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REVIEWS ISSUE fffff 
For the second year in a row, May’s Macworld is devoted to reviews›
we’ve got more than 100 newly rated products, as well as more than 
350 review summaries in our second annual Minifinders section, which 
contains the mouse ratings of every product we’ve reviewed between 
May 2003 and April 2004. 

SECRETS �
76 � WORKING MAC 

Your Emergency Tool Kit 
TED LANDAU 
When your Mac’s in trouble, you need the right 
tools for the job. We review 12 essential utilities. 

FEATURES �
47 � Focus on the iPod 

CHRISTOPHER BREEN �
It’s all about the iPod .We’ve got tips on customizing your music library, �
instructions on replacing a battery, and more. �

68 � ilife ’04: How Does It Stack Up? 
Whether you want to be behind the camera or behind a microphone, ilife 
’04 lets you turn your Mac into a digital studio. But is iLife ’04 worth 
$49? Read our reviews of ilife’s components, as well as our examination 
of its value as a package. 

88 � Minifinders 
This list of more than 350 Macworld product ratings-that’s every product 
we’ve reviewed in the past year-and capsule reviews is your one-stop 
shopping guide. 

78 � DIGITAL HUB 

Give iMovie New Powers 
JIM HEID 
If you’ve outgrown the effects, transitions, and 
title formats in iMovie 4, it’s time to look at 
iMovie plug-ins. Here are 7 of our favorites. 

80 CREATE 

Best XPress XTensions 
JAY J. NELSON 
Plug-ins can make QuarkXPress more efficient, and 
they can help you better express your creativity. 
We’ve rated 7 standout plug-ins that will help you 
import layered Photoshop files, export XPress 
pages, resize documents, and more. 

82 MOBILE MAC 

Laudable Laptop Stands 
JEFF CARLSON 
What happens when you order a hard-working 
journalist to kick back on the couch? He reviews 
laptop stands. No matter how you use your port›
able Mac-on your lap or on a desk-one of the 
11 stands in this review is right for you . 

84 � GEEK FACTOR 

Gadget Grab Bag 
GLENN FLEISHMAN 
We’ve reviewed some products that should be on 
every geek’s gotta-get list-plus, a Swiss Army 
Knife with Torx bits and other high-tech gadgets. 

86 � HELP DESK 

Mac 911 
CHRISTOPHER BREEN 
Share spreadsheets between AppleWorks and 
Excel, send e-mail messages to one person’s many 
addresses, share calendars on the Web, change 
permissions in Panther, and prevent others from 
monitoring your Mac. 

BACK PAGE �
132 Hot Stuff 

Check out our editors’ favorite developments of 
the month. 
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Remove the "almost" from "almost perfect:' 

Edge-to-Edge Borderless Printing Built-in LCD Display 
Print 4 x 6, 5 x 7 or 8.5 x 11 in. Want to preview your photos? Crop them? 
photos ot the push ofa button. You can do it all from the two-inch LCD. 

/ 
Six Individual Ink Tanks Direct Printing 

Talk about efficient: From Memory Cards* 
When one color runs out, you Why print through a computer? 

don 't replace the whole ink tray· Slip in your memory 
just the color you need. card and you're good to go. 

/
MicroFine Droplet Technology'" Direct Printing From Digital Cameras°* 

Ink gets applied in droplets as fine as two picoliters, And we mean practically any new camera. 

for resolution many other printers dream about. The i900D works with all the big brands. 

The Canon i900D Photo Printer. 

Any printer can print your photos. How many can enhance them? On the i900D, you can preview your shots and even crop 

them. To learn more, visit us at www.usa.canon.com/consumer or call 1-800-0K-CANON. Canon KNow How· 

Specifications subject to change. *Compatible with Memory Stick©, CompactAashTM. MicroDriveTM, Smart MediaTM, SD CardTM, and MultiMediaCardTfl·l . u for alisting of Bubb!cJet Direct or Pictbridge ­
compatible Canon cameras and camco rders, visit www.usa.canon.com/consumer/directprint. To determine if a non-Canon brand camera ls PictBridge compa!ible, please consu!t the manufacturer. 

-D2003 Canon U.S.A., Inc. Canon and Canon Know How are registered trademarks of Canon Inc. Microfine Orop!etTechnology is a trademark of Canon Inc. 
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FROM THE EDITOR'S DESK BY JASON SNELL 

Geniuses behind Bars 
THE NEW APPLE STORE IN DOWNTOWN SAN FRANCISCO IS 
a beauty. Nestled right between Market Street and shopping-mad Union 
Square (and right across the street from the Virgin Megastore, where songs 
cost a wee bit more than 99 cents each), Apple's new 
retail outlet occupies a two-story structure with a glass 
front, a huge glass skylight, and a large glass staircase. 

The Apple Store that's within a ten-minute drive 
of my house isn't beautiful at all. It's in a small shop-
ping-mall space that Apple has not spent millions of 
dollars redesigning. I'm pretty sure it's where the old 
Game Keeper store used to be. 

The two stores have very little in common. And yet 
they both sit at tl1e heart of a retail push tlrnt promises 
to alter the shape of the Mac landscape. 

Tales of Retail 
According to Apple senior vice president of retail Ron 
Johnson, Apple gets one-seventl1 of its revenue from its 
78 (as of this writing) Apple Stores. Roughly half of the 
Macs sold at Apple Stores go to first-time Mac buy­
ers-hence Apple's contention that its stores are a great 
long-term strategy for attracting Windows users. 

And that makes sense. The presence of Apple 
Stores throughout the malls of America (including 
one at the Mall of America) keeps Apple right in the 
face of people who might otherwise write off the Mac 
as an afterthought in a Windows-centric world. And 
once you're inside the store, seeing all the related 
software and peripherals dispels the myth about there 
not being any Mac products. Buying a Mac for the 
first time becomes a lot less scary, especially when 
Apple Store employees offer to configure your new 
computer and peripherals for you-for free-before 
you leave tl1e store. 

And that's one of the more interesting aspects of 
Apple's strategy: to make its stores different because of 
the service, not the products. Apple Stores come staffed 
with Geniuses, people whose job it is to answer ques­
tions and solve problems, not to sell products. 

Like a lot of people, I was initially skeptical about 
the Apple Store concept. But I've seen just how 
crowded those stores can get. And as all Mac users 
know, the more time you spend with Apple's prod­
ucts, the more you realize how much better those 
products are than the stuff that's being used by the 
other 95 percent of computer users. Best of all , 

notion that using the Mac (or even just the iPod) 
makes you part of a community. How could that not 
be good for Apple, for the Mac, and for Mac users? 

The Search for Soda 
In retail matters of another kind, it's not often that 
the worlds ofMacs and colored sugar water (as Steve 
Jobs so famously called it) collide, but a few weeks 
ago, I found myself driving through a Northern Cal­
ifornia deluge, from one con­
venience store to the next, in 
search of Pepsi. It 's not that 
I have a particular jones for 
that brand of cola-I'm a Diet 
Mountain Dew man, myself­
but I needed to find enough 
iTunes cap-sporting soft-drink 
bottles for Nlacworld's version 
of the Pepsi Challenge. (See "A 
Little Soda-Drinking Music, 
Please," Mac Beat [page 21], 
for the results of our unscien­
tific survey to determine the 
true odds of winning a free 
iTunes download from a bottle 
of Pepsi.) 

The quest took Senior News 
Editor Philip Michaels and me 
to five stores. The final tally: 
30 bottles of colored sugar 
water. Or to be more accurate, 
2 9 bottles of colored aspar­
tame water, since all but one of 
our purchases were Diet Pepsi, 
not the regular kind. We also 
found about a zi llion caps for 
Pepsi's previous promotion. 
Turns out the soda bottler is 
not particularly efficient at 
keeping its inventory fresh. 
Too bad Pepsi can't follow 
Apple's iTunes lead and offer 
digital downloads of soda. 0 

ABOUT THIS 
MACWORLD 
What songs did Macworld editors and 
designers download with their soda­
gotten gains? Glad you asked: 

> Jason Snell, editor in chief: "Everybody 
Loves a Happy Ending," by Tears for Fears 

> Terri Stone, senior how-to editor: "Politi­
cal Science," by Randy Newman, and "El 
Cerrito," by Thinking Fellers Union Local 282 

> Philip Michaels, senior news editor: "I'm 
a Boy," by The Who; "Folsom Prison Blues 
(Live)," by Johnny Cash; and "Get Smart/ 
Casino Royale," by Pourcel Agents 

> James Galbraith, Macworld Lab test 
manager: "Pepsi Party," by Mighty Vumba 

> Kelly Lunsford, senior associate editor: 
"Company," by Ani DiFranco, and "Hey Ya! 
(Explicit Version)," by OutKast 

> Jonathan Seff, senior associate editor: 
"Dream Police," by Cheap Trick, and 
"Smoke on the Water," by Senor Coconut 
and His Orchestra 

> Jennifer Steele, art director: "A 
Promise," by Echo &The Bunnymen 

> Amy Helin, senior designer: "The Best of 
Times," by Styx 

> Sue Voelkel, copy editor: "The Million 
You Never Made," by Ani DiFranco 

whether it's the hard-core Mac users shopping for a 
new printer or those clever Mac Geniuses stashed Still skeptical about the Apple Store? Did you have an easier time finding iTunes·themed Pepsis? Let me 

behind the Genius Bar, ilie Apple Store reinforces tl1e know at jason_snell @macworld.comor at www.macworld.com/forums.I 
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Cabin rates, per person: 
Standard Inside: $799 

Better Inside: $849 
Standard Outside: $949 

Better Outside: $999 
Outside w/Balcony: $1,199 
Taxes are $176 per person 

The conference fee is $795 

CO-PRODUCED BY: 
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Susan will make sure you're comfy 
with your Anthro choice. 

Sure, you can use Anthro f urniture 
for that .. And that ..And tha t. You get the picture. 

No matter what your profession or what equipment you use, Anthro furniture can 

be configured however you want. It can fit in just about any space, and there are 

over 70 accessories, so you can make every piece your own. Whatever that may be. 

Call us, Anthro.com or 800-325-3841 . 
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Don't miss out on this special offe r! We'll rush you your first issue and you'll 
receive 10 FREE downloadable Macwor ld Power Guides instantly. No need to 
pay now! We'll send you an invo ice for only $19.97, that 's 79% off the cover 
price. Subscribe today and you'll get a Bonus CD-ROM with your paid order. 

Only Macworld combines objective product testing with 20 years of market 
experience to give readers the perspective, advice, and inspiration to get the 
most out of their Mac. Each issue is loaded with authoritative product reviews, 
expert hints and tips, in-depth feature articles and more! 

Macworld �
HOW TO CONTACT MACWORLD 

Subscription In formatio n and Services 

Access your subscr iption account online-24 hours a day, 7 days 
a week-at www .macw orld.com/customer _service or 
http://service.macworld.com. You can use online subscription 
services to view your account status, change your address, pay your 
bill, renew your subscription, report a missing or damaged issue, get 
the answers to frequently asked questions, and much more. 

To start subscribing, visit http://subscribe.macworld.com. 

U.S. Mail Macworld Subscriptions Department 
P.O. Box 37781, Boone, IA 50037·0781 
(If you are writing abo ut an existing account, 
please include your name and address as they 
appear on your mailing label.) 

E-mail subhelp@macworld.com 
(Send your lull name and the address at 
which you subscribe; do not send 
attachments.) 

fax 515/432-6994 

Phone 800/288-6848 from the United States and 
Canada; 515/243-3273 from all other locations 

SUBSCR IPTI ONS 

The one-year (12-issue) subscription rate is $34.97; the two-year rate, 
$59.97; and the three-year rate, $79.97. foreign orders must be pre­
paid in U.S. funds; add $10 per year for postage to Canada or $25 per 
year for air freight to all other countries. Checks must be made payable 
in U.S. cu rrency to Macworld. Please allow 3 to 6 weeks to receive your 
first issue or for changes to be made to an existing subscription. 

BACK ISS UES Of MACWORLD 

Starting with the March 2003 Macworld, back issues can be downloaded 
in digital format, from www.zinio.com ($6.99; Mac OS X 10.1 or later 
required). Print-format back issues (subject to availability) cost $8 per 
issue for U.S. delivery, $12 for international delivery; prepayment in U.S. 
currency to Macwor/d is required. Send a check or money order to Mac­
world 8ack Issues, P.O. Box 37781, Boone, IA 50037-0781; or phone 
800/288-6848 (U.S. and Canada) or 515/243-3273 (all other locations). 

REPRINTS AND PERM ISSIONS 

You must have permission before reproducing any material from 
Macworld. Write to Macworld, Reprints and Permissions, 501 Second 
Street, 5th floor, San Francisco, CA 94107; include a phone number. 
To order reprints of your company's editorial coverage, call Reprint 
Management Services at 717/399-1900; fax 717/399-8900; or e-mail 
sales @rmsreprints.com. 

MAILI NG LI STS 

We periodically make lists of our customers available to mailers of 
goods and services that may interest you. If you do not wish to receive 
such mailings, please write to us at Macworld, P.O. Box 37781, Boone, 
IA 50037 -0781, or e-mail us at subhelp@macworld.com. Please 
include a copy of your mailing label or your full name and address. 

MACWORLD ED ITORIAL 

The editors ol Macworld welcome your tips, compliments, or complaints. 
Some stories and reviews from past issues can be located at www 
.macworld.com. We are unfortunately unable to look up stories from 
past issues; recommend products; or diagnose your Mac problems by 
phone, e-mail, or lax. You can contact Apple toll-free, at 800/538-9696, 
or visit the company's Web site, at www.apple.com. 

Our oflices are located at SOt Second Street, 5th floor, San Francisco, 
CA 94107; phone, 415/243-0505; lax, 415/243-3545. Macworld staff 
can be reached by e-mail at firstname_/astname@macworld.com. 

LETTERS TO THE EDITOR 

Send comments about any aspect of Macworld to letters@macworld 
.com. Due to the high volume of mail we receive, we can't respond to 
each letter. We reserve the right to edit all submissions. Letters published 
in Macworld or Macworld.com become the property of Mac Publishing. 

MAC 9t1 

Send your questions or tips on using Mac computers, peripherals, or 
software to Macworld, Mac 911, 501 Second Street, 5th floor, San Fran­
cisco, CA 94107; fax 415/243-3545; or e-mail mac911@macworld.com. 
Include your name, address, and phone number.To share tips and discuss 
Mac problems with other Mac users, visit the Macvvorld.com forums. 

MACWORLD CONFERENCE & EXPO 

As the llagship sponsor of Macworld Conference & Expo, Macworld 
encourages all subscribers to attend this exciting biannual industry 
event. For information, please visit www.macworldexpo.com. 
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Don't settle for less. Just pay less. �

Avid Xpress · DV $695 �
USMSRP 

Professional-strength editing tools from the people who changed the media 

world. Over 100 real-time effects. One-click expert color correction. Multiple 

real-time DV streams. Mac and PC compatibi lity. And much, much more . 

Everything you expect from Avid . At an unexpected price. 

make manage move I mediaN Avid.www.avid.com 

Co �.�~�0�0�3� /wtd Techr:0lr>e:,•. ;.;;_ ,,;; r;,,.,. .. -:.;:;;;"·J·: ! �P�H�Y�.�~�:�;�(�:�:� , . �.�,�:�:�1�.�r�,�~�s�.� �'�.�;�,�"�"�: "�:�;�:�.�J�t "�t�i�~�s� . •.., ..:,:.. ;£>:;.;.r('•rt·1.: , 3n.: �,�,�.�~�;�!�.�3�b�;�M�y� <:':i : '.t!t'·Jf.-Ct :v c::1n1w �w�1�~�h�c�t�1�l� r111:1cc. tili pr:.:;1,., ar;. �U�S�~�\�S�R�P� ic:• U.S arru 
C<rnaaa �r�·�n�:�~�·� ,,,,,: ;ra -,,101.::c: *'.' �"�·�~�~�r�}�'�'� �'�N�,�:�~�m�.�:�t�  "�;�.�-�~ •.:'..: Cw1:w1 �<�f�t�;�;�?�~� •oci!: �~�·�N�i� �o�~�'�.�C�~� �.�.�:�.�~� �r�i�~�~�.�e�i�:�.�:�~� �~�~�!�'� p1 ..:t:s o..;:s•de �~�b�e� U.S ;Y•d Can;i.1a. A"'•o. /wio �X�p�r�~�s�s�,� �~�n�j� :-na>te rr.ar•age �n�i�~�v�e� • �r�;�"�'�f�.�Y�~�:�r�i� 

are eitt'PI �;�~�,�>�·�<�;�:�.�·�"�!�:�:�~� !1,:da;-r1.:vr.:s or �:�r�c�c�m�n "�?�.�~�~�:�:�:� �1�~�1� l\v•d ;, t:hno:V'f't. J11.:. m �f�b�t�~� U•,,1cd �S�:�<�J�i�c�~ . �.�:�~�:�:�t�!�,�.�Y� �;�i�:�i�i "�:�~� coo;;;roe', .A.ii o:i-,('r �1�!�3�c�t�:�;�l  " �:�: �1 �r�l�l�.�~� �i�:�:�o �n �1�,�,�;�r�.�~�J� t.,-.r1•:r. �a�~�e� 1!•,: prope:i.y Ji �t�P�~�·�r� ;i;!'Sr·.:c!i\':; �(�t �, �v�n�~�~�,� 

Choose 39 at w1w1.macworld.comlgetinfo 



The Xerox Phaser®7750 network printer gives 
And at 35 color ppm, it's sure to make your 

The color is truly stunning, the speed simply breathtaking. just as fast in color. And it can deliver up to an incredible 
That sums up the new Xerox Phaser 7750 tabloid color laser 1200 dpi. Its single-pass laser technology prints up to 11x17 
printer. It not only prints 35 ppm in black and white, it prints full bleed. Color is Pantone-approved, too, for more accurate 

Visit: xerox.com/office/1965 Or call: 1-877-362-6567 ext.1965 

© 2004 XEROX CORPORATION. All rights reserved. �X�E�R�O�X �~ �T �h �e� Document Company,• Phaser,• There's a new way to look at it'" and PhaserMatch"' are trademarks of XEROX CORPORATION. 
Adobe PostScript 3 is either a registered t rademark or trademark of Adobe Systems Incorporated in the United States and/or other countries. 



you color so vivid, you're naturally drawn to it. 
heart flutter. There's a !1-ewway to look at it. 

proofing. What's more, PhaserMatch'" 3.0 color man- • 
agement software ensures the colors you want are the �~� 
colors you get. To experience the astounding richness �~� 

�~ �-
Adobe" PostScripr3" 

of Xerox color and OUT full line of printers, contact 
us today. The new Xerox Phaser 7750 laser printer. 
It'll lure you in with its truly stunning detail. 

THE DOCUMENT COMPAl'IT 

Choose 101 at www.macworld.com/getinfo 



Past Tense, Future Perfect 
It may have been 20 years since the Mac's debut, but most Macworld readers remem­
ber 1984 as if it were yesterday, whether they're feeling nostalgic about the first time 
they ever saw a Mac or recalling some overlooked detail about the Mac's early days. 
While the February issue's look back at two decades of the Mac made some readers

!J reminisce about the past, others focused on the present, offering comments and cri­
tiques of current Mac hardware and software. That just proves passion about all things�l �t �M�P�L�Y�T�H�E�B�E�S�T �:�~ �. �1� 'llifm' 

lll'flB ,,.-UIAtM.!Ulf,11,26 / &fNJQl llJltlW.lfS.p. • . Macintosh is still going strong 20 years later-and that means the future is bright. o 

History Lessons 

GEORGE BEEKMAN 

I enjoyed "20 Years of the Mac" (February 
2004), but I was surprised that you didn't 
mention HyperCard in the timeline. Bill 
Atkinson's groundbreaking application 
introduced multimedia authoring, visual 
programming, and hypertext to the 
masses. Macromedia Director and Flash, 
Microsoft's Visual Basic, and all Web 
browsers in existence include features that 
HyperCard pioneered. 

GARY HEYER 

I greatly enjoyed reviewing and reliving 
Apple's history. · Throughout the years, 
Apple's marketing efforts didn't adequately 
advertise certain features-for instance, 
the early availability on the Mac oflong file 
names such as Letter to Macworld, 
1119/04 (compared with ltmw0119.doc on 
PCs)-and acceptance, at least from the 
Mac Plus era on, of PC-formatted disks 
(years later, you still couldn't take your 
disks in the other direction). 

More Mac Memories 
TOM BOMBACI JR. Q 

Jason Snell invited us to share our Mac sto­
ries (From the Editor's Desk, February 
2004); here's mine. Like millions of other 
benighted PC users, I knew about the Mac, 
but just peripherally. Once I started teach­
ing an operating systems course at the local 
branch of New Mexico State University, I 
decided I needed to have a Mac to speak 
knowledgeably about it. It didn't take too 
long for me to get the hang of the new 
hardware and software and feel at home 
with it. I still have my Gateway PC, but my 
main pump is my Power Mac G4. It is eas­
ier, more elegant, and more fun than any 
PC I've ever had. I'm a convert. 

16 MACWORLD May 2004 

BOB COHEN Q 

I had no idea what to do with a computer 
prior to 1985. I wasn't interested in pro­
gramming or learning a command-line 
interface. A friend at work brought in his 
128KMac and began writing new training 
manuals for a course he taught. He invited 
me to try it out, and I was instantly hooked. 
Soon we were sharing his computer. A few 
months later, I bought a used 5l 2K Mac 
and an ImageWriter I printer for $900. 
With the addition of an external floppy 
drive, I used my Mac until 1994. The Mac, 
the HD20, tl1e floppy drive, and the Image­
Writer are still in my closet. Occasionally I 
pull them out and hook tl1em up just to 
make sure they still work. It's hard to 
believe it's been almost 19 years since I first 
started mousing around, but it's been great 
fun. I can only imagine what my Mac will 
be like when January 2014 rolls around. 

LES BOWEN Q 

My first exposure to a Mac was in ele­
mentary school. We used Classics to play 
Where in the World Is Carmen Sandiego? 
and otl1er educational games. In high 
school, we used Macs to make the year­
book. I didn't fully convert to Macs until I 
joined my college .newspaper a couple of 
years ago. I still toy around with a PC, but 
Windows has never lent itself to an open­
source geek and Web-site developer like 
me. I dabbled in Linux for a while, but OS 
X converted me. I had all the power of 
Linux at my fingertips and one of the great­
est-looking graphical user interfaces. Now 
I'm the admi.n for a lab of assorted G3 and 
G4 machines. 

Mail Call 
DEREK JONES 

Are you off your rocker naming Bare �
Bones' Mailsmith 2.0 the best e-mail �

client ("The 19th Annual Editors' Choice 
Awards," February 2004)? Mailsmith may 
do what it does well, but it's missing a 
major feature that prevents it from ever 
spending any time on my Mac: IMAP 
support. The $100 price gap between 
Mailsmith and Qualcomm's Eudora (ugly 
but free) is outrageous. 

Creative Critiques 
GERARD McLEAN 

Your review of Adobe GoLive CS (...t ; 
February 2004) doesn't mention GoLive's 
biggest a.sset: building forms. Macromedia 
Dreamweaver excels at pretty much every­
tl1ing else in a WYSIWYG HTML editor, 
but GoLive rips tlu·ough complex and long 
forms. Dreamweaver chokes on anything 
more than simple names, addresses, and so 
on. Most of tl1e sites I build are database 
driven, so the primary thing I care about in 
any WYSIWYG program is forms render­
ing. GoLive consistently saves hours where 
Dreamweaver takes forever to redraw. 

DANIEL ST-PIERRE 

Who got the brilliant idea in Adobe Photo­
shop CS (..O t ; February 2004) to drop the 
File Info window's Load button? I can no 
longer update the keywords of my pictures 
at the push ofa button, and I have to retype 
every redundant detail ofdozens ofpictures 
every time I do a new shooting. To me, that 
little omission makes me want to go 
through tlle trouble of going back to the 
previous version of Photoshop. 

The Replace and Append buttons within the 
File: File Info: Advanced pane have superceded 
the Load button. You can load metadata onto 
images that way or apply saved metadata tem­
plates via the fly-out menu that appears in the 
upper right comer ofthe File Info dialog box. To 
apply a saved metadata template to many 
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images at once with the File Browsei; select the 
images and choose Edit: Append Metadata or 
Edit: Replace Metadata from the browser's 
menu ba1:-Jackie Dove 

A Perfect Halo? 
MICHAEL R. BAGNALL 

A •OO rating for Halo (The Game Room, 
February 2004)? I have a 450MHz dual­
processor G4 with a top-of-the-line graph­
ics card and more than 1 GB of RAM, and I 
get major amounts ofscreen lag on the low­
est settings and resolutions. Halo looks and 
plays a lot better on the Xbox I bought 
some time back, which has far less memory, 
processing power, and graphics hardware. 

A 450MHz dual-processor G4 is below Halo's 
system requirements. MacSoft recommends at 
least an 800MHz G4 or GS processor, OS X 
10.2.8 or later, 256MB ofRAM, and a 32MB 
AGP video card. I tested Halo on a Power Mac 
G4, and it played great.-Peter Cohen 

G.WELLS Q 

Peter Cohen's Halo review is right on the 
mark. I would have given it ten mice. 

Keeps on Clicking 

WADE MOLI NE 

I don't believe that the Canon Digital Rebel 
should get a OOt rating (February 2004). 
I tried one out, and whi le the pictures are 
good, I can't imagine that the cheap plastic 
body could stand the abuse a serious pho­
tographer would give it. I have used a Sony 
DSC-F707 since it came out and have 
dropped it, kicked it, and gotten it wet and 
extremely cold; it still works like a chann. 

SuperCard's Still Standing 
MIKE YENCO 

Regarding Andy Ihnatko's Runtime Rev­
olution 2.1 review (00; February 2004): 
does he realize that SuperCard is still alive 
and well? Look no further than www 
.supercard.us. I'm using this application 
eve1y day to work on several shareware 
apps. It combines everything that made 
HyperCard easy with all the modern Mac 
OS power. Macworld reviewed SuperCard 
4.0 back in April 2003; its OOt rating is 
higher than Revolution's. I don't under­
stand the impression the review gives that 

�~� 

What is it? 
the Wacortt Photo Challettge 
Is part photo quli arid part 
survev. lt glVes us a feel tor 

what you're dolt\Q with 
digital photOS attd it gives 
you a chattce to have SOJKe 
tut\. wltt prizes, awid leartt 

a few pboto tricks. 

Revolution is the fir st application since 
the death of HyperCard to deliver a 
development environment for both new 
programmers and experienced consul­
tants and that this is somehow a real 
accompli shment. SuperCard did this back 
when HyperCard was still around-and it 
continues to do so. 

Q Post comments on our forums (www �

.macworld.com); send them by mail to �
W letters, Macworld, 501 Second Street, �
5th Floor, San Francisco, CA 94107; or send �
them by e-mail to letters@macworld.com. �
Include a return address and daytime phone �
number. Due to the high vol ume of mail we �
receive, we can't respond personally to each �
letter. We reserve the right to edit all letters �
and posts. All published letters and forum �
comments become the property of Macworld. �

CORRECTIONS 
In our review of the iBook G4s (March 2004), 
we misidentified the processor speed of the 
entry- level iBook; it's 800MHz. 

Visit... 
WWw. Tab/etPhotor

rUH.COlft 

�l�!�l�~�Z�"�·�t�"�'�.�:�+�i�: " ....z-·J­

www.macworld.com May 2004 MACWORLD 17 



Advertising Supplement 

The new FileMaker Pro 7 delivers 
unprecedented capabilities to customize 
database solutions with striking ease of use. 

ONCE IN AWHILE, A NEW VERSION OF A PRODUCT ROLLS OUT THAT JUST SEEMS 

to fire perfectly on all cylinders, with features and functions in lock­

step with the fast-changing requirements of users. For literally mil­

lions of users of FileMaker database software, that time is now. 

With the availability of FileMaker Pro 7, 
FileMaker, Inc. delivers breakthroughs li ke 
the abilit y to manage any file, open multi­
ple windows in the same database, dra­
matically increase database storage, con­
firm changes before saving, and a new, 
advanced security system. 

Early users enthusiasticall y valid ate 

Co mpo,_ 

Detail 

Name fladv �a�·� �~�d� man with comp"'O tcrs 

cation su.u:l to 

Import, store, and export any file: PDFs, 
Office documents, images, video, music, 
and more. 

claims that FileMaker Pro 7 is the most 
user-friendly, highly customizable data­
base solution money can buy. "I love the 
fact that it has lots of power, but l have not 
felt like I have had to learn a whole new 
appli cation. FileMaker Pro 7 is powerfully 
simple;' notes Ken Newell of the Hamilton 
Glaucoma Center at the University of 
California at San Diego. 

Handling any file 
with ease 
In the last several years, the very nature of 
information, and the types of files, users 
need to store and share has undergone 
something of a metamorphosis. Generally 
speaking, these files have become far more 
diverse as time has passed-and they have 
also grown very large. FileMaker Pro 7 
addresses this realit y by allowing the 
importing, exporting, and storing of more 
types of fi les. These include images, PDFs, 
Word, Excel, and PowerPoint files, movies, 
music, and more. Moreover, FileMaker Pro 
7 dramatically increases your database 
capacity to new lim its that are 4,000 times 
larger than before-up to a stunning 8 ter­
abytes. Fields can store up to 4 gigabytes, 
and text fields can now store up to 2 giga­
bytes. 

These features are very welcome news to 
Scott Howard of the Alabama Eye Bank in 
Birmingham. The Eye Bank coordinates the 
collection of donor eyes and eye tissue as 

File Maker �
001 Sim'''"' "'"W'Y'•"""''' '°''''u Pro ] 
----- ·-----------·----

FileMaker Pro 7 is the most important 
upgrade in FileMaker history. 

well as the distribution of these prized 
products to hospitals and clinics through­
out the country. Howard's work involves the 
storing of complex medical slides as very­
high-resolution bitmap or JPEG fi les, often 
to Excel and Word fil es. With yesterday's 
database capacity restrictions, Howard and 
his team were limited to storing black-and­
white slides. 

"But often we get slides of corneas and 
other complex and rare eye features that 
must be seen in color;' says Howard. "With 
the greatly expanded database capacity in 
FileMaker Pro 7-it's almost unlimited­
we can do the work we need to do with 
these slides and other images:' 

FileMaker Pro 7 makes easy work of 
managing a wide variety of files. For exam­
ple, users can store lit erally hundreds of 
PowerPoint presentations, including data 
such as date created, contents, and audi­
ence, for easy and accurate retrieval. And 
workgroups will find it easy to manage and 
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share archives of key documents (in PDF, 
Word, or other formats) such as contracts, 
press releases, price li sts, and more. 

Creative professionals will be delighted 
by their enhanced ability to share and 
export images, digital video, and music 
and sound files. A FileMaker Pro 7 solution 
can be the hub for teams creating story­
boards, marketing and advertising graph­
ics, and video and music projects-even 
managing props and continuity for movies 
and TV. 

More productivity, 
flexibility, and the 
Web, too 
Another new feat ure of Fil eMaker Pro 7 
Scott Howard likes is its abilit y to extend 
richer solutions to the Web, all owing 
remote users to access the database 
through their Web browsers. FileMaker Pro 
7 enhanced Instant Web Publishing per­
mits users to securely publish as well as 
coll ect and share data over the Internet. 

For Howard and the Eye Bank, this 
means making their database solutions 
available to remote offices, clinics, and lab­
oratories through a secure network solu­
tion. "For Web publishing, FileMaker Pro 7 

beautifull y and easily renders the layouts;' 
he says. 

In many ways, upgrading to FileMaker 
Pro 7 means upgrading to a veritable effi­
ciency engine. By all owing users to open 
multiple windows within the same data­
base, Fil eMaker Pro 7 permits users to 
browse, search, and edit simultaneously. 
This translates into accessing the informa­
tion users want faster than ever before. 
Each wi ndow can show results from a dif-

The most important new and enhanced features 
in FileMaker Pro 7 are the following: 
> Import, store, and export any file: PDFs, photos, Word and Excel files, 

music files, and more 

);;;>­ Open multiple windows in the same database at the same time for 
unprecedented multitasking 

);;;>­ Super-expanded 8-terabyte database storage; container fields can 
store up to 4 gigabytes and text fields up to 2 gigabytes 

);;;>­ A new option lets you confirm data and layout changes before you 
commit them, so you can experiment with new layouts 

);;;>­ New relational model to streamline the creation of simple and complex 
databases 

);;;>­ New relationships graph to link data between tables just by clicking 
and dragging 

);;;>­ Enhanced Web publishing capabilities, all with point-and-click ease 

);;;>­ Advanced security features using account names and passwords and 
simple assignment of custom privileges for any user 

);;;>­ Designed from the ground up for Mac OS X and Windows XP/2000 
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New multiple windows in FileMaker Pro 7 permit users to browse, search, and edit 
simultaneously. 

ferent query-a feature that elevates mul­
titasking to new 
heights. 

And users can 
now confirm all 
record and layo ut 
changes before they 
are saved to the data­
base. This feature not 
only helps to ensure 
accurate data entry, 
but also all ows users 
to experiment with 
jazzy new layouts and 
database structures. 

FileMaker Pro 7 
features an advanced 

Using an old version of 

FileMaker Pro? For a 

limited time, users of 

FileMaker Pro 6 

all the way back to 

FileMaker Pro 2.1 may 

upgrade to FileMaker Pro 7 

for only $149 (save $150 

off full price).* 

See www.filemaker.com/fml 

for details. 

security system that secures the database 
with account names and passwords and by 
assigning custom privileges to each user or 
group. And its new relational model con­
solidates all tables into one file, while the 
relational graph makes simple work of the 
most complex development jobs. 

"This is the upgrade that everyone's 
been waiting for;' enthuses Michael Kern of 
the Center for Bioethics at the University of 
Pennsylvania in Philadelphia. "Fil eMaker 
Pro 7 is more efficient. It's easier to do my 
work far more productively:' 

For more information on this exciting 
new version of Fil eMaker, visit www.fil e­
maker.com/fm?. 

*Only licensed users of FileMaker Pro software are eligiblefor this promotion. For FileMaker Pro 2.1-5.xcustomers, this offer expires Sept. 17, 2004. 
After Sept. 17,2004,only FileMaker Pro 6 customers will qualify for this offer. 
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AFTER A GREAT YEAR, WHAT DOES APPLE'S MUSIC STORE DO FOR AN ENCORE? 

iTunes' Birthday Music �
Most birthday parties include a song for the honoree. But the iTunes Music Store­

which celebrates its first birthday on April 28-will have closer to 50 million songs at 

its bash. That's the number of songs eager customers had downloaded from Apple's 

online music store by early March 2004. While the company will fall short of its first-

year goal of 100 million downloads, it The store came online in April 
expects to top the 70 mi lli on mark by 2003, offering OS X users a selection 
the store's first birthday. But total of 200,000 songs for 99 cents each 
downloads tell only part of the story. (and most albmns priced at $9.99). 

The music store's library has since bal­
looned to more than 500,000 songs, 
with offerings from more than 200 
independent record labels joining con­
tent from the five major music com­
panies. And last fa ll , the store's reach 
extended to milli ons of Wmdows users 
when Apple released a Wmdows-com­
patible version of iTunes. 

Most in1portantly, the rapid expan­
sion of tl1e iTunes Music Store indi­
cates that Apple has found a way to sell 
music online tl1at makes everyone­
artists, labels, and especially con­
smners-happy. 

"Apple deserves a lot of credit for 
breaking tl1e logjam," says Phil Leigh, 
senior analyst at Inside Digital Media. 
He says that before the iTm1es Music 
Store came along, digital rights for 
online music were very restrictive, but 
Apple "was able to negotiate rules that 
were very sensible, and (iliat] made 
sense to consumers." (To find out what 

May 5, 2003 

Apple announces that 
1million songs have 
been downloaded dur­
ing the store's first 
week of business. 

June 23, 2003 

Five million songs have 
been downloaded 
from the store. 

Macworld readers think of the store, 
see "In Tune with Users.") 

CD owners can copy, rip, or lend 
ilieir music to just about anyone. But 
the rights for digital-music downloads 
are quite draconian. However, users 
have responded in the most telling 
way possible-with their credit cards. 
Witl1 50 million songs sold in just ten 
montl1s, Apple has claimed market­
share numbers as high as 80 percent 
in tl1e music-download business. 

The iPod Connection 
Using iTunes to purchase music has 
made tl1e whole process very easy on 
consmners who use the music store; 
iTunes also makes it easy to listen · 
to songs on ilie Mac or burn them 
to CDs. But there's also the issue of 
expanding listening options- which 
is where ilie iPod comes in. The iPod 
makes digital files portable. Michael 
Goodman, senior analyst for market­
research firm T he Yankee Group, 
contends ili at, because of Apple's pro­
tected AAC fonnat, "Ifl don't have an 
iPod, ilien I don't use iTunes." 

T he numbers bear tlrnt assertion 
out. In ilie quarter before ilie music 
store's launch, Apple sold around 
78,000 iPods. Sales soared to 304,000 
iPods during ilie quarter in whjch ilie 

September 3, 2003 I December 15, 2003 January 6, 2004 

Avri l La vigne's "Com­
plicated" becomes the 
1 O millionth song 
downloaded from the 
store. 

Frank Sinatra's "Let it 
Snow, Let it Snow, Let 
it Snow" is the store's 
25 millionth down­
load. 

Steve Jobs announces 
that iTunes Music 
Store song downloads 
now top 30 million. 

j March 15, 2004 

Song downloads hit �
the 50 million mark. �

i;; 

i 
z 
0 

MUSICAL MILESTONES Apple's iTunes Music Store hit several landmarks during its fir st year. 
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IN TUNE WITH USERS 
Is the iTunes Music Store still a hit with Mac users? To find out, we had market-research 
firm Karlin Associates survey 420 Macworld Reader panelists about their shopping habits. 

Q: How often do you visit 
the iTunes Music Store? 

11% 
NO ANSWER/ �
NEVERVISrTED �

............ �

52% 
ONCE A37% MONTH

LESS THAN OR MORE
ONCE A 
MONTH 

Q: In the last three months, 
have your visits to the iTunes 
Music Store increased or 
decreased? 

23% �
72% � INCREAS ING 

ABOUT 
THE SAME 

--...., 
5% 

DECR EASI NG 

Q: Have you given an iTunes 
gift certificate or allowance 
to someone? 

10% 
YES 

90% 
NO 

Q: On average, 
how much do 
you spend per 
month atthe 
iTunes Music 
Store? 
AV!RAG EAMO UNT. S11 
AM ONG READERS 
INCREASING THEIR VISITS: 
$13 

A Little 
Soda-Drinking 
Music, Please 
Your odds of winning the grand prize in 
the Powerball lottery are one in 80 mil· 
lion. But grab a bottle of Pepsi, Diet 
Pepsi, or Sierra Mist that's part of the 
current iTunes Music Store promotion 
(cosponsored by Apple and Pepsi), and 
you have a one-in-three chance of walk· 
ing away with a free song. 

iTunes Music Store launched. From 
October to December 2003, the quarter 
in which the store opened for Windows 
users, Apple sold 730,000 iPods. 

Both Goodman and L eigh believe that 
the futures of the iTunes M usic Store 
and the iPod are intertwined-a drop in 
iPod sales and use means fewer visits to 
the store. For that reason, analysts are 
watching how Apple handles complaints 
about diminishing battery li fe in some 
older iPod models (see "In a Fix," Mac 
Beat, April 2004). "That is certainly a 
dark cloud on the horizon that has the 
potential of becoming a storm if Apple 
doesn't address it," Goodman says. 

The Other Side 
Opening up the iTunes M usic Store to 
Wrndows users has expanded Apple's share 
of the online music world. But Wrndows 
people have many more options than Mac 
users when it comes to on.line music. 

iTunes' closest competitor is Roxio's 
Napster 2.0, which features a comparable 
catalog of 500,000 songs, simil ar pricing, 
and 30-second previews. Napster's main 
differences from Apple's offering include 
its use of the W rndows Media 9 format 
and a Web interface. (Musicmatch Down­
loads is much the same but uses M usic­
match software and features about 400,000 
tracks.) But Napster 2.0 also stands out by 
offering a $9.95-a-month subscription 
plan for unlimited streaming, in addition 
to music downloads (but users still need to 

buy tracks for 99 cents or albums for $9.95 
to burn them). Steve Jobs has dismissed 
subscription models for the iTunes Music 
Store-something Leigh sees as iTunes' 
biggest shortcoming. 

"I think they'll hurt themselves if they 
ignore it," says L eigh. "They could be 
abdicating the market to Napster or oth­
ers if they're not careful. " 

Leigh has a point. Al though Steve Jobs 
has said that people are interested in 

www.macworld.com 

owning their music instead of "renting" 
it, subscriptions can all ow people more 
flexi bility- including the abili ty to listen 
to complete tracks rather than 30-second 
previews before deciding to buy. 

Room for Improvement 
What's ahead for the iTunes Music Store? 
Apple has added many requested features · 
(see "Changes in Store," Mac Beat, Janu­
ary 2004), but observers say the store 
could improve even further. 

"One of the potential benefi ts of 
online music retail is to provide greater 
accessibi li ty to independent music," 
says Bill Gould, CEO of Kool Arrow 
Records. "Unfortunately, iTunes, 
among others, has an interface that 
makes it diffic ult for the user to dis­
cover new artists and/or labels in a 
simple way." 

Also, people are used to getting more 
than just songs with CDs-liner notes, 
lyrics, essays, and photos, to name a few 
of them. "We both would like to be able 
to make the CD booklet available to con­
sumers who purchase the album," says 
Amanda Marks, senior vice president 
of Universal M usic Group eLabs. 
"We're constantly working with [Apple] 
on things li ke that, and making value­
added opportunities that are avail able to 
purchasers of physical albums, avail able 
to purchasers of digital albums. For 
example, ticket-purchase opportunities, 
and enhanced content that may be avail­
able from a Web site, li ke bonus tracks." 

Apple hopes to launch a European 
version of the iTunes M usic Store in 
2004, but i t said in Januaiy that it was 
running into licensing hurdles. While 
company executives say a 2004 launch 
is still feasible, remember that every 
one-year-old goes through a few grow­
ing pains.-JONATHAN SEFF 

Additional Repoiting by Ade/in Cellini , Cyrus 
Fm·ivm; and Philip Michaels 

We like those odds. Plus, we're awfully fond 
of soda. So to put those one-in-three odds to 
the test-and to quench our editor-sized 
thirst-we decided to round up as many Pep­
sis as we could find and see if 33.3 percent of 
them came up winners. We settled on a 30­
soda sample size--enough to give us mean­
ingful results without depriving 
too many Northern California 
Pepsi drinkers of a chance to 
win free songs from Apple. 
We wound up with an 
almost all-Diet Pepsi sam­
pling, save for a lone Pepsi. 

Since no one can drink 30 
sodas in one sitting, we found 
out how many winning caps we had by 
using a method first posted at MacMerc.com: 
tilt the bottle to a 25-degree angle, and look 
at the bottom of the cap. If you see the word 
again, you're out of luck; if you see the word 
song or a random string of letters and num­
bers, you've just won a free song. 

All told, our 30 bottles of Pepsi products 
yielded 14 free iTunes songs-a more-than­
acceptable 46.7-percent success rate. " I won 
one song but couldn't decide what to buy, so 
I bought a second one, " Macworld Lab Test 
Manager James Galbraith said. "So I guess 
the promotion worked." Especially if you like 
diet soda.-PHILIP MICHAELS • 

Eye Tunes Senior Associate Editor 
Jonathan Seff tilts his Diet Pepsi to see 
whether he's a winner. 
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FILEMAKER PROMISES BIG CHANGES IN DATABASE UPDATE 

Magnificent Seven �
With the latest version of FileMaker Pro (www.filemaker.com), the numbers tell the story. 

When FileMaker updates its database application, it usually ups the version number by 

half-from 5.0, for example, to 5.5. This time around, however, FileMaker Pro is proceed­

ing directly from version 6 to version 7. The company hopes the message is clear-it calls 

FileMaker Pro 7 the most significant overhaul of the database program in nearly a decade. 

Version 7: It's All Relative 
In 1995, FileMaker Pro 3 transformed 
FileMaker Pro into a relational database 
program, by allowing users to link and 
display data across different database fil es. 
With Fil eMaker Pro 7, the need for sepa-

OeRM Dil tabU4! for "1nterText Story �D�a�t �:�a �~�u �!�t� 
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Good Relations FileMaker Pro 7's Relationships graph lets 
you easily modify database relationships. 

rate fi les evaporates: the program can 
store multiple data tables within one fi le. 

Before, if you had different sets of 
related data- for products, vendors, 
and contact information, say- you 
needed to create separate fil es for each 
one. In version 7, you can put every­
thing into one fi le, so you can stream­
lin e your data structures. 

Having all that data stored in one 
place means you don't need to have 
multiple database windows open at 
once. But if you want to, you can: File­
Maker Pro 7 lets you open multiple 
windows for any database; you can 
see a product list in one window while 
another one shows the detail s of a spe­
cific product. 

Defining the relati onships between 
different databases has gotten a lot easier 
in version 7, too. T he new Relationships 
graph provides a drag-and-drop inter­
face for viewing all the relationships in 
your database (see "Good Relations"). 
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T his update also introduces a new 
security system; the old Access Privi ­
leges-Groups system has been replaced 
by a role-based system that has accounts 
and privi lege sets. T he security improve­
ments also extend to Fil eMaker's Instant 
Web Publishing capabil ities. Instant Web 
Publi shing, introduced in Fil eMaker Pro 
4, gains additional controls and render­
ing improvements in this update. 

Fil eMaker Pro 7 also includes editable 
options in Script:Maker, as well as the abil­
ity to require confirmation before some­
one modifies a record or a layout. 

All in the Family 
Fil eMaker Pro 7 is avail able now, as is 
Fil eMaker Developer 7, an enhanced 
version ofFil eMaker Pro aimed at pro­
fessional database developers. (For pric­
ing and upgrade information, see "File­
Maker Famil y.") 

Other updates to FileMaker's product 
line will arrive this summer, including 
FileMaker Server 7. An entirely new 
product, Fil eMaker Server 7 Advanced, 
incorporates custom Web-publishing 
support using XML and XSLT, and thus 
absorbs the Web-serving aspects of 
the discontinued Fi leMaker Pro Unlim­
ited.-PfllLIP MICHAELS 

FILEMAKER FAMILY 
FileMaker has announced pricing and 
availability information for its updated 
database software. 

PRODUCT 
RELEASE 
DATE 

PRICE/ 
UPGRADE 

FileMaker Pro 7 
FileMaker 
Developer 7 
FileMaker Mobile 7 
FileMaker Server 7 
FileMaker Server 7 
Advanced 
FileMa ker 
Applications 

avail able now 
ava il able now 

summer 2004 
summer 2004 
su mmer 2004 

summ er 2004 

$299/$149 
$499/$399 A 

$69/$35 

$999/$499 
$2,499/ 
$1 ,SOO B 

$49-$2991 
free ' 

AWith St OO rebate. BUpgrade from FileMaker Server 7. CfileMaker Pro 7 required. 

C-765 Ultra Zoom and C-770 
Ultra Zoom, from Olympus 
(www.olympus.com): Both four­
megapixel cameras feature 
10x optical zoom (C-765, $499; 
C-770, $599) . 

C-8080 Wide Zoom, from Olym­
pus (www.olympus.com): Eight­
megapixel camera features 4x 
optical zoom and f2.4 wide-angle 
glass lens ($999). 

Easyshare CX7430, from.Koda k 
(www.kodak.com): Four-mega­
pixel camera has a 3x optical 
zoom ($280). 

Easyshare DX7630, from Kodak 
(www.kodak.com): Six-megapixel 
camera has a 3x optical zoom 
($499) . 

iPix Interactive Studio, from 
iPix lnfoMedia (www.ipix.com): 
Panoramic image-editing appli­
cation features annual licensing 
arrangement instead of per­
image fee structure (single-user 
license, $899). 

Portfolio 7, from Extensis 
(www.extensis.com): Digital­
asset-management software 
adds built-in CD burning, batch 
image conversion, and embed­
ded support for EXIF and IPTC 
metadata ($200; upgrades, $100 
to $130) .-COMPILED BY PHILIP 

MICHAELS 

LANsurveyor B.O, from Neon 
Software (www.neon.com): Net­
work-management software 
adds Panther support ($495 to 
$9,995, depending on scale; 
upgrades start at $199). 

RealBasic 5.5, from Real Software 
(www.realsoftware.com):Cross­
platform development tool adds 
Linuxsupport and allows users to 
build in Mach-0, the native for­
mat for OS X(Standard license, 
$100; upgrade, $30: Professional 
licenses, $400; upgrade, $120). 

SoftBooks 1.0, from Praevius 
(www.praevius.com): Business­
management application tracks 
income and expenses,creates 
estimates and invoices, maintains 
inventory, and has other features 
($80).-COMPILED BY PHILIP MICHAELS 

www.macworld.com 



Apple "' PowerBook "' G4 

> 1.0GHz PowerPC'" G4 processor 
> 15.2" active-matrix display 
> Mac OS X Panther 10.3 

Authorized �
Reseller �

3 Yr Service Plan $349.85 (CDW 442762) 

Free Kingston• 512MB Memory via Mail-in Rebate' 

CDW 530963 

Apple "' Airport Extreme Base Station 
> 54Mbps 802 .11g wireless connectivity 
> Backwards compatible with 802.11 b compliant products 

, 
Authorized 

• Reseller CDW 454501 

Apple" Airport Extreme Card $99 (CDW 454502) 

Extensis Suitcase X1 
> Unmatched font preview options, including previewing 

multiple fonts at the same time 
> Activate fonts directly from the Suitcase Preview Pane 
> Auto-activate fonts in the most popular Mac OS X applications 
> Instantly find your desired font using Suitcase's keyboard 

search or Quick Find 

$g919
Extensls. CDW 533045 

macwarehouse.com . 800.ALL.MACS 

'Receive a FREE 512MB RAM upgrade with the purchase of any Apple® PowerBook® G4; 140 installation fee required. Offer ends on 5/31/04 or while quantities last. Customer understands that CDW is not the manufacturer of the products 
purchased by customer hereunder and the only warranties offered are those of the manufacturer, not CDW. All pricing is subject to change. CDW reserves the right to make adjustments to pricing, products and service offerings for reasons 
including, but not limited to, changing market conditions, product discontinuation, product unavailability, manufacturer price changes and errors in advertisements. All orders are subject to product availability. Therefore, CDW cannot guarantee 
that it wil l be able to fulfill customer's orders. The terms and conditions of sale are limited to those contained herein and on CDW's Web Site at CDW.com. Notice of objection to and rejection of any additional or different terms in any form 
delivered by customer is hereby given.© 2004 CDW Corporation MAIMW 5104 

Choose 2 at www.macworld.com/getinfo 
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