out of
a cannon”). Getting these types of letters ¢ ‘.eates a sense of purpose
among our ranks, an esprit de corps that ripples throughout the
office, and after reading each letter aloud (ahd bursting into laughter

at nearly every sentence), to celebrate we usPaﬂy close up early and

go to the park for ice cream. This is what it’r all about. Nuking some
poor slob who just doesn’t know any better‘than “to pick fights with
people who buy ink by the barrel”

What we love about this (and what they hust not realize) is that
if they send us a nasty-gram, we publicly m;lke them back to the
Stone Age, right there in print (and on the Web) for everyone to read
and laugh along, and that’s the end of it. Th‘;ey don’t get to respond in
print, because we don’t have to let them. Is that a bit unfair? Abso-

lutely! Just like life.

Second place is good, too. ‘

The important thing is...you tried your best

So, if getting a letter from an irate PC user is about as much fun as
we can stand, what’s in second place? This letter is so eagerly antici-
pated, it’s almost tied for first—a letter froxﬁ a PC user pretending
to be a Mac user. We absolutely love these! They pretend to be Mac
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users so that we’ll print their anti-Mac letter, and then, “Boy, won't
we feel stupid.” Now, how do we know these letters are from PC users
pretending to be Mac users? What if they’re real letters from con-
cerned Macintosh users who, like you, want to tackle some real issues
and have constructive criticisms for Apple? Fat chance. These
goobers give away their cover in about two sentences.

Typical mistakes include constantly capitalizing the word Mac
as MAC (a dead giveaway in uncovering fake PC losers). Another
popular “tell” is when they start their letters something like this:

“I use an Apple, just like you. I love my Apple computer. But aren’t
you concerned that PCs are cheaper, and there’s not much software for
Apple? Why, I can buy a Micron 1200-MHz PC, with 500 MB of RAM,
blah, blah, blah...”

So what’s wrong with their letters? First off, Macintosh users
don’t call their computer an “Apple computer.” They call it a Mac,
or a Macintosh. Apple is the company that makes it. For example,
if you own a Chrysler New Yorker, and you're talking about your
car, you don'’t refer to it is a “Chrysler car” You call it a New Yorker,
or a Chrysler New Yorker. Not a Chrysler car. So calling it “an Apple
computer” is a definite “tell.”

Another giveaway is that they know the make, model, and specs of
a PC and quote them in their letters. Mac users don’t care about PCs,
don’t know their specs, and certainly don’t quote them in letters to
Macintosh magazines. But the trait that’s common to all “fake Mac
user” letters is that they quickly get past the “I love Macs, but...” so
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they can get to the real reason they wrote—‘to use the same outdated,
boring, heard-it-a-million-times attacks that uninformed PC users
everywhere use when bashing Apple and th’le Macintosh platform.
Their letters drone on and on about the lack of Mac software and
cheaper PCs; they lament the fact that you éan’t “customize your
Apple computer” by adding a new video ca“rd (as if that weren’t a
giveaway in itself); and more of the same ol;ltdated crap we've heard
for years.

I guess what they think is “Hey, if I pretend to be a Macintosh
user, then they’ll print my anti-Mac letter a;nd all their readers will
finally hear the truth, about how bad the Mac platform really is, with
all its shortcomings, and all their readers will switch to PCs.” I mean
seriously, what do they hope to achieve? Even better yet, why are they
reading a Macintosh magazine in the first place? To keep track of
what “the other side” is doing? Honestly, w}%aat is their motivation?
Better yet, when they write these letters (the angry PC ones at least),
what do they expect the outcome to be? Do they think our official
reply is going to be “Dear PC user: Ya know, I think you may be onto
something here. You're right—there’s not el‘lough software, I can't
install a new video card, and our Macs costitoo much. You've
convinced us and we’re changing the foundation this magazine
was built upon; and we are now officially relcommending to our
readers that they switch to PC and buy the 1200-MHz Micron with
the Intel chip!”

If that’s what they were hoping for, boy were they surprised when
they read our “Letters to the Editor” page i ‘ the next issue.
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The real thing!

Now that I'm editing Mac Design Magazine, our PC bash-fest has
really subsided, because we just don’t have the space to do the PC
slamming we like to do (because of all the graphics tutorials) so we
pretty much limit our PC bashing to two areas in the magazine: the
letters page and the table of contents. A little bit sneaks into the news
section, but nothing like we did in the old days.

One reason we lightened up on the PC bashing is that Apple’s
fortunes have improved so much that we don’t need to do it like we
did when the whole world was piling up against us every day. Things
are better, Apple is better, and it really takes the edge off the need to
bash like we used to.

However, to this day, the letters column is still one of the most
popular segments in the magazine, and we still get letters every week
from readers who tell us, “The first thing I read every issue is your
letters page, to hear you blast some hapless PC user”

I have to admit, writing the responses is actually a lot of fun,
because it’s the one time I can let my manners go out the window.

I can say the things that I really want to say, and not worry about
offending the writers, because I don’t want them for readers anyway
(after all, they’re PC users and we’re a Mac magazine). So when a
letter like that comes in, I simply “load the cannons!”

I can go on telling you about their ridiculous letters, and our
“take-no-prisoners” responses, but really I thought that you'd enjoy
reading actual letters and the responses that we printed in the
magazine over the years (in Mac Today and now, in Mac Design
Magazine). That’s the only way you’ll get a real feel for the kind of
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\
people we’re dealing with. Plus, as an added benefit, you get to sit

back and enjoy the public flogging they rece‘ived for all their efforts.

Now, what you’re about to read are excerpts from letters to the
editor and my responses, but because we’ve already nuked these poor
bastards once, and because we follow a “do?ble-jeopardy” rule of not
nuking a PC loser a second time, I'll withhold the real name and e-

mail address of the PC weenie in question (‘)oth of which appeared
in the printed magazines). That way, they wjon’t lose their jobs, their
car, and any dignity they might have had lef%t after their friends and
family saw their letter in print. Also, I will run a few letters that are

just so plain stupid that they didn’t need a rebuttal. Here goes...

Let the bashing begin!
In the letter of the month, you slam a PC user who wrote in to you.
Assuming for the sake of argument that he was misguided, why
would you honor one irrational letter by printing it just to slam it?
Second, the “logical rebuttal” (just to ma1;<e sure you idiots
understand, I'm being sarcastic) represents the writer’s letter as
“defending the PC.” He is not! He is promoﬁling the virtues of
knowing your machine. Know your place al?d show some humility!
I realize that there might be holes in the letter above but my time
is valuable. I've got other things to do. Nonetheless, I'll expect civil
treatment of the substance of my message, not some grade school
jabs covered with the “kidding” claim.
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When you have less talk and more walk (that means substance),
you'll have my paid subscription and respect (or is this magazine a
not-for-profit thing?).

WILLIAM SNOTTYBRITCHES
(Not his real name, but if it was, who could argue?)

[The Editor responds] Dear William:

You're lucky you wrote to us, because we’re really nice people. But I have
to warn you, there are a lot of magazines out there that, when you write
in and call them “idiots,” tell them to “know their place,” expound on
how “valuable your time is,” and dangle your “do what I want and

then you'll have my paid subscription” crap, they would respond by
saying, “Who the hell do you think you are, you little snot? We don’t
want your stinkin’ subscription, in fact we don’t want you as a reader,
and generally we think you’re just another angry loser with nothing
better to do with his life than write nasty letters,” but I just want you to
know, we would never do that. By the way, even though you called us
“idiots” we don’t think you're one (kidding!).

The reason Apple is going into the toilet is because you guys just
don’t get it. You're more worried about the propaganda than you are
about the realities.

See ya in Amiga, Atari, & TRS 80 land.

NAME WITHHELD
(Because he was a dumb ass)
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The thing I really can’t wait for is the time when Macs really take off.

\
If Mac sells more computers...the price of PCs will also go down.

|
The sad thing is, a decent Mac system will probably still cost $5,000.
Are you a Mac user...oh. Sorry!”

GASIUS CHESEMAKER
(Hopefully, not his real name)

[The Editor responds] Dear Gasius: |

First, before I answer your letter, it’s Apple; zf Apple sells more comput-
ers, goober! Now, “if PCs get cheaper you get your system, support, and
software for next to nothing.” That's good, because using a PC you're
definitely going to need some tech support, ar’rd as for getting it for next

to nothing—it’s like they always say—you get what you pay for.

Gees! Why does this stuff matter so much to you guys? Don’t you
understand that when you make fun of PC ‘users, insinuating that
they are all blithering cretins whose highest form of literary compo-
sition is bashing Mac users, all you are doinjg is invalidating your
claim of having risen above it all.

You can go on and on about how PC users “don’t get it,” it being
the reason for using a Macintosh, but looking at the letters presented
in your “Letters to the Editor” section, can you really say you

understand any better the reason why peop}e choose to use a PC?
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This is a forum for discussing Macintosh-related items. Perhaps
it is just an intellectual deficiency on my part, but I fail to see how
discussing how dumb PC users are adds to this topic.

I guess that’s about all I have to say. If this is printed, I guess I'll
have some manner of snide comment to look forward to.

Ah well.

OXNARD DROLL
(Not his real name, but probably should be)

[The Editor responds] Dear Oxnard:

Good news—your wait is over! However, yow're going to have to wait

a little bit longer, because although you secretly want me to call you

an insolent, moronic, close-minded bonebutt—I"m not going to do it.
That’s because everything you said is absolutely true. Your letter has
inspired me, and I think I'm going to change the entire editorial focus
to provide a more balanced, open-minded, and fair look at both sides of
the issues, because that’s obviously what the majority of our readers,
readers like yourself, are clamoring for. Instead, we’ll now focus on
trying to appease humorless people who don’t use Macintosh at all, and
see if we can get them to stop what they’re doing and write complaint
letters to magazines that address a subject that is of no interest to them
whatsoever. You must feel great knowing your letter really made a

difference.
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|
I recently read an article where Apple claims speeds over 50% faster
than an 800-MHz Pentium III on Photoshop. That sounds cool,
but is completely contradictory to an articl? in the June/July issue
of Popular Mechanics. They tested several 800-MHz Pentium III
machines and Power Mac G4/450s and ran itime tests on all. The Mac
lost all the tests—Dby a long shot—except it placed third on ripping
MP3 files. ’

If we are real Mac fans, let’s help clear this up.

FAKE MAC GUY
(Surprisingly, that is his real name.)

[The Editor responds] Dear Fake Mac Guy:

Did someone tell you that Popular Mechanics was a computer maga-
zine? By the way, if you think that’s bad, don?t look at Good
Housekeeping’s G4 versus Pentium III speedi tests. They make Sports

Ilustrated’s G4/Pentium speed tests look eve;n more off the mark.

|
-

I may be a PC user, but I love Macs too. I just can’t afford a decent

one. While I could get an iMac for a decent price, it’s not much
computer. I don’t care how fast it is; I am not paying more for the
same thing just so I can have pretty plastic J:olors, and the all-in-one
design is just stupid.

!
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Don’t get me wrong, I'd love to have a Mac, but...[interrupted
by Editor]

SIMON JOLLYBOTTOM
(Hey, that could be his name. You never know.)

[The Editor responds] Dear Simon:

I'm sorry I had to step in and stop your letter, but I don’t think even
the PC users who read our magazine believe your “I'd love to have a
Mac” bull.

I have absolutely no intention of putting up with your magazine.

I make a substantial amount of my income from freelance
graphic illustrations, and I do not have the time to waste reading
the drivel that you are publishing. Your review of Photoshop 6.0
raved about new features the reviewer thought would be important.
I have other programs that can do what Photoshop 6.0 is just
now doing.

FUSSI BUCKIT
(His boarding school nickname)

[The Editor responds] Dear Dr. Fussi:

Wait! Give us another chance. We can change. You're right, we should
forget about Photoshop and its stupid overrated features. We really
want to write about PaintShop Pro for the PC and hear more about the
“substantial amount of income” you make with it. We don’t want to
publish drivel, instead we want fun guys like you to become our readers.
Guys that don’t have time for drivel, but yet somehow manage to find

time to write nasty letters to magazines that don't interest them.
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First off, you say that even the most anal-ret;entive PC user would
have to acknowledge that Macintosh computers are easier to set up
and use. While this might be partially true, most PCs are equally easy
to set up and use. Even if you can get a Macjup and running
faster...[interrupted by Editor]. |

MAJOR DUMASS \
(Now that sounds made up)

[The Editor responds] Dear Major:
Yeah, yeah. PCs are easy to use, faster than Macs, and never crash.
Next!

Your letters column is the first thing I read évery issue. I especially
love reading letters from PC owners. It’s hke watching a slapstick
movie. You know the character is stupid, and is about to do some-
thing dumb, but it still makes us laugh.

Should we enlighten them with the facts? Absolutely not! We
could lose a terrific form of entertainment. Peading about PC users
is one of the enormous joys of using a Mac./

ANDREW COOLGUY |
|
(Should be his name, if it isn’t) |
i
As an avid Mac user myself, I understand th(jzse issues. However,
I work in a mixed environment, and I have found that practically
anything that you do on a Mac can be done on a PC. I love my Mac,
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but it’s a nagging issue: PC or Mac? The real issue is Apple’s backing
themselves in to a corner.

Every day I ask myself, “How much longer am I going to continue
to dump money into my Mac?”

Your article lists a variety of technologies pioneered on the Mac.

Once again, I use both, however...[interrupted by Editor]

ARCHIBALD STUFFYBUT
(I wish his parents really had been named Stuffybut, for obvious
reasons.)

[The Editor responds] Dear Arch:

No need to go any further with your letter because, congratulations!
You've just won our award for “PC Weenie pretending to be a Mac user
to make their stupid ‘PCs are better’ point.” You must be very proud.
We'll spare our readers the rest of your annoying letter, which includes a
line-by-line rebuttal of our article where you tell us all how the PC
matches or betters the Mac in every case. It was really nicely done. No
really, it was great. Thanks for playing.

It is unfortunate that you spend so much time and energy insulting

users of Wintel systems.
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|
Could it be a lack of new material that forces you to devote so

much space to your slamming users of othqr systems? Get the

collective chip set off your shoulders.
i
FATTHED BONNEBUTTE ‘

(I think that’s French.)

[The Editor responds] Dear Fatthed:
Guess what? It’s time for us to waste more time and energy. I was going
to let you live, but that “collective chip set” PC-geek-speak put me over
the edge. |

I can see that you're curious about why we slam PC users. Is it

|

because (a) we can’t come up with enough new material, or (b) is it

.

because smug, arrogant PC users insist on wrizting angry complaint
letters to a magazine that covers a product they themselves don’t even
use? Hmmmm. This is a tough one. Want to phone a friend? How

about 50/507 Better yet, let’s poll our audienc‘e.

|
- i
First let me point out a few things: While there are many poor
quality PCs and PC parts out there, there are PC parts and systems
that will match the quality of any ever installed in a Macintosh.
While I agree that Macs are well-made machines, I don’t

think...[interrupted by Editor]

FARQUAR BUTMUNCH
(How sad that’s not his real name. Sad. It really suits him.)

[The Editor responds] Dear Farquar:
Sorry to cut you off, but you're boring me. Next!
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I’ve just seen your magazine today for the first time. I was disap-
pointed by your lack of objectivity about PCs and Macs.

Why can’t you get off your hobby horse and acknowledge that
both platforms in this day and age are very similar and have equal
merit?

The Mac is strong enough to stand on its own merits, so why
don’t you dedicate all your editorial work to that, without mocking
users of other platforms. Then maybe I will find your magazine has
more credibility.

SUMTHINSCOT INMYAS
(A clearly appropriate pseudonym)

[The Editor responds] Dear Sumthinscot:
We sit up at night wondering, “What can we do to make our magazine

have more credibility with smug humorless PC users?”

Think before you talk, please! I was disappointed to read your
response to a gentleman in your last issue who was inquiring as to
why he should buy a Mac over a PC. I concluded after reading these
responses that this magazine is run by what we call “Mac Bigots.”

I would have answered this man’s questions (about how much
more stuff you seem to get with a PC purchase as opposed to a Mac)
with some facts designed to change his mind. You are doing the Mac
community more damage than good when you respond so hostilely
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|
to inquiries such as that, and you do nothin;g to inspire Apple
towards greater feats or advances by forgivileg their every mistake.

BEEG KNOWITAWL
(1t fits.)

[The Editor responds] Dear Beeg: |
I went back and reread the letter you're referring to, and I recommend

you do the same. When you reread it, I'm sure youw’ll find that the
author of the letter was NOT asking a questicin, he was making a
statement “Why should I [anyone] buy a Mac when PCs are cheaper?”
It wasn’t a legitimate request for information, and the whole point of
his letter was to refute Apple’s claims that theg G3 chip is faster than
Intel’s Pentium II. He writes things like, “Thej iMac isn’t as good as you
believe” and “The iMac is more expensive than a PC with the same
capabilities.” He wasn’t looking for guidance, ;he was expressing his

(a PC user’s) opinion.

But, Beeg, I encourage you to try this: Why don’t you drop him an
e-mail with reasons why he should choose Mécintosh over a PC. If you
think our response to those PC users was (as you put it) “disappoint-
ing,” wait until you get his response.

Obviously, this is the first time you've readan issue of our magazine
(it probably caught your eye while you were reaching for that copy of
PC Computing), because if it wasn’t, you wo‘uld have already known
that (a) we roast all weenies, (b) we are totally biased, we admit it up
front, and make no excuses for it, and (c) we love Apple, and because
we do we have been very vocal critics of Applé’s lame-o advertising for
years (at least until Steve came back, hired TBWA/Chiat Day, and

fixed everything).
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I'm a PC user. Now before you cast me aside as some idiot with
nothing better to do than write letters, hear me out. I don’t hate
Macs. I like them. Why don’t I switch then you ask?

There are two (three actually, I hate the one-button mouse)
reasons you see; the first is I can’t afford it. You can get a 1-GHz
PC for under $1,000. A G4 costs more than $1,650. The second
reason is compatibility. ’'m not a graphic designer, but I am a gamer
and most games don’t run on Macs. If they do, the Mac version

comes out weeks or months later, and...[interrupted by Editor].

IMA IDDIEIT
(The truth hurts.)

Dear Ima:

I let you go on longer than the average weenie, probably longer than I
should have (especially after your “I'm a gamer” admission), but finally
I had to pull the plug. I'm sure you understand.

I feel sorry for people who feel like they have to buy a Mac to do the
job at twice the price.

[ already know that MACheads refuse to accept the truth. Soooo,
don’t feel obligated to print the truth, it would only hurt your
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circulation numbers. Just delete this e-mail 1now, before anyone

sees it. !

ALAN STANKBRETH
(He needs an Altoid.)

[The Editor responds] Dear Alan: |
Good news! We're not going to call you a stupid loser or make you look
really silly for writing in. That’s all. Have a grieat day!

Although your magazine is specifically mitﬁen for Mac designers,
I'm able to make good use of it even thoughi I use an IBM

compatible. j

I wish I had a Mac but I don’t have the funds right now to buy
a new computer. I was wondering if you knew of any magazine that
dealt with design issues from a PC user’s standpoint.

FRED SEEMSOK
(I let him live because, after all, he seems O‘K. )

|

[The Editor responds] Dear Fred:
There’s a reason that out of the dozens and dozens of PC magazines,

there’s not even one that deals with design iss?es from a PC user’s
standpoint. There’s just not enough of an audience. If there were,
believe me, with the size of the PC market, it could support ten PC
design magazines—but as you pointed out, tﬁere are none. So why
are all the design magazines focused on Macintosh users? At the risk
of sounding smug, why do you think?
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It’s no doubt that with multimedia, the Macintosh is a force to be
reckoned with. However, as a PC user I feel that I have a right to bash
Macintosh users, like you immaturely trash Microsoft and PC users.

If you guys are going to rag on Windows users, I could care less,
but why don’t you present some sound arguments. Cheap shots and
needless arguments and insults to Windows and PC users sure won’t
win them over to a Mac. Certainly Apple wouldn’t use this as an
advertisement tactic. Or would they?

ARNOLD POOPIEDIEPEE
(His real name when he was on Rugrats)

[The Editor responds] Dear Arnold:

First off, our magazine is NOT a computer magazine. It’s a Macintosh
magazine, designed expressly for Macintosh users. It’s not our job to
“win over” Windows users to the Macintosh side—that’s Apple’s job.
Our job is to report Mac news, and teach Macintosh techniques to
people who already own one. But we do want to thank you for taking
the time to write in and tell us how you, a PC user, think our Macintosh
magazine should be written.
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How does it make you feel when you are talking in a computer
discussion, and you have to turn your head, because people are

snickering about you and your Macinturd?

IMAN ASBAG |
(If the shoe fits)
[The Editor responds] Dear Iman: ‘
How does it feel when hundreds of thousands of people read your
dumbass letter, shake their heads, and think yow're an idiot?
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CHAPTEHR NINE

Pot shots at
Microsoft, the media,

and anything else
that gets in our way

ve got to believe that on some level, all Mac users secretly hate

Microsoft. Okay, some aren’t so secret about it (many Mac

users refuse to have any Microsoft product installed on their
machines, as a show of defiance). And actually “hate” may be too
strong a word to describe how all Mac users feel—they don’t all hate
Microsoft. In fact, I've heard there are two sisters somewhere in
Montana that don’t hate Microsoft, and I’ve heard tales of a Mac
user in Brussels who describes his feelings about Microsoft as
“ambivalent,” so that’s at least three people I can think of right off
the top of my head. So saying “all” Mac users hate Microsoft is’
obviously an exaggeration of sorts (but one that’s certainly easy and
fun to make).
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Now, do I hate Microsoft? Before I answer that question, I need
to ask all of Microsoft’s attorneys to leave tl'le room (they’re
everywhere, ya know. Kind of like the CIA).l Okay, are they all gone?
Good. Now, lean in closer. Here’s a little insight: Mac users see
Microsoft as two separate companies: (1) a good Microsoft. One that
makes great software for the Macintosh, like Microsoft Office,
Microsoft Internet Explorer, Outlook Expréss, etc. and (2) an evil
Darth Vader-like Microsoft that makes Windows and 50 million
other things only for PC users (like Microsoft Flight Simulator. I
know, let it go). 1

Mac people really do like the Macintosh side of Microsoft. It’s
run by real Mac people—dedicated Mac heads (like you and me),
and their goal is to bring some great software to the Mac platform.
That’s probably why some of Microsoft’s Mac products have features
that aren’t available on their Windows coun;terparts. So, for the rest
of this book, when I mention Microsoft, I’n‘1 not talking about the
“good Microsoft” (the Macintosh Business pnit of Microsoft). I'm
talking about the other part. The part full of meanies.

But it’s not only Mac users that hate Mic%osoﬂ. I know loads of
PC users who absolutely hate Microsoft too;: In fact, I can’t say for
sure that I personally know a PC user who says he/she actually likes
Microsoft. They may not hate them, but I haven’t found a PC user
that likes them, cares about them, etc.

Not that they don’t like a particular software program Microsoft
makes. They may even like Windows (hey, I've heard stories), but I'm

\
talking about Microsoft the company, not tlile software. Now, I could
be off about this (yeah, right) so try my the?ry out for yourself: Ask a

few PC users you know, “Do you like Micro‘soft as a company?” and
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see what they say. See if you get an answer like, “Microsoft—they’re
great. I'm one of their biggest fans.”

Also, you'll probably uncover another difference between Mac
users and PC users: Mac users may not like Microsoft, but generally
they don’t care one way or the other about Bill Gates. However,

PC users seem to really have it in for Bill. They’re always going off
on Bill, and you can tell they just don’t like the guy (even if they do
use lots of his company’s software).

I have a theory on why Bill really fries their hash browns.

My theory is that the average Windows user is, on some level,
unhappy (not PC experts who troubleshoot their own machines; 'm
talking about “the average user”). They feel like “Hey, we’re using the
right stuff—the same stuff everybody else is using. But we’ve got all
these problems. It’s not supposed to be like this, right?” They’re
unhappy with their overall computing experience (and they’re
probably unhappy with their hairstyle, clothes, and generally dweeby
appearance, but that’s another story). But they’re not going to blame
Dell, or Intel, or the company that makes their monitor—all of that
stuff seems to work. Besides, they don’t want to blame a big faceless
corporation, because they feel this is someone’s fault. It has to be—it’s
too messed up, complicated, and unwieldy to have been created by a
machine-—someone must be behind this. They need to blame a real
livin} breathing person for their misery—and who better than the
man they themselves helped to make the richest billionaire in the
world—Bill Gates? Hey, it’s just a theory, but if you have a couple of
drinks and read it again, it starts to sound more and more plausible.
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So what’s the real reason Mac people hat‘e Microsoft? In my
opinion, it’s because they feel that Microsoft ripped Apple off.

By that I mean that Apple was the company to bring icons, pull-
down menus, folders, the little trash can, “point-and-click” using a
mouse—in short, the whole “Graphical Use‘r Interface” to comput-
ing. They didn’t necessarily invent every piece of it themselves, but
Apple is the company that brought it to peﬁsonal computing, at a
time when PC users were using the best OS Microsoft had come up
with to that point—DOS. PC users had no icons. No folders. No
windows. No mouse! If you wanted a comp}uting environment that
offered those things, you had to buy a Macﬁltosh.

A short time after the original Mac was i‘ntroduced, Microsoft
introduced the Windows operating system. Surprisingly enough, it
too had icons, pull-down menus, folders, “point-and-click” using a
mouse—in short, a “Graphical User Interfa“ce.” We felt it was a pretty
lame knockoff of the Mac OS, so at first we; didn’t sweat it (although
Apple apparently did, and tried to sue Microsoft for a “look-and-
feel” infringement). Subsequent versions of Windows added other
“Mac-like” features, such as a recycling bin positioned approximately
in the same spot that Apple’s trash can hadioccupied for many years.
In some cases, Microsoft didn’t even change the name of the feature
“inspired” by the Mac OS. You know what Microsoft calls their
version of the Mac’s Control Panels? “The Control Panel.” Apple had
the “Apple menu,” Microsoft introduced the “Start” menu. They
both pretty much do the same thing. This is the stuff that burns our
biscuits.

But what really scrambles our eggs is that so many PC users
wholeheartedly believe to this day, that Microsoft invented all this
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stuff. Microsoft doesn’t go around telling people that; PC users just
assume it.

I get into arguments all the time with PC users who will fight to
the death on the idea that Microsoft invented the mouse. Microsoft
never said that (as far as I know), but PC users believe that they
are “the center of the universe,” and if something good has been
invented, it was invented for them (not copied from Apple).

I've even had PC users (on more than one occasion) try to tell me
that Windows came out first, and that Apple is ripping off Microsoft.
I think this is the core of why many Mac users hate Microsoft at the
level that they do.

I think what really sizzles their bacon (I'm just one breakfast
metaphor short of heading for the nearest Denny’s), is that the
product they consider to be “a cheap knockoff” of the Mac OS is the
product that rules the computing world. How could a lesser product
rise to the stature and dominance that it now maintains? How could
the vast majority of the PC world not see what happened? Not see
the difference? Not demand something better, especially when it’s
out there on the Macintosh platform? This is at the core of what still
really toasts Mac users to this day.

Okay, now back to the question: Do I hate Microsoft? I think I
used to, but now...honestly? I don’t hate Microsoft. I certainly don’t
like Microsoft. I don’t want to have a beer with Microsoft. I wouldn’t
let Microsoft date my sister, etc. But I don’t hate them.

Like many Mac users, 'm just mad at Microsoft. It’s not a love/
hate relationship because I don’t love anything about Microsoft.

It’s more like a pissed/angry relationship. Why? It kind of goes back
to that “Hey, you stole our idea” theory, but it’s more than that.
Mac users are mad because they’re frustrated to be using a product
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(the Mac OS) that they know in their heart‘s is better. Not just a little

better, a lot better. They know it’s because most of them have at one
time or another used PCs. They gave up thle “unlimited software,
cheap hardware, 50-joystick world” of the I;’C platform because
they found something better. They want to share their discovery

with the PC world they left behind. But thci. rest of the PC world not

only doesn’t know what they’re missing, th}ey flat out don’t want to
believe it. ‘

I think it’s because some big scary comﬁany has brainwashed
them into believing they’re using the best 6perating system there
is. As long as they don’t try another OS for;; themselves, they’ll
continue to believe it. What happens to PC users who do try the
“other operating system” (the Mac)? Many, of them never go back.

Here’s how many Mac users feel. They use a computer that,
hardware- and software-wise, is arguably the finest overall comput-
ing platform there’s ever been. It’s certainly the most-imitated
platform and that says something right th%re. It’s also the most
expensive, but the two generally go hand n? hand. If you want the
really good stuff, you have to pay for it. Mac users strongly feel
they’re using the absolute best computer. I' it was a car, it would
be a Lexus (Mercedes, BMW, etc.) while the rest of the computing
world would be using a Ford Escort (nothing against the Ford
Escort. It’s dandy. It’s just not a Lexus). |

Now, want to get some insight into a Mac user’s frustration?
Picture yourself in your new Lexus, sitting at a stop light. A guy pulls
up next to you in a Ford Escort. He rolls dbwn the window, shakes
his head, and starts laughing at you (by th:e way, for the sake of this
metaphor, you know he’s the PC user, righrc? That’s you, the Mac user
|
\
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in the Lexus—just like in real life). You roll down your window and
he says, “Man, I can’t believe you bought a Lexus. What a bonehead!
My car cost way less than yours, but it does all the same stuff: You’ve
got air conditioning, I've got air conditioning. You've got cruise
control, I've got cruise control. You've got power door locks, I've got
power door locks, and I'm getting to where I want to go, just like you
are, but for much less. I just don’t get you Lexus guys,” and he drives
off. You sit there steaming at his ignorance.

He’s right: You both do have an air conditioner, cruise control,
and power door locks; but the experience of owning a fine motorcar
like a Lexus is vastly different than the experience of owning an
Escort (I don’t own a Lexus myself, but I did drive an Escort long
enough to know the difference).

Yes, the Lexus is more expensive. There’s a reason—it’s a world-
class car. But try to explain that to the guy in the Escort. He just
won't get it. To him, a car is a tool. A machine he uses to get him
from point A to point B. That’s all.

To you, your Lexus (like your Mac) is a work of art. A finely
crafted automobile that you love to drive. You can hear that crafts-
manship when you close the door. It sounds solid. It sounds tight.

It sounds as if it was built by people who care how the door sounds
when the owner shuts it. You go out of your way to drive your Lexus
because it’s fun, exciting, and it has personality.

The Lexus has an inherent value that is virtually impossible to
explain to someone who hasn’t owned a Lexus—jyou just have to
own one to understand. It’s the same with a Macintosh. The Mac
has an inherent value, a personality, an excitement, that is virtually

impossible to explain to a PC user who has never owned one. That’s
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why you’ve probably never heard anyone use the phrase “PC fanatic.”

They’re PC users. To them a PC is a tool. An/appliance that gets them
from point A to point B. |

This is why Mac users are cranked at the PC industry as a whole.
They feel PCs are the “Escort” of computers;. Sure, they outsell the
Mac, just like the Escort vastly outsells any Lexus (heck, the Escort
alone probably outsells all Lexus models cojmbined), but selling more
product doesn’t necessarily make it better. PC users act as if they
believe that the only measure of a product’s; quality is how many
people use it. If that were really the case, qud could raise the price of
their Escort by another $30,000, and *NSYNC would be the greatest
band in the history of music because after all, right now they’re

selling the most records.

Arrogance or frustration? ‘

You can probably see why Mac users mightljbe upset with Microsoft,
and you can understand why some PC users might be upset with
Microsoft. But what PC users can’t underst‘Fmd is why Mac users
would be upset with Microsoft. |

I’ll give you a real-life example that hapJened to me not long ago,
which shows how little PC users understand about us.

Some friends of mine own a local video-\production studio, and
we’ve been using their services for years. Tl‘rey’re a small studio, but
they do first-rate work and they’ve really bl‘lilt a name for themselves
in our area. Up to this point, they’ve been doing most of their work
traditionally (using video tape decks and analog technology) rather

than doing everything on the computer and working digitally.
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A couple of years ago, they realized that the video production
industry was going all-digital and, although somewhat hesitant to
abandon the technology that had gotten them this far, they were now
seriously looking at computer-based, video-editing systems. They
already had a PC in the studio (they had been running Photoshop
on it for importing client logos and creating titles), and they had a
couple of PCs they used for their accounting, business programs, etc.
so they were (sadly) PC users (yet I still call them my “friends.”
Shocking, I know).

Because this was a big (and expensive) decision for them, every
time I visited their studio, they would pick my brain about the Mac.
Well, this once, it must have been getting close to decision time
because they were really grilling me about the Mac and basically
challenging me on why they should choose a Mac over a PC. After
just a few minutes, I could tell that they didn’t really want to be
convinced. In fact, I could tell they had already decided to go with a
PC-based Matrox system. I think what they were really looking for
was any little snag or loophole in my argument so they would feel
better about going against the industry standard and choosing a PC-
based system.

As we went back and forth on the Mac versus PC thing, it was
clear that they had all the same Mac misconceptions as anyone else
who hadn’t used a Mac, and much of their Macintosh information
was provided by (you guessed it) PC users. I was dispelling their Mac
misconceptions fairly easily, but at one point in the interrogation,
one of the owners (we’ll call him Tom—because that’s his real name)
made the comment, “But Macintosh users are so arrogant.”
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“Arrogant!” I replied. I then proceeded to make fun of his income
bracket, the quality of this clothing, I queséioned his upbringing, and
generally let him know that I felt he was beneath me. (Is that what he
meant by arrogant?) |

Actually, what I told him was that most Mac users (at least the
ones I’ve met) are among the nicest, most ILatient, fun-loving people
you'd ever want to know. In some cases, théy can also be quite

defensive (for all the reasons I've mentione‘d in this book thus far).

But what he was mistaking for arrogance is simply frustration.

To help him understand the type of frustra‘tion a Mac user feels

in a PC-oriented world, I gave him an anal‘ogy he could really
relate to. 1

I said, “Tom, you guys are in the video p}roduction business.
You've got a great shop, you were one of the first in our area, and
you've built a solid reputation. By doing this, you've also created
an extremely loyal client base.” Then I desc}ribed this scenario:

But let’s say that tomorrow, a huge new ’;video production com-
pany called “Video Production MegaWorld” (a totally made-up
name) opens right down the street from yéur studio. Their studio is
10 times the size of your studio, and they Have ahuge staff and a
huge marketing budget. For their grand oéening, they take full-page
ads in the local newspaper, and every time‘jyou turn on the TV, it
seems that there is yet another ad for the grand opening of Video
Production MegaWorld.

Pretty soon, everybody is talking about Video Production
MegaWorld, so you finally go down there to see what all the fuss is
about. As you walk in the door, you notice;the bank of high-tech,

flat-panel monitors that are running their “demo reel” (samples of
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their work designed to show potential clients the kind of work that
they do). After watching for about two minutes, you realize that their
demo reel looks an awful lot like the demo reel you guys have been
sending out for the past year to your potential clients. In fact, you
notice they’ve used a lot of the same camera angles and same effects,
but overall you can tell these guys aren’t nearly as good, because even
though they were clearly “inspired” by your demo, in reality, their
“knockoff” wasn’t nearly as good.

You could sit there and point out where they didn’t do particular
things nearly as well as you had, where mistakes had clearly been
made, and overall how their demo reel just isn’t as good or as
professional as your demo reel. You leave Video Production
MegaWorld satisfied that if the public were to see their demo reel
and yours, they’d clearly see the difference, and choose your firm
over their marketing hype and fluff. So you head back to your office,
confident that quality will win.

Back at your office, there’s a call from one of your clients canceling
a video project you were scheduled to shoot next week. The next day,
you get another mysterious cancellation and then yet another.

Finally, when you get another cancellation, you put your customer
on the spot and ask why they’re canceling, and she reluctantly tells
you she’s having Video Production MegaWorld produce her spots.
She tells you that a friend of hers went there and was pretty happy,
and since they’re offering “pretty much the same stuff that you guys
do,” she’s now going there too. That’s when you realize that she, and
probably many of your other clients, simply can't tell the difference
between your high-quality production work and Video Production
MegaWorld’s mediocre production work. Soon you're losing clients
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left and right to a company that produces lc;esser quality work but
spends a bundle on marketing. It’s a snowball effect—your clients
are bombarded with Video Production MeéaWorld adson TV and in
print, and now even some of your most loyial clients are using
them—not because they’re better, not because they offer something
you don’t, but primarily because “that’s who everyone else is using.”

Reality sets in |

I asked him how he’d feel if he heard that pi:ople were Nnow saying
that Video Production MegaWorld is better than his studio. Or how
would he react if he heard people saying that they think Tom actually
copied his demo reel from the one running at Video Production
MegaWorld? ﬁ

Before long, Tom and his video compan)j' would become a niche
player in the video production market. Wh‘y? Because Video Produc-
tion MegaWorld spent a lot of money on n‘:arketing to convince the
public to use a lesser product. The product of a company that was
certainly not an innovator, but simply an ixjnitator.

I told Tom that he now had an inside look at what it’s like being a
Macintosh user, and he readily admitted that he didn’t realize what
we were going through, and even went as far as to admit that he
might have been wrong in his judgment about Macintosh. Oh, just
in case you were wondering, of course theyé bought the PC system. In
fact they bought two. I can provide all the Jimmo in the world, but
it’s very hard to overcome the fact that governs virtually all PC
sales—everybody they know in the business uses PCs too.

We live in a world where people sweaA by a much lesser
product. But we’re not the only ones saying it. Even the leading
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PC magazines constantly complain about numerous Windows bugs,
tech support nightmares, never-ending virus worries, and shoddy
workmanshipin many PC products. But their readers don’t dare
switch to Macintosh, because then they’d have to give up their choice
of 50 joysticks, and they would have to use a product their neighbors
don’t use. That’s very risky business indeed.

As a Macintosh user, you constantly wonder how the public can
fail to see such an obvious difference. How can they be so blind? So
brainwashed? So closeminded as to refuse to hear 30 million people
who are screaming at the top of their lungs, “There’s something
better out there! It doesn’t have to be like that!”? But then again,
every time they turn on their TV, there’s another ad for Microsoft,

or Gateway or Intel.

The dangers of using PC logic
’ve got to imagine part of the reason why PC users don't see the
difference, or advantage, of Macintosh is how they make their
decisions. Apparently, years ago they were told “don’t buy a
Macintosh” and they were given a list of reasons that may or may
not have been legitimate at that time (which could have been eight
or ten years ago). Even if they heard it all 10 years ago, that’s the way
it still must be, right? They’ve never thought of re-evaluating that
initial Mac info, and in ten years, really...how much could things
have changed in the computing world?

It’s almost as if PC users make a judgment on which computer
platform to use, not by which one is actually better but which one
offers the widest selection of keyboards and joysticks.
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I wonder what my own life would be like if I made my important

buying decisions the same way PC users do‘. In fact, let’s do that. Let’s
apply PC logic to a hypothetical purchase—buying a new car. (By
now you’ve learned that all my analogies are about cars, and all my

metaphors are about breakfast. Now, if I could stop writing long

enough to get in my car to drive to breakfast, I'd be set.)

Buying a car is a serious decision, so I thought I'd ask my friends

and co-workers which car I should buy. I ta‘lked with lots of different

car owners, including my neighbor who is Zji self-proclaimed car
expert. After carefully weighing their input, I've narrowed my car
search down to two cars: a Mercedes-Benz ;(3320 Sedan (an entry-
level Mercedes) that’s a bit more expensive %than the Buick Regal
Limited Edition that I'm also considering. (I'm giving Ford a break
this time. Again, there’s nothing wrong witb a Buick Regal, I just
need another popular car for this analogy.) Now, it’s time to use PC
logic to find out which car is really the better choice. Here goes...

Accessories

First stop—the big auto parts store in town. I have to admit this was
a big eye-opener, because they had considerably more parts for
Buicks than they did for Mercedes. In fact, ;it seemed as if they had
fully ten times more Buick parts. Take ﬂoonj'mats, for example. They
had dozens of floormats for Buicks, in evex‘;y style and color. How-
ever, they had only four that would fit a M%rcedes. Also, there were

just a few colors available in Mercedes ﬂoo‘rmats, but there were all
kinds of colors available for the Buick—red, blue, brown, gray—you

name it.
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Later that day I went to the automotive department at Kmart. I
asked the salesperson in the department where “the Mercedes
accessories section” was, and she just started laughing. She sarcasti-
cally told me it was next to the brandy snifters and candelabras. But
when I asked her to show me where the Buick department was, she
told me that Buick parts were all over the entire automotive depart-
ment—from spark plugs to mufflers, floormats to radios. In fact,
there was so much available for the Buick Regal, it made me realize
just how popular the Buick Regal must be. This Regal must be

some car!

Repairs

Maintenance is an issue of major concern to me, so I did a little
research. It seems that the Mercedes did have advantages in this area,
but I have to tell you, I could find a Buick Regal repair manual just
about anywhere they sell Buick parts (which is just about every-
where). Apparently Buick Regal owners love to tinker with their
Regals, because at the book store there were dozens of books on how
to repair your Regal and how to customize your Regal, but quite
frankly, there wasn’t much on repairing your Mercedes. Hmmm.
This had me concerned.

More is better!

I did a little research online, and according to figures supplied by the
U.S. Department of Commerce (in November of 2001), Mercedes
represented only a 1.4% share of the U.S. auto market. 1.4%!!!!

That scares me. What if Mercedes were to go out of business? Then
what? How would I get parts, and what if people stopped making
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accessories? Sure, I know Mercedes is a big company and is making
profits now, and selling lots of cars, and the?y’ve been around for
years, but this is frightening stuff. Even though I only plan on
keeping this car a couple of years, what if tﬁe unthinkable happens
and Mercedes goes under? This decision is becoming more obvious

every minute.

Buying the car |

Another thing that surprised me was that about the only place I
could find a new Mercedes is at a Mercedes;dealer, and there are only
three of them in the entire tri-county area \‘rzhere I live. But Buicks
you can find at a dozen or more dealers, and you can find a used

Buick on every used-car lot in town; but finding a used Mercedes is

like finding a needle in a haystack. It’s so obvious that many more

people buy Buicks than buy Mercedes. This is all becoming so clear.

The need for speed \

Apparently, Mercedes has been running ads showing how much
faster Mercedes are than Buicks. In fact, in it‘:ertain real-world tests
the Mercedes was nearly twice as fast as the Buick. Although
Mercedes does cite the sources for their test:ing and details on how
the tests were performed, it can’t really be true, can it? I mean, I had
always heard that Mercedes were slow, and all my friends who have
Buicks tell me how fast they are, and they say their Buicks are faster
than a Mercedes (even though they admit, 1they’ve never tried to test
them side by side). I mean seriously, could [things have changed that
much in the past few years that Mercedes aLe now faster than Buicks?

Mercedes must be lying. It just can’t be. ’
|
\
|

168 |



pot shots at microsoft, the media, and anything else...

The bottom line
Admittedly, there are a number of things I like about the Mercedes. It
comes with more standard features than the Buick, and it definitely
wins in the looks department. Also, apparently Mercedes require less
maintenance, less troubleshooting, are easier to use, and according to
Mercedes’ claims, they’re faster. I was also particularly intrigued with
how many Mercedes owners absolutely love their cars, and swear
they wouldn’t have anything but a Mercedes (they’re almost fanatical
about them—buying Mercedes again and again, year after year).
However, the fact of the matter is there are clearly not as many
accessories for the Mercedes, not nearly as many places to buy a
Mercedes, they’re more expensive, and their market share is so small
I’m concerned that one day they might go out of business. Besides,
all my friends have Buicks, and they even use Buicks at work. I think
it’s a pretty safe bet to go with the Buick, so that’s what I bought.
Now that I have my Buick, I have to say that it does a perfectly good
job of getting me from point A to point B, and after buying it, I
immediately bought a new set of floormats, right at the local auto
parts store. My new Buick is very functional. I'm not “in love with it”
like those Mercedes fanatics are, but I'm not supposed to be. It’s
a car, right? It’s designed to get me where I’'m going. Right?

Through their eyes

If you were to use PC logic, you'd buy the Buick. You'd buy it
because: It has more accessories, all your friends have one, your co-
workers have one, it’s cheaper, and because to you it’s just a tool. If
we all made important decisions like PC users made their platform
decision, this would be a totally beige world. So why do so many PC
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users think this way? Is it a chemical imbalance in their brain? I don’t

think so (though some Mac users would di:ﬁnitely argue this point).

I think it’s because “that’s what they have b:een told.” Who told them
this? Two sources: the PC-biased media and Microsoft. It’s
Microsoft’s job to tell the public how great their software is, so I
don’t really blame them—that’s business. But the media is

another story. |

Making the news
In my opinion, the biggest problem Apple has ever had is how they
are abused, attacked, berated, and outright lied about in the main-
stream and computing world media. It’s the reason why I got into
the Macintosh publishing business in the first place—to tell the
other side of the story. :

I honestly couldn’t take reading press reports, TV news reports,
and magazine articles that were so patentl)fr misleading, so “anti-

Apple,” so twisted to show only one side of’ the story. So Jim Work-
man and I founded Mac Today back in 1993 as our way of combating

|

the lies, and creating an outlet for the other side of the story. A story

about the great things Apple was doing, ab!out their triumphs,

heroes, and the good news about Apple tth the mainstream press
absolutely was purposely ignoring. ’

In Chapter 1, I gave you my reasons why I thought the press was

so anti-Apple: In short, the mainstream media are PC people. They

use PCs, they accept PCs, they write their e‘mti-Apple articles on PCs.

|

They see Apple as “outside the mainstream” (which it is), therefore

\
they want to see it fail. If they can help it f?il, then they’ve done their
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job. Before the iMac was introduced, only one kind of news about
Apple was being reported—bad news. If something bad happened, it
was on the cover of magazines the next week. If Packard Bell was in
trouble, it was buried on page 36. If Apple was in trouble, it was on
the front cover. Magazines like Wired would run a harsh story about
Apple, complete with an Apple logo on the cover, surrounded by
barbed wire, and simply the word “Pray.” What do you think that
kind of imagery does for Apple’s sales? Does that make you feel that
buying an Apple computer is “a safe bet?”

I would spend barrels of ink in Mac Today, issue after issue,
picking apart these news reports and articles that were so one-sided,
so unfair, and so obviously “out to get Apple” that I'm amazed that
Apple was able to weather the storm.

Yet Apple outlasted leading PC companies (of whom the press
were totally enamored) like Packard Bell, NEC, and Digital. At this
writing, it appears that PC giant Compaq will be gobbled up
by Hewlett-Packard. Apple has outlasted them all, with a relatively
small marketshare. How have they pulled off this mini-miracle?
Apple is different. It’s not like other PC companies, and that’s what
the PC industry analysts and Wall Street analysts can’t figure out.

They just don’t “get it.” They don’t get Apple. They try to
apply the same logic to Apple that they do to Packard Bell. But they
don’t understand that Apple has a strategic advantage that Packard
Bell never had—people care about Apple. Apple doesn’t have
customers; it has a fan club. It has a dedicated, fanatical, Apple-or-
nothing customer base. It has the kind of customer base every PC
company would dream of having but none does.
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That’s why so many analysts use the same old tired “Apple may go
the same way as Amiga” or “Apple may go 4he same way as Beta video
tapes. Beta was better, but more people used VHS, so VHS won the
war.” They just don’t “get” Apple. Never ha+e.

Part of the problem of not “getting” Apéle is the fact that the
crutch the media and analysts use to measqlre whether Apple
will make it or not is market share. To them, it’s all about market
share. Which is weird, because what keeps beople in business is
profits, not market share. Want proof? Whére’s Packard Bell?

At one time they were the leading PC manilfacturer in the world.
They had more market share than anyone. But they’re long gone.
Market share didn’t save them, and Apple (;)utlasted them.

Wait! How can that be? Apple, with only about 4% of the market, -
outlasting the PC company that had the la}gest market share in the
world? That’s right. Because Apple was abl[e to do something that
Packard Bell wasn’t able to do—continue to make profits. Apple is

|

profitable even today when the tech industry is going through what

is perhaps the biggest slump in the industr!y’s history. Huge PC

companies are posting record losses, quarter after quarter, with
massive layoffs. Apple, on the other hand, has just posted back-to-
back quarterly profits, and has billions of ciollars in the bank, in cash.

|
Where are the cover stories “Apple bucks the downtown” or “Apple

profits while PC companies go bust”? Whe}:re is the Wired cover that
shows a halo above the Apple logo and say\;s, “We were wrong!”?
To this day, you'll find reports every wee;k predicting Apple’s

doom. It’s just what the mainstream mediaj is programmed to do.
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[ remember just over five years ago reading an article by Jake
Kirchner in the April 1996 issue of PC Magazine. In it he said, “No
doubt a bitter group of Macintosh users will feel the sting
of Apple’s demise. I'm sure there will be a large, forlorn group
of Apple users who will struggle along supported only by one
another, their online postings becoming increasingly bitter as we
close out the millenium.” Macintosh users haven’t felt that sting yet,
because almost six years later, Apple’s still here.

Or how about that same year when Rolling Stoneran a two-part
cover story on “The Death of Apple.” Because it was on the cover,
you didn’t even have to read the article to get the message.

How wrong has the media been? Look at it this way. They started
predicting that Apple would go out of business about 30 seconds
after Apple introduced the Mac back in 1984. They’ve been predict-
ing it ever since, and every single prediction, every single time
someone said, “Apple’s not out of the woods yet,” every single time
some highly paid analysts said, “Apple’s not going to make it,” they
were absolutely wrong.

Despite all of this, despite Apple’s outlasting companies 10 times
their size, despite producing profits when their PC competitors are in
the midst of massive layoffs, the best and brightest analysts in the
industry still cling to their misguided market share theory. It’s not
really a theory. It’s a myth. Why don’t you read reports that say,
“With its small market share, BMW isn’t going to be able to com-
pete,” or, “With significantly less than 1% of the U.S. market, how
can Volvo go up against the big three”? It’s because in that industry,
they understand that market share isn’t what it’s all about. In the
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auto industry, the media isn’t all lined up 4gainst Subaru, BMW,
Volvo, Mercedes, Jaguar, and Lexus (which; ALL have less market
share in the automotive market than Apple;: has in the computing
market). They know that it’s profits that c¢unt, not market share, or
none of those auto makers would still be in business today.

You can’t look at Apple the way you look at other PC companies,
because no other PC company is like Apple. No other PC company
makes both the operating system and the computer that runs it. Not
Compagq. Not Gateway. Not even Microsotz’t.

I think the biggest market share mistake these analysts make
is unfairly pitting Apple’s market share agz{ainst the entire PC industry
as a whole, stacking up the combined market share of every PC
company against just Apple (rather than comparing Apple’s market
share to Micron’s or Gateway’s). That’s at the heart of the problem.
Apple doesn’t have to beat the entire PC iAdustry to stay in business.

They don’t have to beat the entire PC indl‘lstry to make a profit,and

they don’t have to grow their market to m}ake a profit, because
Apple’s market share has definitely contrat}:ted in the past few years,

but they’re still making profits. This just d“oesn’t make sense to PC

industry analysts, so Apple pays the price for analyst ignorance.

The wisdom of analysts

When the tech slump really hit, Apple warned Wall Street that their
earnings would be lower than expected. Apple stock dropped about
50% the next day. They didn’t announce layoffs, bankruptcy, or
massive losses, just lower earnings, in an industry where everybody
was announcing lower earnings. Rather th‘an looking at the situation

rationally and judging Apple as another company feeling the same
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effects as the rest of the industry, the market jumped on Apple with
two feet, and sent its stock tumbling.

My stockbroker called to let me know what had happened (he
knows I’'m interested in Apple, but I didn’t have any Apple stock at
that time). I asked him what his firm’s analysts were saying. He said
they thought that Apple’s market share wasn’t growing, and that sales
of Macintosh computers were mostly to existing Macintosh users,
and they weren’t making inroads in the PC market.

What a shocker! That’s the same exact thing analysts were saying
a week before the drop. A year before the drop. Five years before the
drop. In fact, that’s what analysts who don’t understand Apple have
always said. I took this as a clear signal to buy, and I bought some
Apple stock (which I still hold). I thought that if the analysts had
come up with something new, some new revelation that I hadn’t
heard about Apple before, then I might sit on the sidelines. But if
they were touting the same old “market share crap,” then I knew
that their opinion (which has always been wrong) would be wrong
once again (after all, they have a perfect track record).

I figured it this way: The day before the 50% drop in Apple’s share
price, most of the major Wall Street firms had a “buy” recommenda-
tion on Apple stock. The day before the drop they were completely
wrong about Apple. Now, overnight, after being wrong, they’re
suddenly right? What about their customers who bought Apple
stock the day, week, or month before the drop based on their “buy”
recommendations? You don’t hear the analysts lining up to apologize
for that or admitting they were wrong. Again.

It’s like I always say: When it comes to analysts, the first four
letters say it all.
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But where are the developers!
Another thing industry analysts love to glom onto is the myth that

fewer and fewer companies are developing software for the Mac,
which is total bull; today there’s probably n;mre software for the
Macintosh than at any time in history. |

Believe it or not, there are probably eveq more Mac games now
than any time in history. But here’s the catci:h—remember howI
mentioned in the chapter about CompUSA, about all those hybrid
software packages, and how both the PC and Mac versions were on
the same disc, but they were sold in the PC department? Well, in the
industry’s calculations of how much Mac software is sold, when a
hybrid CD is sold in the PC section to a Mac user, do you think
CompUSA counts that as a sale of PC software or Mac software?
Since they don’t ask which platform you’rg using when you buy this
hybrid software, which platform gets credited with the sale?
Hmmmm. Makes you stop and think, does‘,n’t it?

Now, don’t get me wrong, I'm not trying in any way to say that
there’s as much Mac software as PC softwalre. There just isn’t, plain
and simple, and this has long been a thom; in the side of Mac
fanatics. |

Years ago, back in the dark days of Macintosh, when software
selection was pretty thin, we used to e-mail PC software companies
to try to convince them they’d have a robu‘Ft new market
if they’d port their software over to the Mac. Guy Kawasaki’s daily
“EvangeList” e-mail newsletter was a great help back then in
rallying Mac users to send polite e-mail leﬁters to software vendors
to let them know they have an untapped n‘iarket ready and willing to
buy their products. I used to read his newsletter faithfully, and I was
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one of those crazed Mac fanatics who wrote to those companies.
Every time I'd run across a PC software developer who had a great
program that wasn’t being developed for the Mac, I'd send a letter
trying to convince them of the error of their ways—serving just one
side of the market.It used to really keep me up at night, but now
luckily when it comes to Mac software, things are decidedly better.
Plus, I now totally understand that I was the one in the wrong in
the first place.

You see, I realized that I was looking at the whole issue from one
side. A Mac user’s side. I was angry that PC users were getting some
cool software that I couldn’t get, so I started whining. But when I
finally took a step back, took a deep breath, and looked at things
from a PC developer’s point of view, I then realized that developing
for the PC has a ton of advantages that just aren’t available when
developing for the Macintosh platform.

P’m not just talking sheer numbers here, I'm talking about people.
PC people. As customers, PC people offer some distinct advantages
that actually make them a far more desirable target market than Mac

users. For example:

(1) PC users are very patient

A patient customer is an ideal customer, and PC users are famous for
their patience. For example, apparently they don’t mind sitting on
hold for hours waiting for tech support. They’re used to it, it’s a part
of their lives, and they don’t seem to mind it one bit. As a developer,
this amounts to a huge savings because you don’t have to waste
money hiring a huge tech support staff—just put a few temps in a
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room, with a couple of incoming phone liWneS, and give them the

same printed instruction manual that comes with the software to
begin with (which you can be sure the caller has never read), and
you're in business.

(2) PC users are thrifty shopper‘s

Since the main determining factor in any ‘PC user’s decision is low
price (not quality, ease of use, dependability, or meaningless things

like those), you don’t have to waste time a‘nd money creating a
quality product—you only have to be concerned with making a
cheap one. The cheaper, the better. You ca}n cut all kinds of corners,
ship software rife with bugs and obvious flaws, and save loads of cash
by skipping the whole pre-release testing iphase altogether. You don’t
have to concern yourself with trivial mattjers like compatibility or
ease of installation. Just make sure it’s dirtj cheap, and you're guaran-
teed to sell your product by the truckload.

(3) PC users are great listeners

You have to admire the way PC users listen to software and hardware
companies. You tell them something, anything, and they’ll believe it.
For example, I remember seeing TV ads fora PC chip maker touting
that their new chip was going to completely change the PC user’s
Internet experience. I remember thinking to myself, “Hey, it’s not a
cable modem or a high-tech piece of Webf-enhancing software. It’s
just a computer chip that goes slightly faster than their old chip.” But
that didn’t stop millions of PC users frorrii marching right out to
upgrade their old machines for new ones Ethat would “enhance their
Internet experience.” That’s an ideal custojmer—you tell them what

i
|
|
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you want them to do, and even if it doesn’t make sense, they’ll do it
anyway. You've gotta love that.

(4) PC users are incredibly forgiving

If you’re a PC software company, you can sell PC users products that
have lots of bugs and compatibility problems. You can have them
jump through hoops installing the programs, and you can really stick
it to them by now making existing programs on their hard drives
incompatible with the new software they just installed. You can
create software that has them spending more time troubleshooting
their computer than actually being productive with it, and they’ll
still line up at midnight outside the computer superstore to be the
first to have the honor to pay for the privilege. That, my friends,

is one forgiving customer, and the type of consumer you want as a
registered user of your products.

PC users are much more forgiving than, say, automobile custom-
ers, because if they buy a product and it breaks down numerous
times, those whining bellyaching car buyers call for a “Lemon Law”
to be enacted, so they can take their car back to the dealer and get a
full refund. Not so with PC users. If the software crashes their
computer over and over, and generally makes their life a living hell
for days on end, what do they do? Reinstall the old software they
bought from you last year, or wait patiently for a bug fix (that may
never come). God bless these incredibly forgiving people.

(5) PC users are diligent

These are not lazy people, no sir. They think nothing of staying up all
night trying to track down a virus, or hunting down which incom-
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|
patible driver is causing their system to crasl}a over and over again.
They’re very diligent—nothing stops them. (Frashes, viruses, bugs,
conflicts, peripherals that don’t work—they ;don’t give up; they keep
going and going and going. These are the types of people who make
great customers. They’re willing to do their §hare of the work so you,

the developer, don’t have to.

(6) PC users aren’t easily swayeq

You don’t have to worry too much about losing your customers to a
superior computing platform; you've got th«lTse guys hooked! Even
though many industry experts will readily aflmit that

there is a significantly more stable, more reliable, easier-to-use
operating system out there, you don’t have to worry about them

“jumping ship” and switching to something better. It’s as if they’re

blinded. Brainwashed if you will; and you’rei the lucky beneficiary of

their shortsightedness. Don’t worry about sc‘)meone changing their
mind; it’s already made up—they’re PC users for life—have your way
with them. i

|
|

(7) PC users are waiting for your ;lead

PC users live by a golden rule: If their friends and co-workers use it,
then it must be right. When it comes time td make a serious pur-
chase, some people start researching the products, comparing
models, looking at specs, analyzing their personal needs, etc. Not
PC people. They look directly to their peers 1to find out which
system they’re using, then buy a similar system. They will often even
seek the advice of people who know less about computers than they
themselves do, but they do it anyway to ensure that their decision

is supported by the masses—that they are following the pack.
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Seriously, think about it—how many times have you heard one
of your neighbors ask another neighbor which PC they should buy?
It’s scary. The reason they do is that because they have so many
problems with their current PC, they don’t trust their own judgment.
By looking at their previous choices, I don’t blame them one bit.

As a developer for the PC platform, their indecisiveness is your
gain. Don’t worry about spending millions to “get the customer.”
Get to their neighbors, their co-workers, and you've got a customer

who will “follow your lead” for life.

(8) PC users have short memories

If you have a product that isn’t selling well, give it a new name that
sounds similar to a product that actually is selling well, and PC users
will probably forget which is which, and maybe buy yours.

For example, Apple’s iMac broke about every computing sales
record in the book. It revolutionized the industry. So, if you have a
line of PCs that isn’t breaking records, create a product that
has a similar sounding name. For example, a short time after the
iMac came out, Compaq created a computer called the “iPac.” Only
one letter is different. Not bad! Or how about the “eOne” from
eMachines? Same number of letters—also not a bad try. By employ-
ing a similar strategy, there’s a decent chance that a hapless PC user
might mistake your “sound-alike” for the hot-selling brand, and buy
yours by accident. Boom—you’ve got a sale! Luckily, PC users don’t
remember trivial details like “exact names” and colors. Luckily for
you, the only thing PC users have been programmed to remember
is megahertz. They know they need a lot of them (to enhance their
Internet experience, no doubt). Face it, PC users never would’ve
upgraded to Windows 98 if they had any recollection of the night-
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|
mare they encountered when upgrading to Windows 95. Their lack
of memory can be a windfall to your sales.

(9) PC users don't need variety
Thinking of creating a bold new product in a wide variety of colors?
Don’t waste your money. PC users apparenﬂy love beige. It’s the
color of their lives. Everything they use is beige: their computer,
mouse, keyboard, monitor, you name it. Leém from the PC manu-
facturers that tried to follow the success of Apple’s iMac by coming
out with computers that featured large chunks of translucent plastic
in a variety of colors. Not one had a hit on their hands. Why?
Because PC users don’t need variety. ’

The PC personality craves order, uniformity, a controlled environ-
ment that stifles creativity and self-expressiion. They like to be
told what do, what to buy, and they like it il’? one color—beige. As
a developer, you can save development costf, time, and money by

simply creating your product in beige and no one will complain.
Remember, things that are repeated become pleasant.

(10) PC users have a sense of hu;mor

Sure, they may seem humorless on the surface, but you can pull

a trick or two on them, and they’ll just shakje their heads and laugh.
For example, when a reporter for one of the big PC magazines got
hold of an internal Microsoft document revealing that Microsoft was
aware that Windows 2000 had more than 63,000 known bugs but
went ahead and shipped it anyway, the PC community just laughed,
shook their heads, then got in line to buy tlileir copies. Nothing
rattles these PC users; they just laugh it off and hand over their
checks. ;

i
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They obviously know how to take a joke, and apparently some
PC developers know how to tell one. If you're looking for a customer
whom you can easily tell, “the joke’s on you!” then the PC market is

an audience that needs no warming up.

It’s all about just one thing

As you can see, if you're a software/hardware developer, the choice
between developing for the Macintosh market (which requires
spending a bundle on silly things like quality control, testing,
industrial design, support, and [dare I mention] color) and the PC
market (where quality, customer service, color, ease of use, support,
and other trivial matters are not your concern) is pretty clear. It’s a
simple choice: Developing for the PC platform costs less, which
means developers can make more money—and isn’t that what it’s all
about? The money. Maybe that’s why many PC developers never
develop a Mac-compatible product, and stay right where they are—
where the money is. And where millions of those funny, patient,
loyal, forgiving, diligent customers stand ready for you to give them

their next buying instruction. Gees, it all makes sense now.

The battle lines are drawn
If you haven’t yet made the jump to Mac fanatic, be assured of this:

(1) You will (make the jump, that is).

(2) You will hate at least part of Microsoft (the part that makes
Windows), if not all of it.

(3) You will wind up using at least some Microsoft software and
you'll feel guilty about it, but use it anyway.
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(4) You will wind up absolutely pulling yourihair out over the
incredible bias in the mainstream media against Apple (and you’ll

realize why so many Mac users become prem}aturely bald).
(5) All this will make you even more attached to your Mac, and make
you want to show even more people “the light.” It’s weird, but that’s

the way it works.
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CHAPTEHR TEN

The 20 most
important things
I've learned about
being a Mac user

ack when I first got into the Mac, I had to learn every

thing the hard way. I'm not talking about the simple

things like “Don’t forget to rebuild your desktop once a

week” or “Disable your extensions at start-up by holding
the Shift key” I'm talking about life. Mac life. Real life. The things
you could only learn from veteran Mac users (people who used
Macs in the war).

These cantankerous old veteran Mac users would gather around
and scream at you, like military drill sergeants, while you did wide-
grip push-ups down in the dirt. They would tell you how hard your
Mac life was going to be. How alone you would feel. How “soft” you
were. They’d ask you if you wanted “the naked truth.” They’d ask
you again and again, louder and louder, “Do you want the naked
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truth?” When you'd finally break, and answer, “Yes, yes! I want the
truth!” they’d just yell back “You can’t handle the truth!” (They stole
all their lines from military movies.) But the more they screamed,
the stronger it made you. It made you a Maic survivor. After going
through that, you felt you could face the cozld, dead stare of even the
angriest, most frustrated, ugliest PC user ar‘}d come out alive. You
had crossed over.

Frankly, I don’t want to see you go through what I had to. So I'm
going to do for you what I wish someone had done for me back
when I was still a Mac private. I'm going to share with you the 20

most important things, the most important truths I’ve learned about
being a Mac user. |

Some of this may seem shocking at first. Fven brutal. You may not
want to read this alone. Get a Mac buddy and I promise you—you'll

get through this together. Let us begin:

(1) Macs are more expensive than PCs
However, when you compare, feature for fjature, the real value
between a similarly configured Mac and a brand name PC,
you'll find that...well...the PC is still cheap}er. (Rats, where
was I going with this one?) It’s true. In the %urrent market, a similarly
configured PC is cheaper, but like almost every product, you get
what you pay for. A similarly configured PC does not equal a
Macintosh computer. That’s why Macs are sLlightly
more expensive.

You’ve probably seen ads where you can ;buy a computer package
that includes a leading brand of PC, packeq with MHz, RAM, and

hard-drive space, bundled with a 15" flat-panel monitor, keyboard,
!
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mouse, two stereo speakers, and a color inkjet printer, all for just
$999 (at least, I’ve seen that ad).

Now, you're probably thinking “Hey, a decent iMac costs about
that much, and that’s just the iMac—no printer, no stereo speakers,
no flat-panel monitor—just the iMac. What gives?” What gives is
that a PC isn’t an iMac. If you want something better than a beige
box of crap, you'll have to pay a little bit more.

(2) Steve is the right person to lead Apple

From stories I've read, and from firsthand accounts, Steve Jobs is
unlikely to win any “nice guy” awards from his fellow employees at
Apple. Over the years I've read many stories about his temper, his
ego, his tirades, and firing of employees who just happen

to be in the wrong place at the wrong time. Those stories may

or may not be true, but there’s one thing I am absolutely certain

of: Steve’s the right man to lead Apple. There’s never been anyone at
Apple who has had the impact that Steve has had since his return. He
may be a tyrant, demanding, unforgiving, and the worst boss ever.
But he’s also a visionary. A genius. A man that gets things done. And
the man that kept Apple afloat when a host of other “nice guys”

couldn’t.

(3) Stay out of the computer sections of office
supply stores or big consumer electronics stores

In fact, stay out of all PC stores, don’t read PC catalogs, and just steer
clear of any place that looks as if it might carry PC hardware,
software, or peripherals (with the exception of CompUSA for the
reasons | listed earlier). I promise you, wandering through aisles and

189



macintosh... the naked truth!

aisles of computer stuff that’s not for you wil‘l not make you feel
good. For example, many people enjoy simply looking around an
exotic car showroom with no intention of beying. They ogle the
Ferraris, Turbo Porches, and Lamborghinis, %nd think to themselves,
“I'd love to have one of these babies.” Looking through the PC
department is different. You're not seeing things you can’t afford,
or things you dream of—you’re seeing aisle éfter aisle of things that
look as if they should be for you, but simply aren’t. This isn’t
window shopping, it’s personally destructive% behavior. You’ll leave
the department feeling frustrated, angry, and perhaps confused.
Do yourself a favor—just avoid those sectior?s and [ guarantee,
you'll be happier for it. |

|
(4) Want to feel really great about owning a Mac?
Subscribe to some PC magazinesi
I could go on and on about what a nightmar;e Windows is and I
could tell you about all the problems PC use;rs face every day. But

since I make no bones about the fact that I’n? totally biased toward

Apple, it just doesn’t have the same impact a‘s it would if you read
actual PC users slamming Microsoft, Windo?vs, and the overall
PC nightmare.

That’s why in most issues of Mac Today, 1 WOuld highlight articles
that actually appeared in real PC magazines. They were fantastic
because there’s nothing more potent than reading where the editors
of PC magazines slam Microsoft, detailing their own Windows
nightmares, and going on and on about cons[tant problems, conflicts,

shoddy quality, bugs, and what life is really lifke on the PC platform.
\
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When you hear them saying these things about their own platform,
it does a better job of telling the story than I ever could. It’s magic!

A couple of quick examples:

In the March 2000 issue of the PC gaming magazine, Computer
Games, Denny Atkins drags Microsoft over the coals in his
“Up Front” column “Shattered Windows.” He chronicles how he
“...lost yet another evening of my life to reinstalling Windows,” and
he calls Microsoft Windows, “The most challenging game.”

He goes on to say, “It’s the rare gamer who hasn’t cursed Windows
at some point,” and adds that Bill Gates is not to blame, because “It
took a huge team to create such a sophisticated, catastrophic pro-
gram.” (Did you catch that? A PC guy “in the know” calling Windows
a “catastrophic program.” You gotta love that!)

But that’s nothing compared to the October 1998 issue of
PC World. This was a Windows-bashing field day.

On page 64, there’s an article entitled, “Bugged by Windows 98?
Glitches are driving users up the wall.” It includes an illustration of
a PC on fire and its owner holding his head in disbelief. The article
starts with the story of an office worker who installed Windows 98
and the software crashed during start-up. The damage was so
severe that “it took her two days to recover her data.” And the PC
World article noted that “...nightmarish installation is far from an
isolated incident.

Another article on page 51 titled, “You've got mail! (Boom!)”

is about PC viruses that can attach themselves to e-mail and can

(their words) “put you out of business.” (See what you’re missing?)
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And yet another article on page 45 is call d “Windows 98—
without the bugs.” Their solution to having Windows 98’s trouble-
shooting features, but without all the Winddws 98 bugs, is to not use
Windows 98 at all, and instead “Beef up Windows 95 with utilities
that offer the same—or better—tools.” ,

On page 19 of that same issue, Phil Lemmons (then PC World’s
Editorial Director) writes an editorial, “My Two Tips for PC Trouble-

shooting,” telling his own nightmares of upgrading PC hardware and

software. He says “I installed Windows 98 ox’aly to have it die at the

splash screen.” After encountering problem ’fter problem, he writes,
“Days and sleepless nights later, I sheepishly‘ asked the PC World Test
Center for help.” They eventually fixed Phil’sf problems. This is
amazing! This guy is a PC expert, the Editori‘al Director for a leading
PC magazine, and yet he has to resort to calling his magazine’s Test
Center to get help. What do normal people do, who don’t have a
“Test Center” to call for help with their nightmares?

PC World’s December 1998 issue had a baick page editorial by
Stephen Maines called, “Can this machine b%a stopped?” His article
details his problems with (get this) shutting down his PC (in both
Windows 95 and 98). The pull quote from the article pretty much
says it all: “Since when should shutting down and restarting a PC be
almost as complex as running a nuclear power plant?” His entire
article is a testament to how overly complex?and trouble-prone
Windows and PCs are. |

PC Magazine also gets in on the PC bash jfest. In their August 2000
issue there’s an article by Bill Machrone called “Life is Too Short.”
The article chronicles the amazing set of problems he encountered
trying to edit a home video he shot of a skit that his son and a

classmate wrote and staged for a class projeth.

|
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He tells how he struggles for days without success. He goes to
CompUSA, buys different video capture cards, and even tries using
different PCs, but he still can’t edit his video on his PC.

Finally, in frustration, he contacts a fellow PC Magazine editor
who lives nearby, and this guy lends him his new Sony laptop that
comes bundled with video-editing software. As you might expect,
they can’t get that to work either. Finally, with the deadline looming,
they give up and edit the video, not on a PC at all, but manually
using two VCRs and dubbing from tape to tape.

The closing line of his article says it all: “Between us, we’ve got
lots of computer experience. Without troubleshooting time, though,
the technology left us high and dry. As my wife said, what do normal
people do?”

Here’s my point (and the point I think the author was trying to
make as well): If two editors of the nation’s largest computer maga-
zine can’t get video editing to work on a PC, what chance do regular
PC users have? This is a real-life snapshot of what many PC users’
lives are really like. Pretty scary stuff.

These are just little snippets of the amazing, hilarious, and
stunning articles you'll find in nearly every issue of these PC maga-
zines. If you really want to hear somebody give it to Microsoft, you'll
find it there. That’s why I always encourage Mac Today readers to
subscribe to some of these PC magazines to learn that what they’re
really missing is misery, troubleshooting, frustration, and wasted
days and night. I can’t tell you how many letters I've received over the
years from Mac Today readers thanking me for convincing them to
subscribe to these PC magazines.
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In fact, if Apple really wants to keep customers for life, they should
include at least one PC magazine subscription with every iMac sold.

(5) Apple will make some bold Hoves
that will freak your ass out ‘
Apple is a company that innovates. That takes chances. That tries
new ideas. That’s why they’ve always led th% industry. But leading
the industry involves making some very bold moves—like being the
first company to do away with floppy disks.} It shocked the industry
(and Mac users) and was criticized by almo?st everybody. That was,
until the rest of the industry started to follojw suit.

Apple was the first company to add built-in CD-ROM drives
to computers. Now every computer has a CD-ROM drive of some
sort. The thing is—Apple’s not done. They’re going to make some
decisions to add, or do away with, some things that will totally freak
you out. Don’t let it. What you're seeing is the future developing
before your eyes, and history being made aq! the same time. Just go
with it because, whatever it is, before long éverybody else will be

doing it too. l

(6) Make some Mac friends
Being a Macintosh user is like most everything else in life—it’s

better if you share it with someone. Having; someone to share your
triumphs and tribulations can really make the experience much

|

richer. It also gives you a built-in support network when you have a

really harsh encounter with a total PC Weenie. Plus, you'll uncover

so many neat things about the Mac, about tT‘he OS, about a cool

|
|
|
|
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piece of shareware, or a new Mac gadget, that you'll be dying to tell
somebody who cares. That’s what “Mac buddies” are all about, and
cultivating one or more of them is highly recommended.

(7) Go to a Macworld Expo keynote
I’ve been going to Macworld Expo since 1993, but I always skipped
the keynote presentation from Apple. I just didn’t want to drag my
butt out of bed at 6:30 in the morning and stand in a line with
thousands of other people just to hear Steve Jobs tell me what I can
read on the Web, or watch with QuickTime streaming in the comfort
of my hotel room. Finally, one year I went ahead, braved the line and
watched the keynote live. If I tell you “it was well worth it,” that
would be the understatement of the year. Steve Jobs is a fantastic
public speaker. No, actually, he’s more than that—he’s a fantastic
motivational speaker, and his presentations (yes, I've braved the line
many times since then) literally electrify the crowd. I was actually
surprised at how I got swept up in the moment, and how I would
leap to my feet cheering when he’d show some new Apple innova-
tion. You really felt that you were part of something special. You were
seeing the future unfold right there on stage, and the electricity in
the air and the excitement in the room are really overwhelming. It’s
like an Apple rock concert and Steve’s the star.

If you're really into the Mac, and want to experience “Macdom”
at a whole new level, get up early, get in line, and I promise you it’s

something you’ll always remember.
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(8) Always wait for the OS update{r

When Apple introduces a major overhaul of iits OS, the first version
is always, well, not all it could be. People who’ve been at this awhile,
have learned to sit out the first release, and p!atiently wait just a little
bit for Apple to release the inevitable free update.

For example, when Apple released Mac OS 8, the smart ones
waited for Mac OS 8.1 before making the ph;lnge. When Apple
introduced Mac OS 8.5, the smart ones waited for Mac OS 8.6
to take a dip in that pool. Remember OS 92 Hopeﬁﬂly, you remem-
ber OS 9.1. How about the long-awaited Ma;c OS X? Mac veterans
waited a bit longer, for Mac OS X version 10;1. Want your OS
experience to be smoother? Want to keep most of the hair on your

head? Remember, good things come to those who wait.

|

(9) Don’t watch Microsoft ads on FV

When you see a Microsoft ad on TV, seriously, change the channel.
There’s nothing to be gained from watchingla Microsoft ad—it can
only bring trouble, because Microsoft often l‘ms some very compel-
ling ads. When you see one of these it makes you mad. Not at
Microsoft, at Apple. Because you wonder wh‘y Apple ads aren’t as
compelling. In fact, it seems like Microsoft a:ds do all the things that
you wish Apple would do. It will make you start to think that for
once Apple should start copying Microsoft. My advice? Skip the

whole thing and change channels. You'll be glad you did.
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(10) When you first meet new people, don’t tell
them you use Macintosh
You'll find that this is information that’s better digested at the right
time. It’s kind of like being a virgin. It’s a great thing, but you don’t
necessarily want to use it as an icebreaker at a party. You really only
want to mention it when the timing is right.

Also, don’t mention it if you're with a group of people standing
anywhere near the edge of an active volcano (the virgin thing, not
the Mac thing).

(11) Always buy the fastest Mac you can afford

I’ve had people ask me so many times over the years, “Should I get

a 733-MHz or the 800-MHz model?” My advice? Always, always buy
the fastest machine you can afford. I guarantee you'll never be sitting
there in front of your Mac saying, “Gee, I wish I had bought the
slower model.” It just doesn’t happen. Actually, I've heard a variation
of that sentence, but it was spoken by a PC user who chose a PC over
a Mac. He said, “I think I bought the slower machine.”

(12) Some of the best things about the Mac OS
don’t come with your Mac

That’s right—the Mac OS’s ability to be customized to suit your own
tastes, through shareware and free extensions and control panels, is
part of the beauty of the Mac. You can expand the Mac’s power, and
really make it “your Mac,” by adding all sorts of cool features to your
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System. You just drop them in the System Folder and the System
automatically puts them right where they bﬁlong. Restart your Mac,
and you can have a whole new experience. A new look, new features,

more power, or more fun. Check out www.rr‘lacdownloads.com, and

start customizing your Mac right away. |

(13) Even though Macs aren’t solid as business
machines, they’re great for doing business
Now don’t get me wrong. I think Macs are éeat business machines,
but you have to admit—Macs are, and have always been, designed
from the ground up as machines for creativ¢ work. Why do you
think Apple shows off the Mac’s speed using Adobe Photoshop?
It’s what Macs do best—run graphics! ;

Macs have always ruled the graphics mar#et and they still do
today. Over the years, Apple has tried numerous times to crack into

|

that lucrative business market, but to this day the Mac’s core markets

are still graphics, Web design, film and video production, audio, and
multimedia.

So who uses Macs in business? Well, if yor look in the front office
of graphic design studios, Web design firms, film and video produc-
tions studios, you'll find Macs doing all thei office work, from
running spreadsheets to crunching their financials.

I know we don’t like to admit it, but busill:aess is just not where
Apple is focusing its aim—hasn’t been for y;ears. That’s why Apple
develops products like Final Cut Pro, iMovie, iPhoto, QuickTime,
and iTunes, and they spun off their single rejal business product—

FileMaker Pro. ‘
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So even though Macs are undeniably great at running business
software, they’re still primarily machines for creatives, and that’s the
customer Apple still markets to today.

Now, all that being said, there are some traditional businesses
where Macs are very popular. For example, apparently a lot of
attorneys use Macs. Maybe it’s because they used Macs in law school
(like at Harvard). On a sign I read on the wall of my local Apple
retail store, Apple claims that one out of four attorneys uses a
Macintosh. I figure it must be true because if Apple is lying, with
all those attorneys out there, they’d really be begging for a lawsuit,
dontchathink?

Macs are also huge in education and, depending on which survey
figures you go by, Macs are in either the #1 or #2 spot in the educa-

tion market.

(14) Wearing Mac stuff brings out the Mac people
Want to meet some new Mac people? Wear some Apple logo stuff.
This is like waving a red cape in the streets of Pamplona. When

Mac users see an Apple logo—they come running—full speed,

right at you. Be prepared, deftly step aside at the last minute, and
they’ll zoom safely by you. When they finally slow down, just ask
“What kind of Mac do you use?” and the conversation will go into
“autopilot” mode from there. You just need to “hook ’em” with the
logo. Once you make initial contact, you've made a friend. Also, it
wouldn’t hurt to mention Star Trek at some point.
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(15) Put an Apple window stickgr on your car
This is actually your duty, but it helps in a l(;)t of ways as it attracts
other Mac users, who may work in your building or live in your
neighborhood, and don’t know that you're a Mac user. Also, it makes
you special. Ask yourself this: Does Dell paék Dell stickers with every
PC they sell? If they do, Dell users don’t want to brag about it,
because I've never seen a Dell, or Gateway, or even a Microsoft
Windows sticker on anyone’s car. Really, wHo would brag about that?
It’s like putting a sticker on your car that says, “I follow the crowd.
I’'m a lemming.” But when you put an Apple sticker on your car,
you're telling the world, “I think differently. I can make
my own decisions. There’s something better and I've found it.”
Apple knows it’s a cool company, and that you're going to want
to shout from the mountain tops that you’rF a Mac user. That’s why
they put those two logos on every box. \

(16) Closeminded people will refer to Apple

as a cult l

Kill these people. (Just kidding. Just a joke. Don t kill anybody.
Killing is bad, etc.) i

(17) Apple makes great periphergls
If Apple makes a keyboard, mouse, or just @about any peripheral, it’s
usually very, very good—with the notable exception of the iMac

“hockey-puck” mouse and keyboard. Those! were clearly

the work of ex-Microsoft employees who s?mehow infiltrated

Apple’s industrial design department in an ill-fated attempt to create

a mouse and keyboard so clunky and awkw’ard that they would drive
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Apple out of business. Their evil plan didn’t work, but it was an
environmental disaster, overflowing landfills around the world with
worthless iMac keyboards, and ridiculous hockey-puck mice.

However, Apple’s new mouse and keyboard are superb. Apple’s
AirPort—a thing of beauty. In fact, historically most of their periph-
erals, including displays, are outstanding products and very well
built. In short, if Apple builds it, it usually rocks.

(18) Don’t expect a two-button mouse. Ever.

I don’t know why Apple just won'’t release a two-button mouse,

but they just flat won’t. I've heard that Apple thinks a two-button
mouse is too complicated for new users. That may be true, but since
we know that most people who buy a Mac already have a Mac, why
doesn’t Apple let us choose whether we want a one-button or two-
button mouse? Because everyone would choose the two-button, of
course. Why? Because that’s what everybody wants. Don’t hold your
breath for this to change. At least, in our lifetime.

(19) Steve Jobs really cares about Apple
I'll never forget a quote about Steve that so hit the nail on the head.
It was by Heidi Roizen, former Apple executive, in the May 18, 1998,
issue of Business Week: “No matter how famous Pixar becomes,
Steve is known for Apple; if Apple is tarnished, Steve is tarnished.”
Wow! How true.

That’s why when people get all crazy with the “Steve’s selling us
down the river” or “Steve’s really messing up this time” frenzy, I tell
them, “Remember. Nobody has more to lose than Steve.”
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Although I've never met the man, I have al:tremendous amount of
respect for Steve. Even though he’s often portrayed as excessively
demanding and sometimes downright mean; I still respect him.
Why? Because he didn’t have to take the job. He's a billionaire—even
listed by Fortune as one of the richest men on the planet. Yet, he has
voluntarily taken one of the absolute tougheft jobs in the entire tech
industry—running Apple. }

It’s not like running Microsoft. That’s a cake job—Microsoft
practically prints its own money. Running Apple has been and always
will be a very tough job (thanks to the media‘, Microsoft, the PC

market in general, and the millions of Mac users [like me] who

second-guess every move Apple makes). It’s not an easy job, but he
took it, and he continues to be the best leade%r Apple’s ever had. My
hat’s off to him. !

You know what other quality Steve has that no other CEO at any
major PC company has? Cool. Steve is cool. I know it sounds silly,
but you have to admit it, he’s just a cool guy.£Excuse me, | mean

“he’s cool, ya know....for a billionaire.”

(20) When you buy a Mac, you'll have the best-
looking machine on the block, period

I can’t imagine some other PC company “outdesigning” Apple.
Their industrial design team is amazing. Just look at things like
Apple’s AirPort, or the Cube, the iBook, or the iPod. Apple flat out
knows how to design hardware. Look at Mac OS X, iMovie, iTunes,

or just about any of Apple’s recent software apps and you'll see
Apple’s design genius isn’t just limited to haﬁdware. Looks matter,
and in that department, Apple has no peer.
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Well, there you have it, 20 things I wish somebody had told me when
I first got into the whole Mac scene. Now that I've told you, it’s your
responsibility to pass on this wisdom to the next generation. To plant
the seed of what will one day create a whole class of people who will
grow up to hate Microsoft. Ah, it’s a beautiful world, isn’t it?
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C HAPTTEHR ELEVEN

The secret
of Macintosh

ou’ve come a long way, my friend. You've reached a
place that others only dare to dream of. A place where
mysteries unfold, secrets are unearthed, confidences are
broken, funds are mismanaged, privileges are abused,

videos are returned late, and others are blamed. Yes, my friends, this
is Chapter 11. Where you learn the real secret of Macintosh.

I have to make a disclaimer before we go any further. Some of the
things you're about to read you may find shocking. The language
will often be coarse and abrasive, the imagery frank and revealing.
Some of you may find many of these concepts disturbing; but to get
where Apple is today, certain things had to be done. People were
used. Lied to. Deceived. In some cases, people were asked to do
things, and wear awkwardly fitting outer-garments that some might
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find cruel and objectionable. But you have to ‘keep in mind—it was to
reach a higher plane. :

Now, if you're fine with believing that Apple Computer is just an
extremely lucky computer company, that’s okay. Close the book and
consider it “read.” There’s no shame in admitting you don’t want to
tarnish the image of Apple that you have implanted in your mind.
So, if you're afraid of losing sleep over hearing the truth, the naked
truth, then close this book and go on with your gray-flannel life. No
harm done. But for everyone else, you've been duly warned. You
know the consequences—continue at your q‘wn risk.

What I’'m about to reveal will anger many people. It will betray a
confidence that has been passed directly frorjn person to person for
more than 15 years; but I think it’s time it was brought out in
the open. |

The secret of Macintosh is that Apple Computer is actually a cult.
I don’t mean some cutesy cult, like people who are really into Mazda
Miatas or who go to see the Rocky Horror Picture Show at every
midnight showing. I mean a real-life cult th‘at preys on people who
have serious conflicts and struggles in their lives. Maybe a bad
childhood, a failed marriage, perhaps they’r]‘e living a life filled with
emptiness and pain. They’re at a vulnerable stage in their lives and
they’ll become engrossed in anything or an),;one that offers them “a
way out”—a sense of purpose or belonging.j Steve Jobs is, and has
always been, the cult leader. Even when not E\t Apple, he controlled
the cult, much in the same way imprisoned gang leaders still control

|

their gangs’ activities from behind bars.
Although it has evolved greatly over the )Lears, the cult is primarily

founded upon the teachings of a late 19th-c%entury Prussian poet and
|
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author Alfred Burkhalter. It was Burkhalter who wrote a paper which
many believe was the precursor to the entire Apple revolution. But it
was his grandson, Otto Burkhalter, who emigrated from his
post-World War [ home in Bern, Switzerland to Diisseldorf, Ger-
many to continue his grandfather’s work, decades before anyone had
even thought of modern computers.

Otto went on to compose what is known to Apple cult members
today as “The underground Macintosh manifesto”—thought by
many to be the blueprint Steve Jobs used to form his Apple cult some
forty years later.

Sadly, Burkhalter’s work was never completed because of
Germany’s entry into World War I, and his subsequent service in the
German Army.

Herr Burkhalter eventually became a general in the German Army,
and wound up in charge of several World War II military prison
camps where U.S. and other Allied prisoners of war were held.

General Burkhalter would often visit these camps and threaten the
commanding officer (the Kommandant) of the camp, and his
second-in-command, Sergeant Schultz—usually because either
Lebeau or Col. Hogan had escaped through an underground tunnel,
and was caught drinking with the friuleins in Berlin. He would yell
things like, “Klink! I'm sending you to the front!” and other threats
of military discipline. You're not really buying any of this crap, are
you? Because honestly, I'm just making it up as I go (partially to
illustrate a point, and partially as a tribute to Hogan’s Heroes). By the
way, if history is any indicator, some PC journalist will take segments
of this cobbled-up story and use it as the basis of an investigative

report that will gain nationwide attention.
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Whatever the mainstream media, and magazines like Forbes,
would like you to believe, there is no “Cult Sf Macintosh.” No secret
ilthough Steve Jobs has a
lot of charisma, is Apple’s leader and a genius, he is not a “charis-

handshakes, no robes, no blood oaths; and

matic evil genius.” ‘

Headlines and news pieces about the “Cillt of Macintosh” sell
magazines and newspapers, because people;that don’t “get Apple”
think that’s the only explanation of why millions would voluntarily
choose something other than a beige PC running Windows. It just
doesn’t make sense to them that people would care for a company
the way people do about Apple, and that pe%ople would fall in love
with a company’s product the way people do with a Macintosh.
Really, when you think about this, it’s sad. It’s sad how closeminded
we’ve become as a society, and how brainwashed we've been to
accept second best.

There is a secret to Macintosh, and therei is a secret to Apple and
their seemingly unexplainable success. We’ll start with Apple. The
secret to Apple’s success is “you.” Plain and simple, it’s you. The
person reading this book. If you’re reading;this book, I can almost
guarantee you this—Apple owes you. Why? Because you sell
Macintosh computers. You are probably among Apple’s top sales

people, and the real reason why Apple is such a success.

Let’s face it, although Apple’s advertisiné under Steve Jobs is
probably the best it’s ever been, for most ofj Apple’s history many
people would agree that it fell somewhere between an absolute joke
and a total disgrace. So what kept Apple afloat all those years? We
did, you did, I did. Our friends did. How? l%y getting our families and

friends to buy Macs.



the secret of macintosh

I'll give you an example. Back in the late *80s I bought my first
Mac. A few years later I bought my wife her first Mac. Not long after,
my brother bought his first Mac and my best friend, John Couch,
bought his first Mac. Before long, my brother bought his second
Mag, and not too long afterward my dad bought his first Mac. Soon
my brother bought a Mac for his office, and one of his best friends
bought a Mac. His girlfriend at the time bought a Mac, and today, his
girlfriend, Lesa, uses nothing but Macs. When my son was 2 years
old, he got his first Mac (a tangerine iMac), and now he also uses
an iBook.

Years ago, I convinced my friend Jim Workman to buy a Mac.

Jim bought his wife a Mac, his mother a Mac, some Macs for his old
business, and dozens of Macs for his current business. He bought his
brother a Mac and his 7-year-old son Kevin has an iMac, too.

With never a sales commission being paid, without a single
kickback or even a thank you, we’ve all become the best, most
enthusiastic, tireless, well-trained sales force the computing world
has ever seen. We sell Macintosh computers by the truckload, every
day, all around the world! We sell them to our families, our most
trusted friends, new acquaintances, anyone who will listen. We are a
wildly motivated sales force that makes the best Amway reps look
passive and disinterested by comparison.

Why do we do it? This is going to sound silly, but we do it because
we know it’s going to make people happy, and that makes us happy. I
know, that sounds very “touchy-feely,” but I honestly believe that’s
why we do it—because making someone’s life better makes us happy.

Here’s an example of what I mean: My Brother Jeff loves to travel
in Europe. Over the years, he had been to Paris a number of times,
and really loved the city. Back in 1983 he was going to Paris again
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|
and was nice enough to invite me to go Witljl him. After we arrived in
Paris, he really wanted to take me on le Métro (their name for a
subway) and get off at a specific stop near the Champs Elysées. His
reason was that when you came up the steps from this particular

{
Métro stop to the street level, the awe-inspiring I’Arc de Triomphe

was standing majestically before you. He th‘ought it was really
breathtaking and moving, and he wanted me to have that same
thrill. He made sure he got up the Métro stairs before I did, so he
could see my face as I saw the architectural [marvel for the first time.

As you might have guessed, when I saw it I was absolutely speech-
less. But somehow, I think my brother got +ore out of it than I did.
That’s because he got to share something with me that had been very
special for him. Seeing my reaction, knowing that he had shared his
special moment with me, made him happy.!} I guarantee he can
remember the moment that he brought mé to ’Arc de Triomphe as
clearly as the day he saw it himself for the first time.

Some years later, I was the first one up tﬁose Métro stairs, and was
lucky enough to see my soon-to-be wife cojme up that very same
staircase. Watching her see ’Arc de Triomphe for the first time
actually brought a tear to my eyes, as I got t[o share that very special
moment with her. That made me very, very happy. This is what I'm
talking about. ‘

Getting to share the wonder of Macintosh with someone you care
about is (corny as this may sound) very special. You've found
something that you think is wonderful, unique, fascinating, even
exciting; and you want to tell everyone you can and share this special
news. You want to relive that moment when you “got it.” When you

realized this is more than just another dumb computer. It’s some-
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thing special. Every time you turn someone on to the Mac, and you
see them “get it,” it makes you feel good inside. You just helped
someone. It’s like telling somebody about a great little restaurant, or
a special deal at a store that nobody knows about. You've shared
something to make someone happy, without any personal gain
except the feeling that you did something good for somebody. That’s
pretty damn neat.

What'’s the other half?

So now you know half of the story—the secret to Apple’s success—
which is having the world’s largest, best-trained, most motivated,
unpaid sales force. Now, what’s the other half—what is the rest of the
secret to Macintosh? What is so friggin’ great about the Macintosh,
that otherwise perfectly sane people will go against the grain,
willingly turn away from computers that are more popular, offer tons
more software, more peripherals, more support, more variety, and
yet actually cost less money to buy? The secret of the Macintosh is
(drum roll, please...) the Mac’s sheer simplicity. It is, plain and
simple, the easiest computer on the planet to learn, use, and
maintain. Anyone can learn to use a Macintosh. Anyone. And that
same person will be able to connect a Zip drive, a scanner, and a
digital camcorder, without any previous computing experience.

For example: When you buy a Mac printer, on the end of the cable
is a little icon of a printer. To find out where the printer plugs into
your Mag, just look at the back of your Mac to find the matching
jack. That’s it. That’s the way it’s always been. No instructions. No
engineering degree necessary. Match the little icon on the cord to the
little icon on your Mac, and it’s connected. That’s the way the
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Macintosh has been designed from the groujnd up. You plug it in,
and it works. First time. On the Macintosh, i)lug-and-play is a way of
life—always has been. ‘

One of the best visual manifestations of the simplicity of the
Macintosh I ever experienced was at Macwarld Expo when Apple
introduced its iMovie software for making your own movies. Two
long rows of iMacs were set up in the Apple pavilion, and attached to
the wall behind each iMac was a digital cam}corder. It was connected
to the iMac and turned on, so if you walked up to the iMac you'd see
yourself on its screen. People were standing two and three deep to
walk up and try iMovie themselves. |

There was no instruction manual. No training video. No instruc-
tions of any kind and people were right there making movies
(with themselves as the stars). When it was ’my turn, before I realized
it,  too was making movies. Totally without help, guidance, or
instruction of any kind. I was adding titles, transitions, effects, and I
fell in love with it right on the spot—it was brilliant. So there we
were, in the middle of 80,000 people on a cjrowded show floor, row
upon row of us making our first iMovies, ail on our own.

That is the power of the Mac’s simplicity atjits best. Powerful
software that is so easy, so intuitive, so user-friendly that it doesn’t
need an instruction manual. ‘f

So why does this stuff all work so well together? Why does plug-
and-play work so perfectly on a Mac, when on a PC it’s more like
“plug-and-pray?” Why is the software so easy to learn on a Mac, but
on a PC, each new program has a separate l‘earning curve? It’s

because Apple makes both the hardware and the operating system;
therefore, it has control. ‘
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It has clear standards for Mac software and hardware developers,
and to develop for the Macintosh platform, you have to follow
Apple’s standards.

Here’s a classic case in point: Since the very beginning, Apple has
made it a standard that the word software developers would use to
quit a Macintosh software program would be “Quit.” Always. The
keyboard shortcut must always be Command-Q, and the place where
Quit must appear in every Mac software package is as the last item in
the File menu. That’s the rule, and that’s the way it works to this very
day. So when you install a new program for the very first time,
without ever reading the instruction manual, you already know how
to Quit, what the keyboard shortcut is, and where to find it in the
new program’s menus.

However, on the PC there is no absolute set of rules developers
must follow, so they can use any word they want to quit a program—
Exit, End, Stop, Escape, Get me outta here, Leave, Shut Down—it’s
up to the individual developer (though many now follow Apple’s
lead and just use Quit). They can also use any keyboard shortcut
they want, and place the command under any menu they desire,
leaving you to figure out how to quit each program. It sounds silly,
and it is.

Okay, so it’s easier. But how much easier?

My favorite example of “how much easier” is the “Ultimate Mac
versus Windows Challenge” that was conducted at the 1996 Software
Publisher’s Association Conference in San Francisco. The SPA’s idea
was to pit two teams against each other in a head-to-head competi-
tion to find out which computing platform was easier to use.
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A team of Mac users and a team of Windows users would each
perform a series of real-world tasks indicative of what a typical
consumer might experience. Each team WOTlld start with a new
computer (still in the box) then set it up, install a modem, connect a
Zip drive, get onto the Internet, connect to | network, create a file,
save it, make an alias (or shortcut) to it, angi finally uninstall an
application. All of this would be performed on stage in front of a live
audience. ‘

Apple accepted the SPAs invitation to participate and Apple
Evangelist Guy Kawasaki assembled a teamito represent the
Macintosh side. Microsoft was invited to send a team, but declined;
so the SPA recruited both the Editor-in-Chief of Windows Sources
magazine and his assistant to be the Windqlws team.

The Windows team was introduced and :took the stage. But when
the Macintosh team was announced, just one person took the
stage—a 10-year-old boy named Alex Stein. That’s right, Alex would
complete all the real-world tests himself ag[ainst the team of PC
experts from Windows Sources magazine. IIL an undeniable testament
to the ease of using Macintosh, young Alex easily beat the team of
Windows pros in nearly every category. We‘ should also note that
during the contest, the PC crashed six times, while the Macintosh
never crashed at all.

That’s what the public saw. But what the audience didn’t see was
perhaps even more impressive. Guy noted .{hat the Macintosh system
was brand-new, still factory-sealed in the b;ox. The PC system was
also new; but prior to the live contest, the box was unsealed and the

system assembled and tested in advance by the Windows Sources
\‘
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editor. After his testing, he reportedly returned the computer to a
“virgin state.” Guy also learned that during this “pre-show testing,”
the Window Sources editor spent nearly two hours on the phone with
tech support because he couldn’t get the printer to work.

This gives you just a tiny glimpse into the world of complexity
that PC users face every day. But these were PC experts, not average
everyday users. If they had to spend hours on the phone with tech
support just to get the printer to work, what would the average
consumer’s experience be like? Even though this happened a few
years back, in the previous chapter you just read excerpts from PC
World magazine indicating that not much has changed since then—
experts are still struggling with things that should be simple
everyday tasks.

Apple was apparently inspired by the success of the “Ultimate
Mac versus PC Challenge” because in 1998 they produced a
QuickTime movie to show how insanely easy the iMac is to set up
and connect to the Internet. This one was called the “Simplicity
shoot-out,” and like the live contest, each team would set up a
computer system and connect to the Internet. Representing Apple
was 7-year-old Johann Thomas, but he had help—he was assisted by
his pet dog, Brodie. Representing the PC side was Adam Taggart, a
26-year-old Stanford University MBA. Johann would set up an Apple
iMac; Adam would set up a Hewlett-Packard PC system. As you
might imagine, Adam (and Brodie) easily whipped the Stanford
MBA. The clip is absolutely hilarious, but more importantly, it drives
home the Mac’s “ease of use” advantage in such a clear, visual, and

amusing way.
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She says it better than | ever coilld

The fact that the Macintosh is easier is really no big secret. That’s
been well documented over the years in inciependent study after
boring independent study. It’s how much ea:sier, and more trouble-
free the Macintosh is to use that makes all the difference.

Because the learning stage doesn’t really ltake that long, before you
know it, you're very comfortable with the I\[/Iac and how it operates.
The other part of the “Secret of Macintosh? is that once you become
accustomed to using a Mac, you'll find outJthat Macs are also so
much easier to maintain. People are more E‘noductive on a Mac, get
more work done, and spend more time creating and less time
troubleshooting their machines, thanks to ;}\pple’s one-two punch of
designing both the hardware and the system software.

But how tough are things really for PC users? One of my all-time
favorite quotes comes from an article I read in April ’98 issue of PC
World magazine. It was from Cathryn Baskin, then PC World’s
Editor-in-Chief. She was lamenting a number of problems, includ-
ing a horror story her friend experienced trying to install a game for
her son on his PC. After detailing the problems her friend had

encountered, she wrote, “PC hardware and software problems are so

common that we’ve come to accept them as normal.” She closes the
article with the rhetorical question, “Who :would tolerate these sorts
of problems with cars, TVs, or telephones?” Obviously, the problems
she speaks of are the norm on the PC platform, not the exception to
the rule; but as she points out, PC users have learned to accept them
as normal. Amazing, isn’t it? |
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Have you noticed that you don’t read articles in any of the
Macintosh magazines about how often Macs crash, or nightmares
of installations, endless incompatibility problems, or stories of how
Mac experts spent days simply trying to get their system to work?
Not that it’s never happened. Mac problems do happen. It’s just that
they happen so infrequently that if a Mac magazine ran an article
like that, its readers wouldn’t be able to relate. That’s because for the
most part, those never-ending technical nightmares simply don’t
exist. That is part of what makes a Macintosh truly magic.

Day-to-day living with a PC

So how productive are PC users once they actually get their PCs up
and running? Well, take a look at the best-selling business titles for
the PC platform. I remember Windows magazine running a list of
the top 10 best-selling Windows software titles, and eight of the top
ten bestsellers were either anti-virus protection programs or crash-
recovery programs. That’s right, the overwhelming majority of the
top-selling Windows apps were utilities designed either to help PC
users keep their PCs running, or to recover from their crashes when
they weren’t. Pretty scary stuff.

Unsolicited testimonials

As a Mac user, have you ever watched another Mac user doing what
you know as a simple one-step task, but you see them doing it the
hard way? Maybe using 15 steps to do what you do in just one
keyboard shortcut? So you lean over and whisper, “Did you know if
you hold the Command key, it will do all that for you in just one
step?” They generally drop their jaw and exclaim, “Oh my God,
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you're kidding me! That’s all I need to do? Do you know how many
times a day I do that? I can’t believe I've been doing it the hard way
all this time!” t

This is exactly the same type of reaction you'll hear from a PC user
who’s switched to Macintosh. It’s really a tréat to meet someone just
a few months after they’ve made the switch, They’re absolutely
glowing, It’s as if they’ve unraveled a mystery of life and they can
finally see clearly. They’ll tell you, “I had no,f idea the Mac was like
this!” and invariably they blame Apple for rilot letting the world know
about this “secret.” Because surely if the world really knew how easy,
fun, and virtually trouble-free the Macintosh is, they’d switch from

If you ever want to meet a real, honest—t?-goodness, raving

the PC platform in a heartbeat.

Macintosh lunatic, it’s someone who’s switclf:hed from Windows to the
Mac. That person is hands-down the best unpaid salesperson Apple
will ever have. ‘

The other thing you'll invariably hear fr?m a converted Windows
user is that they can’t believe so many millions of PC users are still
stuck, battling every day with the problems and sheer complexity of
the PC platform when their lives could be so much easier, “if they
only knew.” w‘

That...that right there, is the real “Secretj of Macintosh.” It’s so
vastly easier to learn, use, and maintain that it actually makes your
life better. By using a Macintosh, you completely sidestep a nasty and
tremendously time-consuming side of computing that PC users have
to struggle with every day, and that they think is normal. This enables
you to get more work done, which makes you more productive and
less stressed out, and gives you a chance to do something that
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believe most PC users rarely get to do—enjoy their computer. That’s
sad, because that may be what separates Mac users and PC users the
most. Mac users truly enjoy their computer because they really know

the difference, and the secret.

One last thing

I want to put your mind at ease about Apple Computer as a com-
pany. Do what I do, “Don’t worry about Apple.” The best way I've
ever heard it expressed was during my first trip to Apple’s Cupertino
headquarters a few years back, while Apple was going through one of
its rough periods (before Steve’s return). I got off the plane at the
San Jose airport, and as [ was heading toward baggage claim I
noticed a large backlit ad on the terminal wall. What caught my eye
was the Apple logo at the bottom of the ad. I walked over and saw
that it was an ad recruiting people to join Apple as employees. Since
it was a local employment ad, maybe that’s why I've never, before or
since, read the quote that I'm going to share with you. At the bottom
of the ad, this said it all:

“There will always be skeptics.

There will always be disbelievers.
And there will always be Apple to prove them wrong.”
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take your talents to the next level, or simply help you better ABOUT US

understand the complex technical world wg're all navigating. CONTACT US
|
I WRITE/REVIEW

Visit www.newriders.coT to find:

> Never before published chapters

> Sample chapters and excerpts

> Author bios

> Contests

> Up-to-date industry event informaticln

> Book reviews ‘

> Special offers ‘

> Info on how to join our User Group hrogram
> Inspirational galleries where you can submit

your own masterpieces i

> Ways to have your Voice heard
i Hew
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0735712093
US$39.99

New Riders and Scott Kelby.
Bringing you all the best books for

the latest version of Photoshop.

073571146
US$39.99

L e L e —
W dib’ Pronss a5 o

073571147X
US$39.99
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HOW TO‘ CONTACT US

VISIT OUR WEB SIJE AT WWW.NEWRIDERS.COM

On our web site, you'll find information about our other books,
authors, tables of contents, and book errata. You will also find
information about book registration and how to purchase our

books, both domestically :ul:d internationally.

|
EMAIL US

Contact us at: nrfeedbac

@newriders.com

* If you have comments or questions about this book
|
* To report errors that you have found in this book

® If you have a book proposal to submit or are interested in
writing for New Riders

* If you are an expert in a computer topic or technology and are
interested in being a technical editor who reviews manuscripts

for technical accuracy

Contact us at: nreducation@newriders.com

* Ifyou are an instructor from an educational institution who wants
to preview New Riders books for classroom use. Email should
include your name, title, school, department, address, phone
number, office days/hours, text in vse, and enrollment, along
with your request for desk/examination copies and/or additional

information.
Contact us at: nrmedia@newriders.com
* If you are a member of the media who is interested in reviewing
copies of New Riders books. Send your name, mailing address, and
email address, along with the name of the publication or Web site
you work for.

BULK PURCHASES/CORPORATE SALES

If you are interested in|buying 10 or more copies of a title or
want to set up an account for your company to purchase directly
from the publisher at a/substantial discount, contact us at
800-382-3419 or email your contact information to
corpsales@pearsontechgroup.com. A sales representative will
contact you with more| information.

WRITE TO US CALL/FAX USs
New Riders Publishing Toll-free (800) 571-5840
201 W. 103rd St. If outside U.S. (317) 581-3500

Indianapolis, IN 46290-1097 Ask for New Riders
FAX: (317) 581-4663
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“Kelby is one sick puppy. 1 loved it! If you're a

Mac fan, put this book on your ‘must-read’ list.”

Scott Kelby is
Editor-in-Chief of
Mac Design Magazine
(the graphics
magazine for
Macintosh users)
and President of the
National Association
of Photoshop
Professionals.

Scott was a
contributing author
to Maclopedia, The
Ultimate Reference on
Everything Macintosh,
and is the author of
the best-selling
books Photoshop 6
Down & Dirty Tricks,
Photoshop 6 Photo-
Retouching Secrets,
and Photoshop 6
Killer Tips from New
Riders.

Riders

YOICES THAT MATTEK

BOB “DR. MAC" LeVITUS
Best-selling author of Di: Mac: The OS X Files and
Mac OS X For Dummies (and a rabid Mac fan for more than 15 years)

Scott Kelby, the outspoken, founding Editor of Mac Today
magazine, takes a no-holds-barred look at what it's really like
t0 be:a Macintosh user in a PC-dominated world.

This is definitely not another look at Apple’s history. Instead,
it's a hilarious, off-the-wall view of the Macintosh culture and
lifestyle with a take-no-prisoners policy toward PC users,
Microsoft™, Apple”, and anyone else who gets in his way.

No topic is off limits and Mac fanatics will cheer as he really
tells it like it is, using his unique brand of humor; in this PC-
slammin’, Microsoft-bashing, all-our Macintosh love fest! This
is the book that uncovers the naked truth about:

* Why PC users desperately need Apple to stay in business ‘
* How to resist the overwhelming temptation to strangle
Apple’s management
* Things about your Mac that Apple doesn't dare tell you
* The real secret of Macintosh, and why Apple is still
here today and will be tomorrow
* How to determine which platform you should
really be on—(take his test and find out for sure!)

Plus, the book is filled with ¢nough *Mac Ammo” to put any PC
user down on the ground, cowering in the fetal position, begging
for mercy in 60 seconds or less. If you're ready to finally see
someone settle the score, this book is for you!

Warehouse - BK16@78138

flacintosh... The Naked Truth
Used, Very Good



