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Ever since paper replaced cave 
walls as man's favorite vehicle for 
expression. the attempt to communi­
cate ideas has been an enduring 
source of frustration. 

That frustration has just been 
eased dramatically.

Because Letraset introduces 
Ready, Set. Go! 4.0-an enhanced ver­
sion of what InfoWorld called "the 
new champion among Macintosh desk­
top publishing programs." 

To put it simply, Ready, Set. Go! 4.0 
is the easiest. fastest. most creative 
way yet devised of helping you orga­
nize. visualize and edit your thoughts 
onto professional-quality pages.

In fact. it removes any meaning­
ful distinction between what you can 
do at your desk and what might other­
wise require large budgets, long lead 
times and astudio full of designers.

The technically inclined will be 
pleased to note that it has aunique 



block architecture that enables you this. Ready, Set.Go! 4.0 is theonly 
to envision the finished page before one that can put it down on paper. 
it's finished. tures. Ready, Set. Go! 4.0 For more information. in­

Integrated word processing with will help you make a raw concept cluding the location of your nearest 
real-time hyphenation that lets blossom into anewsletterof finished authorized Letraset graphic design 
you create and design text and image elegance. Transform random brain- software dealer. call (800) 722-0377. 
simultaneously. Plus such essential storms into areport of symphonic If you purchase Ready, Set. Go! 3.0 
tools as arbitrary runarounds, custom coherence. Or create adazzling busi- between June 1-August11. you receive 
page sizes.style sheets and support ness presentation from a jumble of an upgrade at no charge. 
for high-resolution graphics. brilliant insights.

For those more concerned with And afthough other software Letraset ®the ultimate outcome of these fea- packages may talk about doing all 
Ci987 Letraset. Inc. Re ac!y. Se t. Go! Is a U'ademark of Manhauan Gmphlcs. Macintosh Is n tmdemart of AppleComputer. Inc. 0 ESSELTE 
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You need some serious cash by 
next Friday. 

Can you get it in time from receivables? 
Do some ofyour customers owe you 

abig chunk of money this week? If so, are 
they good for it? 

Ifnot, can you get it from the bank? 
Your credit's been okay; but how will 
they view this current problem? 

Speaking ofwhich, just what caused 
it? Or who? 

With Insight, you'll know.Its the 
accounting software that not only keeps 
track ofyournumbers, but gets them 
to talk. 

For example, Insight tell syou who's 
going to pay youand when-based on 
their actual payment history.So you'll 
be dealing with realistic projections, 
instead of pie in the sky. 

nJe /nt1?17Jreta1io11 wi11dowcomparesyo11r resul/S 
with industry nomzsforsemicefimis, 111a111ifact11r­
ers1distribwors;jlagspote111ialproblem areas and 
people respo11Sible;mu/suggests aCJion )'011 can 
take to improi'<! l'Ollr results. 
1be Defi11ition lvindo11111ot 011111tells1'011 tdJOt 
things mean (liJ..¥! "r01ioO b111also1t"vo's watdJing 
them (likeyo11r lx111J..¥!1'}, and wbat acco11111ing and 
businessfacto/! affect tlJenL 

Insight goes on to define and analyze 
your financial information and suggests 
possible actions to take.For example, 
Insight lets you know that your current 
ratio-your short-term assets compared 
with liabilities-is good and getting 
better for acompany like yours. Yes,you 
could use a loan.But because Insight 

nJeGraph �1�1�1�i�m�t�o�1�1 �1 �s�l �.�J�O�m�~� 1•011 �t�r �e �1�u�l �~�m�Y�!�r t/)(! last 
12 1110111hsof1'011rkeyfi11c111cial i111licators,co111/JC11" 
ing the111 wi1h �l�a �s�t�y�e�n�r�:�~�a �n�d 11'11/J �i�1�1�d�1�w�1�~ �1� �1�1 �o�n�1�1�s �.� 

makes it clear that your inventory is 
turning nicely,your banker knows hes 
dealing with a temporary blip,nor a 
losrcause. 

Insights Accounts Receivable and 
Billing ,General Ledger,and Accounts 
Payable package have won top honors 
from both Macworld and MacUser for 
accounting software. And the worlds 
largest accounting firm, Peat Marwick, 
"has reviewed Insight and certifies that it 
passes their rigoroustesting procedures:·• 

Peat Marwick has also written aguide­
book on how to choose, implemem, 
and make the most of asmall business 
accounting system.For afree copy of their 
booklet,as well as afree demonstration of 
Insight, call 1-800-262-6620 (or in Massa­
chusetts, 617-242-7700) for the dealer 
nearest you. 

And see what getting some real 
insight into your bu iness is all about. 
"This cerlificflli o11 t1/firms our a.sscrli ons prrsc111et1 in lbc 
soflu"1re protl11c1 tlescriplion. A copy of their op111io11 le1ter Is 
t1vailabte 11/Xm req11es1. © t98 IA)'i! red. /11c. 

INSIGHT �
ACCOUNTING SOFTWARE BY LAYERED 

Insight is lbe most honored acco11nli 11g software 
011lbe market today 
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With reviews like these 
who needs advertising? 

They say the best advertising is word of 
mouth. So we're reprinting some of the multi· 
tude of words that have already been said 
about MicroPhone communications software 
for the Macintosh. 

And what they're saying, universally, is 
that MicroPhone-created by Dennis Brothers 

! -has far outdistanced all its predecessors. 
�~� That for the novice, MicroPhone is the sim· 
::i plesl telecom software ever devised. That for 
�~� the expert, MicroPhone is the most powerfu l. 

�~� On-line 
j for the lazy. 
�~� MicroPhone gives you the means to create 
�~� infinitely elaborate macro (automated) rou­
<I! tines with infinite simplicity. Its powerful script 

language is written in plain English. and it 
! also features a recording mode that watches, 
�~� saves. and repeats what you do. So no 
;:; programming skill s are required. 

�~� The upshot is that MicroPhone will save
1 }'OU time, hassle, and on-line fees by auto· 

�~� mating virtua ll y every operation you now 

! 
. "'.... 
i 
.:; 

have to key by hand. Log on procedures. File 
transfers. And, for a good example. E-mail 
retrieval routines. 

At a single command from you, Micro· 
Phone will dial }'Our E·mail service, give your 
ID number and password . Navigate its way
through the labyrinth to your mailbox. Check 
for mail. Log off if there 1s none. And if there 
is. MicroPhone will coll ect, print, and save all 
messages to your disk. Then, politely log off. 

• 60 to 67.6lJtJ 811/d •SulP!r /qwi}tld by 
• Suppon1 XMf)(J(M l/oJIOll �

YMODEM Mlou �
ASQI CIHM1•dK1y �

II � IK BUX:XS • S<fipll /Im (ulf /ogic COMllDCfl 
�~�C�B�t�/�W�I�Y� • Wott1 with All MttintllSh 
f,W:TfRMINAI I, I fl!Plft/1 .. �,�,�,�,�,�~�,�,�,�,� 

• Ea1u11111 rrr • Hl>rtl with 1// '"'" mothmr 
VT611 /IJ1,.1 inc/ttdldJ 
VT/00 �·�I�n�t�l�~�· s.,;1clw .I 

• Cl(lllNI fiM Oll /()K CmtpuS1tw 1obwititi011 
• P1itl111 O.IOI • lncltld11 tut lditor llttllUtf 
•Al/to /Of Oii u11,11 /or 1111or­ 1to111 Or1uu 011111 PboHl• Int. 

lnlli011 u1lliti11 ptorihd •Ooulmrnlllion by 'ljil �S�~�r�a� 

c �

If you prefer, you can direct MicroPhone 
to initiate this sequence simply by inserting 
the disk. Or automatically. at any specified
time, day, night. Or at regular intervals. 

Anything else you need to do, from collect· 
ing stock quotes to sending and receiving files. 
is iust as simple. 

Try it out at 
home or office. 

You can find out firsthand just what a 
remarkable program MicroPhone is. Without 
risking a cent. We give you a thirty·day 
moneyback guarantee, no questions 
asked. Which is virtuall y unprecedented 
in software. 

Since MicroPhone is not copy �
protected, we obviously have vast �
confidence both in our program. �

�A�o�;�;�w�r�~
111 �C�o�m�n�u�m�i�c�a�l�i�a�>�~ Saftwa" 
r f f for the Macintosh 

:VlacUser Editor's 
Choice Award 

�~� � TM 

s ]: T w· A l. ' )f'. 

v I·. N 'J' u R E s 
2907 Claremont Avenue Suite 220 Berkeley, CA 94705 415·644·3232 
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David Bunnell 

Benchmarking Ethics �

111 111 11 

111111111111111111 Its tinie we woke 
up and took a good 
hard look at soni e of 
the shenanigans going 
on in the name of 
greed andselfinterest. 

Lately it seems I've been hearing more and 
more horror stories about the questionable 
ethics of some people in the computer 
publishing world . 

Her are some notable lapses from 
grace that have come to my attention 
recently: 

A soft ware reviewer for a major com­
puter magazine also happens to be a prod­
uct manager for a lead ing sofnva re firm. 

A computer magazine reporter wi ll­
ingly sells his inside source clmvn the ri ver 
in order to get an even bigger story from 
the source's own computer company. 
"\V'e're tr ying to stop leaks," says the mar­
keting executi\·e at the company in ques­
tion. " I' ll gi \·e you even more informat ion 
i f yOLi'll t II me -.vhich engineer spilled 
the beans." 

The reporter downloads the name of 
his source and the dirty deal is clone. 

Six momhs after a magazine has re­
viewed a computer system, the columnist 
who reviewed it ha · not returned the eval­
uation equipm nt. The system is stacked 
w ith var ious boards. a hard disk, and a 
modem. When the sy tem is fina lly (and 
grudgingly) returned. the manufacturer 
checks inside the computer and discovers 
that the machine ha · been str ipped of 
many of its boa rd.<:. 

"Ol'tcn, we 're billed for missing equip­
ment,'' admits the editor of the magazine 
w hen asked tO provide an explanation for 
his writer 's behavior. " But othenvise, com­
pan ies hesitate to do anything for fea r the 
columnist will str ike out against them in 
the future." 

A soft \Vare marketer has become warv 
of ca l ls from magazine advertising sa les- · 
people \vho represenc themselves as mem­
bers of the editorial department. " \X-'e have 
your press release. we 're interested in your 
product, we th ink it meets our readers· 
needs." che sales rep declares, before pop­
ping the loaded question at the encl of rhe 
conversat ion : " By the way. have you ever 
considered advert ising in our magazine?'' 

"Then I get mad," the software mar­
keter says. " If they're in ad sales, I don't 
need to waste my time giving them a long 
technica l rnlk about my product. Now I just 
ask them in the beginning, 'Are you in sa les 
or editorial?' " 

In anorher case, an advertising rep 
screams abuse over the phone at a compa­
ny that hasn't bought advert ising space in 
her magazine in some rime. " ! just want to 
lee you and your bo. s know that the way 
you advert ise in those other magazines 
and not in ours is really beginning 
to irk me!" 

Sighs the software fi rm's marketing 
executive, "Our company is private and not · 
as big as l\·licrosoft or Locu or A -hton-Tate. 
So we have co be very particular about our 
advertising. We do advertise in that maga­
zine, but not in every issue. They have 
no excuse for their rudeness and arm­
nyisting." 

The truth is that computer publica­
tions are no di ffe rent from any other me­
d ium w hen it come: to having eth ical 
systems crash. The insider trading case 
against a reporter from rhe \Yla/l Street 
Journal's "Heard on the Street " column 
comes to mind. In television journalism 
too, some major networks are known to 
have faked battle scenes during thei r 
news coverage. 

One of the problems speci fic to com­
puter journalism is that many of the older 
journals have always been trade publica­
tions. Only \Vi th the advent of the personal 
computer in the early eight ies did \Ve w it­
ness the emergence of computer publica­
tions for the consumer. Consequently, 
many computer magazines and news­
papers are advertising-driven. Their pur­
pose is co crea te an envi ronment for ads. 

rco11/i1111es) 
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Macintosh Plusec1s1ons, 

Choose with confidencefrom jasmine's wide 
range ofquality, innovativeproducts at 
affordableprices.From thepacesetting Direct 
Drive series, to the unique BackPac 40, you 
never compromise qualiO'forprice when you 
purchase ajasmineproduct Di.r;;cover why 
MacWorld Ouly 1987) said 'it's easy to fall in 
love with the quietjasmine drive." 

MegaDrive™ 
Harddrivepowerwitb thefreedom of a floppy. 

MegaDrive"' is a highspeed, SCSI storage device 
featuring removable, 10 megabyte, MegaFloppy"' 
diskettes which are much more reli able than 
other removable, mass storage products. 
Compact in size, it fit s underyour 
Macintosh or into a Macintosh carryingcase. 

In aword, MegaDrive"' 
is flexibl e. It has 

something 
for every 

Macintosh user. 
Accountants can pm each account on its O\VTI disk and 

lockthem away for safe keeping. Deslnop pub· 
li shers canput fonts,clip art, layouts 
and different clients on separate 

Meg-.iFloppy disks. Musicians can organize 
their sound libraries and samplings and the 

average Macintosh usercan finally make heads or 
tail sof the mountains of �f�l �o�p �p�~ �'� disks they've 

acquired over the years! 

MegaDrive $999 
($1029 Visa/MasterCard) 

,l/egafloppyDilks: 139.95 each (l4 1.15 Visaor ,\VC) 
Meg11flo{!py 17Jree·lt1ck': S/09.95 ($113.25 Vi5n or MIC) 

'7brr?e packs includebmu(i• tomgc Ctise 

To Order Call (415) 621-4339 
Remember thatjasmine savesyou 40% or more. 
Ourprices include 30 Day 'Rial/Money Back Guarantee, 
and Full One Thar lVammt)1. 
E\l,.'f)·drhl: is 1i.hippt'\.I \\i th atechnical hotllm: numhl'r t 1 �: �m�.�~�w �r� �a �n�~ �·� �q �u �L�.�~ �~ �1�e�g �:�i�D�n �\�\�.�' �,� Din.,"(..1 
Dnw 20,<\O, 50,80, I :0.ilJCkl'a: 40,J:t<min<·. :m: tr.i<lcnwks • fji<n1mc 1Ld1nologk-,,, Inc. l'lt>Juct 
spt.'Ofic.mon.c; and �p �r�i�c�L�~� are sWjt'Ct to dungc. �P �n �l�\�. �~ 111dtltl t: 2' c::.•>k' :mJ Pl) sofi \\':tn:. l'ri ccs do no; 
include�s �h �q�~�i �i �n�g�, CA 1.1b tax (6.5%) or SJll<1al rll.\h h:uidlin8. Apple Is arch'L' tctL\l tr.•k1n:ukof. 
and )h:lmosh Is :1 lr.Kk-mark li cen5<.-d 1<1 Applc Computer, In· 

Call for dealer and developer pricing. 
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ec1s1ons. �
DirectDriveSeries 

From tl1e Direct Dri ve 20, to tl1e 
revolutionary DirectDrive 80,Jasmine now offers afull 

spectrum ofdrives to meet every user's needs. Our newest 
addition, theDirect Drive 160,offers an incredible combination of 

power and speed for just $2899! l11e Direct Drive series is synonymous 
�\�\�~�t�h� excellent construction,no cost "extras"and high reliability. 

"Tbe]asmitre DirectDrive 80 Is a11 excellent value, offering 
notonry 01llstmulingpriceatulperfonname, butan excellent 
price against the small disk marketas weU. InfoW>rld highly 
recommends looki11g at tlJls driveforyourMacintosh." 

- InfoWorld 
]ime 29, 1987 

"The Drive ranflawlessly during the reviewperiod, iuith 
very goodperformance and 110 compatibilityproblems of 
any kind." 

BackPac40™ 
Portability andPower 
for the Macintosh Plus 

- MacWorld 
Jtdy1987 

TI1e introduction ofthe incredible 
BackPac 40'" has established jasmine as 
the leader in innovationas well as value. 
Weighing less than 3pounds, BackPac 40. 
sil ently integrates 40 megabytes of power 
into the "upgrade patl1'' Macintosh Plus'" 
owners so desperately need.The con­
venienceand portability ofan internal hard 
disk with the reliabilitv and ease of instal­
lationofan externalSCsl hard disk. 
BackPac40. 

BackPac 40 $1299 
(S/339 \lisaJilfasterCard) 

JasPort �
SCSIPowerfm· the Macintosb 512. 
JasPorr, a Macintosh Plus compatible CSIport tor tl1e Macimosh 512 Enhanced 
or 512K with ROM upgrade,permits Macintosh users co utilize jasmine' 
Direct Drive,MegaDrive and other SCSIdevices. [.;ser installable. 

jasPort $129 

"backup 
software 
i11c/11ded:' 

fl �J�~�m�f�f�i�~�I�~�~�!�.�l�~�~�9�g�i�e�s�,� Inc. �
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David Bunnell 

For example, one major trade pub­
lisher, Cahners Publishing, clearly states in 
its corporate philosophy chm its publica­
1 ions are primarily advertising vehicles. 
Naturally, you can't expect a great deal of 
crit ical reporting co come from journals of 
this persuasion. 

Consumer-oriented computer publica­
tions are a di fferent breed altogether. Or at 
least they should be. I don't think such 
journals can ever hope to remain success­
ful if they're not editorially driven. For one 
thing, they wouldn't be able to sell enough 
subscriptions to be trnly viable. 

Ac some publishing companies, how­
ever, it's not uncommon for the editor of a 
magazine to report to the publisher, who 
not only has advertising as a main interest, 
bu1 also runs the sa les staff. These pub­
lishers frequently put pressure on edicors 
to avoid negative scories. They pressure ed­
itors co cover produces from potential ad­
venisers. And they pressure editors to 
revi w a lot of products so that they can go 
t the advertisers and say "We give you edi­
torial coverage, so you should advertise 
with us." 

Such pub I icacions include reader-ser­
vice numbers in their reviews. Headers 
mt.1y th ink it's a reader service-but take it 
from me, this is nothing more than a ruse 
co sell ads. What happens is that after a 
product is reviewed or :mnounced, the ad­
vert iser receives a couple hundred reader­
service inquir ies. This provides a great en­
tree for the advertising sales rep to call the 
company. "Look at all the response you're 
gecring just from this little review," goes the 
common pitch. "Just think of what wi ll hap­
pen w hen you place an ad w ith us! " 

A reader-ser vice number at 1he end 
of a review is a dead giveaway that you're 
read ing an advertising-driven magazine. 

One major computer magazine fea­
tures an "edi tor 's day." Thi is a traveling 
road show designed co put potential adver­
tisers in couch with editors and columnises. 
The idea is for the manufacturers co parade 
1heir produces co a captive audience of the 
magazine's editors, w ho are required to 
make the Lrip. It's torture, bu1 they have 
little choice except to be there. 

Then the advertising squeeze is put 
on the companies to advertise in the 
magazine. 

To my mind, and throughout the his­
1ory of journalism, really good editors are 
reader-oriented, not advertising-oriented. 

Good editors and computer journalists 
have to put themselves into the shoes of 
their readers. They have to know the prob­
lems and challenges of implementing and 
using technolom' 

Reporters have co be ready co blow 
the w histle on produces chat don't work. 
They have to tell reader when a product 
has a lot of features but is coo complicated 
to use. They have co really find out if the 
package is bug-ridden or if it lives up to 
its promise. 

We all have co guard against being so 
enthusiastic about new technology that we 
overpromote it. The computer press has 
certainly been guilty of char. We shouldn't 
simply be pushing people to buy new hard­
ware and software all the time. We muse al­
ways be showing our readers how co use 
existing resources better. 

111 11 111 11 111 11 111 ... a strict code of 
ethics in the field of 
computerjournalism 

Macworld is dedicated to providing 
"power co the reader." In face, chis is what 
secs us apart from other publications. We 
do not warn ro view technology as being 
good in and of itsel f, or co look favorabl) 
on new produces just because they repre­
sent ne\v technology. 

At 1\tlacworld, we like co raise ques­
tions chat aren't usually asked. We wane to 
know about the proclu.cc's long-term bene­
fit to the customer. How is that technology 
going to make our readers· \vorkplaces 
more productive? How will it qualitatively 
improve the work process? Is the product 
better than another similar product? Or 
would it perhaps be better not to buy any 
such product at al I? 

We believe that whether you're a mul­
tiple-unit buyer or a single-unit buyer­
whether you're consuming one or a thou­
sand- you have a basic right co a certain lev­
el of quality and performance. 

We feel it is our journali tic respon­
sibility to delve into issues like after-sales 
support, warranties, dealer service, and 
the capability to expand and upgrade. Our 
regular Updates column, for example, 
keeps you informed about the latest ver­
sions of :Vlacintosh software so that you can 
stay up to speed with upgrades. 

One of che major i sues char is so cru­
cial 10 our readers-and one that concerns 

advertisers and computer jou rnalists alike­
is the question of how we review products. 
How do we choose the products we re­
view? What is our methodology? What 
standards do we se t for accuracy and sub­
jectivity? How reliable is the critique? 

Over the past few years, our review­
ing process has become more and more 
sophisticated. 

In the early clays of per onal com­
puter publishing, most reviews were wri t­
ten by somebody who would rake a pack­
age from a shel f, open it up, run it in a 
machim:: fur about an hour, glance at 1he 
manual, then write the review based on his 
or her impressions. 

Today's sophisticated readers need 
co have products reviewed in context. 
Jack Dongarra, one of the most famous 
benchmark creators in the field of elec tri­
ca l and electronics engineering, perhaps 
put it most succinctly in a recent issue of 
IEEE Sp ectrum when he stared that the 
best benchmark is a benchmark of rea l­
world applications. 

That means when an accounting pack­
age is evaluated, you need to know what 
it's like to use it. You wanr to know how it 
behaves when you're planning your bud­
get. How it works inside your business­
not how it perto rms in a lab or on an 
eclico1"s desk. 

At Mctcworld, we do a great deal of 
checking in the review process. For a soft­
ware review, for instance, we have an edi­
tor working closely with the author who is 
reviewing the produce. They both have the 
software package- and they both put it 
through its paces. The editor verifies the 
author 's findings by duplicating the pro­
cedures on his or her machine. 

Then we have a technical editor who 
checks the technical aspects of the product 
to make sure that what the reviewer says 
about the program is accurate. 

Compounding the complexity of the 
review process is the fac t that rhe produces 
themselves have become increasingly com­
plex. When the Macintosh first came out, 
the 128K l\fac was so simple and easy co 
use. Now we have a much more compli­
cated machine with multitasking, lots of 
memory, and a wide variety of features 
and options. Using a software package on 
the Mac is no longer the simple cask it 
used co be. 

(co111inues) 
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�M�a�c�G�o�H �~� ,,,,___MacRacquetbaJr MacC.ourses'" 

The hottest sport 
onacourt­

the hottest game 
a Macintoshrr.1 can handle. 

Even if you've never been on 
a racquetball court, you'll spark to 
the excitement of this challenging 
simulation. 

MacRacquetball turns your 
Macintosh screen into a ful l perspec­
tive 3-D display of court, players and 
ball. With the mouse, you have com­
plete control of player position, ball 
placement, ball speed and shots. 
Two people can play the same game 
over AppleTalk® or modem. 

Superb graphics give Mac­
Racquetball completely convincing 
realism. There are more than 1000 
frames of ultra high speed digitized 
animation. It's one racquetball court 
that's always open when you're ready 
to play. 

Enthusiastic players 
everywhere have made 
MacGolfthe best selling 
Macintosh game ever. 
MacGolf puts you in the picture, 

afull perspective 3-D simulation of 
realistic golfaction. You match your 
skills against fairways, roughs, bun­
kers, water hazards, sand traps 
and trees. 

MacGolf gives you a player's 
eye view of the course, in any direc­
tion, and an aerial overview of each 
hole. You have complete control of 
your position, ball placement, ball 
speed and direction, and selection of 
all 14 clubs. Digitized graphics and 
sounds add to the excitement. 

MacGolf is so close to the real 
thing it will improve your golf game. 
And by the time you've reached the 
eighteenth hole you'll know you've 
been in a real contest. 

When you have �
the best selling Macintosh �

game in the world, �
what do you dofor anencore? �

Here's new turffor adventurous 
MacGolfers. These are courses to 
conquer for mouse wielding pros 
who have taken the measure of the 
original MacGolf courses. 

If you liked MacGolf, you'll love 
what MacCourses brings to the 
screen. Four new 18 hole, par 72 
courses: Cedar Creek, Golden 
Sands, Thunder Ridge and PCAI 
International. The fairways, traps, 
hazards, and putting greens 
of MacCourses are in a whole 
new league. 

If you thought MacGolf was 
good training for the outdoor game, 
MacCourses should turn you into a 
pro. Get MacCourses now, use it 
when you're ready-you never know 
when you'll need the challenge. 

« PCAI™ �
<C> 1987, PCAl/Practlcal Computer Applications, Incorporated 612/427-4789 
Macintosh and AppleTalk are trademarks of Apple Computer. Inc. 

Circle 211 on reader service card 
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Macworld World Class Award - Best Input Device 

Turbo Mouse: 
Twice the speed, in 

halfthe space. 
Finally, a Mo.use that's rea lly quick. One that doesn't require a lot of room on your desk. 
One that's easy to use, even on a desk full ofpapers. Turbo Mouse from Kensington. 
Turbo Mouse turns mouse technology upside down. It puts the mouse ball on top, 
rather than on the bottom like a standard mouse. You move only the mouse 
ball, not the whole mouse. That's why Turbo Mouse is quicker, quieter, 
and easier to use. 
Turbo Mouse doesn 't get its speed only from this ease of use. It has an auto­
matic acceleration feature that senses the speed at which you are working 
and moves the cursor further when you move the mouse ball faster. 
Turbo Mouse has two mouse buttons - one for right-handed users and 
another for lefties. And, since it's only 4" x 6", Turbo Mouse will fit neatly 
at the end ofyour keyboard . 
For Macintosh, •. , Mac Plus, Apple& Ile, or Ile, ask for model 62350. 
For Macintosh SE, Mac II, or Apple Iles , a$k for model 62352. 
For more information, or a dealer near you, call (800) 535-4242. 
In NY (212) 475-5200. 
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