
















































By Ben Sharpton, Tupperware 

Customer Service From 
the Customer's Perspective I buy more 

than your 

product. 

Like links in I 
n Five Easy Pi.eces, there's a classic scene in which Jack 
Nicholson and some friends order breakfast in a little cafe. 
Jack orders first. He wants a couple of eggs, some hash 
browns, and a side order of toast. The waitress explains that 

I they don't serve toast and don't offer side orders. She offers 
to return when Jack's made up his mind. Jack explains that 

he's made up his mind and that he wants some eggs and toast. 
The waitress points to a sign that says, "No Substitutions." 

By now, both are flustered. In his grating fashion, Jack metic­
ulously explains that he wants to order an egg. And a chicken­
salad sandwich: "Hold the lettuce and mayonnaise." The irritated 
waitress repeats his order back to him. "One egg, one chicken­
salad sandwich, hold the lettuce and the mayo. Is there anything 
else'" 

"Yeah," responds the rebellious Nicholson. "Now hold the 
chicken salad and bring me two pieces of toast." The waitress says 
incredulously, "You want me to hold the chicken salad'" to which 
Nicholson says, "Yeah, I want you you to hold it between your 
knees ." With a sweeping motion, he knocks all the plates, glasses, 
and silverware off the table, and he and his friends storm out. 

I think I know how Nicholson felt. I've seen poor and inflexi­
ble customer service before. Unfortunately, I've experienced it 
with some Macintosh product developers. 

Hard-Drive Errors. A month ago, one of the external hard drives in 
our network began to act funky. Writing errors abounded. Like 
most Macintosh users, I tried running utility programs in traditional 
do- it-yourself fashion to repair the problem. 

I dialed up one of the computer networks and downloaded 
some programs designed to verify SCSI ports and rewrite drivers. 
The information about one program indicated that it was uploaded 
from a hard-drive manufacturer with its permission. Although my 
drive was from a different company than the one that had created 
the program, I thought that utility might help me solve my prob­
lem. I was desperate, and the documentation that came with it in­
dicated which options might cause me to lose data on my disks. 

Careful to avoid those dangerous options, I ran the program 
on a good hard drive. Nothing happened. I ran the program on 
the questionable drive. Nothing. I rebooted both drives and ... 
Nothing. No disk-drive icon. No data. Nothing. 

I called the (non-toll-free) 
technical-support telephone num­
ber, was promptly placed on hold, 
and waited an interminable period 
for someone to answer my call. 
Finally someone offered to help. 
I explained my situation, and he 
promptly told me that the program 
was only for people who had pur­
chased his company's drives. It 
shouldn't have been on the net­
work in the first place, and it 
shouldn't have been used with 
my type of drive. 

But it was on the network, I 
explained, and it had eaten two of 
my drives. Could he please help me? 

Paying Enough. The technical "sup-

a chain, your 

product is no 

better than 

your weakest 

area of service. 

port" person explained that there was a way to resolve my 
problem but that he couldn't help me since I wasn't a paying 
customer. I figured I'd paid enough, having lost more than 100 
megs of data, but he adamantly refused to help. 

You know, the irony of this situation is that I never will be a 
paying customer for that company. In one brief 15-minute phone 
call (actually only about 3 minutes of conversation), this individual 
lost my business for a lifetime. That's unfortunate, because I'm al­
ways on the lookout for new products. What's also unfortunate is 
that I've received similar treatment even when I've been a "bona 
fide" customer. Everyone loses. 

Customer Service Sells. Customer service is a selling point. If I like 
the way your product serves me, I'll buy it and recommend it to 
others. The developer that provides good customer service is a 

Continued on next page 

Ben Sharpton is a training writer at Tupperware Home Parties in 
Orlando, Florida. He is also responsible for providing technical 
support and training for the personnel in the sales-development 
department, where the standard romputer is Macintosh. 
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Dear Developer 
Continued from previous page 

./·... 5::i5 step ahead of the competition . 
.. <.··/. ···ni We learned about customer service years ago 

/ .·<·<···:.··· i ii··. at Tupperware Home Parties, where I am a train­
··· .. :···:>:>:.··! ii···· ing writer. We chose direct marketing (you can buy 

••• •• :·_..- );;;: Tupperware-brand products only from independent 
··./ • dealers) because it provided a way to demonstrate how 

to get the most out of our products. Our customers don't just pur­
chase plastic. They also buy customer service. And we give them 
the best of both. 

Customer service is far more than the traditional concept of 
technical support. It permeates every aspect of your business. In 
fact, serving the customer is your business. It's found in promo­
tional materials, user manuals, and on-line help. It's a part of 
honoring your announced release dates. It's in the way users work 
with your product and the way your product works with other 
products. It's in your warranty. When I buy your product, I'm buy­
ing all of these. Like links in a chain, your product is no better 
than your weakest area of service. 

Customer service is also a reselling point. If you provide good 
customer service, I'll look to your company to provide future 
products or upgrades I need. 

Since the early 1950s, Tupperware has offered a lifetime war­
ranty on all of its products. We gladly replace any Tupperware­
brand product, should it crack, peel, chip, or break, as long as you 
both shall live. Whenever someone contacts one of our indepen­
dent dealers to request replacement of an item that is not working 
properly, that dealer has an opportunity to introduce and sell more 
items. People continue to buy new products from their Tupper­
ware dealer because they are happy with the customer service 
they've received with other products. 

Three Foolproof Suggestions. As you evaluate your company's cus­
tomer service, may I recommend three guidelines to keep in mind: 

1. 7be customer is right. Period. That also goes for your non­
paying customers, because they may become paying customers if 
you offer good customer service. 

2. 7be price is right. I pay for customer service when I buy a 
product. I like dealing with a company that doesn't expect me to 
pay extra to make its product work correctly. I appreciate compa­
nies that use toll-free technical-support numbers and don't think of 
technical support as an add-on (I'm not interested in 900 numbers 
or support agreements). 

Along the same lines, I like reasonable upgrade policies. 
Paying for bug repairs is unreasonable (and bad customer ser­
vice). And when I order an upgrade that fixes more than the 
past release's problems, I don't expect to pay 40 percent of what 
I initially paid just to get the latest and greatest version. Two or 
three upgrades at that rate, and I might as well go out and buy a 
competitor's product. 

Continued on page 29 
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It Shipped 
The following is a listing of the companies that participated in 
the "It Shipped" Program between March 29 and April '26. 

Affinity Microsytems Ud.-Tempo+ Tools 
Air Land Systems Co.rp.-AMIE II Uniscope 
Arborworks, Inc- Time&Money 
Avarar Co.rporation--MacMainFrame Coax Gateway 
Burnham Consulting Group-PowerCurve 
DataSmith-Nexus 
Diamante Software-Control II 
Digital Concepts, Inc.-4thRIGH11 Professional 
Eastgate Systems, Inc.-Fontina 
Edmark Co.rporation-Edmark I.essonMaker 
Electronic I.earning Systems, Inc.-Menu Master 
Evatac Software-Pr editor 
GE Government Systems-RadarDisplayUnit 
glps Products-Bilingual Solutions for Russian, 

Czech, Polish, Hungarian 
Interval Music Systems-PROTEZOA 
Jeffrey S. Shulman-VirusDetectlve 
Johnson & Johnson Design/Build-DrawTools 
le Choft- MacTex II 
Manor of Micro, Inc.-StackMate 
Maynard Electronics -MaxStream 
Mesa Graphics Inc.-Mesa Graphics Plotter Utility 
Micro System Options-3d Graphic Tools XCMD, 

3d Graphic Tools 
Neotech Ud-Neotech Image Grabber 
Now Software (formerly SmethersBarnes)-Now Utilities, 

Screen locker 
P3 Software - A Division of Arminus Publications and Products, 

Inc.-Right-to-Know (California and New Jersey) 
Packer Software, Inc.-Small Business/Retailer 
Page One Graphics-FR Full Borders Collection 
Prometheus Products, Inc.-ProModemII, TravelModem 
Qed Technologies-Credit Profiler! 
Salient-DiskDoubler 
Selective Memory-list Learner 
Stevens Creek Software-The Athlete's Diary 
Strategic Studies Group-Panzer Battles 
Suick Bay Technologies-MacShell 
Symantec Corporation-THINK Pascal 
Synergy Software (PCS Inc.)-VersaTerm v4.1, 

VersaTerm-PRO v3.1 
Synex-MacEnvelope Plus 
Textco, Inc.--Gene Construction Kit 
Three-Sixty Pacific, Inc.-Sands of Fire, WMlock 
Thunderware, Inc.-LightningScan 400 with ThunderWorks 
Timeslips Corporation-Timeslips ill 
Victory Software-2088: The Cyrllan Mission 



THE HUMAN INTERFACE 

By Bruce "Tog" Tognazzini 

.·. :···:::::::::::: .. ·: 
5 5 :: : 5 5 

OOP Is All Greek To Me <l~~~:;J> 

D 
ear Tog: I feel as if I am under attack by force~ clamor- 1 

ing for me to use object-oriented programming. Their 
exhortations are frighteningly similar to sermons that 
offer only vague promises of the rewards of the after-

-

life but provide exquisitely detailed descriptions of the 
suffering of the wicked, to wit: 

"See this full text-editing program? Well, it took me only one 
and a half lines of code to write it. Besides, if you don't use this 
new system, you'll be totally unemployable in mere months and 
will find yourself lying in a gutter somewhere. The New Breed of 
Magnificent Young Programmers will make sport of your total in­
competence as they spit in your face." 

Does this sound appealing to you? It doesn't to me either. 
I think my problem is the incredible zeal with which the OOPers 
are pushing their product. Granted, it's great to have the system's 
default objects and methods take care of ordinary windows for 
you. What, however, do you do with a window like this one, with 
the vertical scroll bar controlling both panels: 

~D Window from Hell 

Temper a lure . 35DDDDDD° C "Have a hell of a nice day" 

Sirs: Jan 3.4 
Feb 4.2 
Mar 6.1 
Apr 3.0 
May 2.2 
Jun 4.6 
Jul 0.1 
Aug 9.2 

The process of putting ,,,,,. 
unintelligible letters in a :m 
sample document is known ,,,,, 

:: :::: 

Impressive but meaningless 
graph 

as "greeking, · and it can be ]! 
quite effective ut omnius +: 
fruor ad fungor pskov :i!;:' 
Carthago delenda est mm 
honi soit la vache qui rit 

In the system I'm using, it took me more than half a day to 
figure out exactly where to override one of its default methods 
to tell it, "It's OK to have a scroll bar that doesn't go all the way 
across the window." 

I think my biggest problem was that I started believing the 
hype that Object-Oriented Programming Is Where It's At and was 
unpleasantly surprised to find that I still had to do a lot of the dirty 
work myself. 

I've been through this before. I've been told I was a stick-in­
thc-mud if I didn't learn FORlli. I was told I'd go bald if I didn't 
use PROLOG. (I am going bald but suspect that heredity and age 

have more to do with it than predi­
cate logic.) 

Is this new object-oriented 
programming a religion or a fash­
ion statement? Or will I indeed turn 
green, scream, and die if I don't 
jump on the bandwagon? 

Awaiting your advice on the 
matter, I remain sincerely yours, 

- Stupefied in Sanjose 

Tog Responds: I read an article some 
years back written by a program­
mer decrying the arrival of the first 
high-level language. He spoke in 
anguished tones of young Turks 
proclaiming the righteousness of 
the new approach in a fervor bor­
dering on fanaticism. He was not 
against "progress"; he was against 
barriers that would separate him 
from communicating with his ma­
chine on the most intimate level. 
The new language, by generating 
a purely artificial construct through 
which he had to communicate, iso-

· ... · 

Object-oriented 

programming 

environments 

are both new 

and difficult 

to create, but 

we should see 

most of their 

structural limi-

tat ions fall 

away as time 

goes on. 

lated him from the kind of deep understanding he had maintained 
with his computer. Sound familiar? 

This article was written in the 1950s, and he was speaking of 
the transition from machine language (raw, binary numbers) to 
assembly language (three-character mnemonic substitutes for the 

Continued on next page 

1bis column is your input into the Apple system. Send Tog ques­
tions, comments, tirades, and editorials on the state of Apple's hu­
man interface. Include your name, city, and state, plus company 
name, if you wish. He does not have the time to respond to each 
letter personally, but be will print those that strike a nm;e and pass 
the others on to Apple Engineering. Rest assured, your words will 
not go unnoticed. 
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The Human Interface 
Continued from previous page 

(::::::::::::::··! same numbers). Don't laugh; that programmer had a 
. ·l l : !. : ! !.. valid point: The pattern of each number had corre-<. l = .... :::: .... = l "> sponded to the structure of the processor. He had 

"l ...... !··· learned what effect each binary digit had on the 
!::::::;~:~;:::::! processor, so he could build commands at will without 

· having to memorize any of them. If he wanted to load 
something rather than store it, he had only to turn the second bi­
nary digit on. To do the load indirectly, he had merely to leave the 
third binary digit off. With the advent of letters unrelated to that 
structure, he had to memorize each and every command, 
mnemonic though they might have been, and he lost the relation­
ship of one command to another, communicated formerly through 
their binary representation. 

Formerly, he had known where every bit of code existed in 
memory. Suddenly, he had to depend on the system to allocate 
memory for him. He could no longer so easily prevent collisions 
caused by inadvertently using the same memory location for two 
different purposes, now that he was "protected" from knowing 
where things were. 

It is difficult to imagine that one could create, let alone 
maintain, a system as complex as the Macintosh using machine 
language. Nonetheless, I share Stupefied in San Jose's concerns: 
Every step up in power has seemed to bring with it ever more 
restrictions on how languages could be applied. Some languages, 
such as Pascal, were even created for the express purpose of 
blocking people from programming as they wished. A supposed 
student language with built-in "discipline," it was forced on those 
of us in the real world who like to play around as we code, trying 
different ideas. (Playing "what if?"-what a novel idea!) 

Pascal's rigid structure was there to force students to write 
lock-step, top-down, strudured code, rather than the kind of 
loose, wandering spaghetti code they might otherwise have pro­
duced during their early months of programming. I could argue 
the merits of such an approach to teaching, but I will sidestep that 
discussion. (I learned quite quickly on my own not to write 
spaghetti code after I wrapped myself up in it until I looked like a 
mummy.) But I would argue that programming environments with 
heavily restricted structures invariably stifle innovation and creativi­
ty. I remember the struggle I had in order to "trick" Pascal into let­
ting me create the kind of live interaction I have always employed 
in my programs. I was able to create state machines and live, inter­
active animations, but only by swimming upstream against the tide 
of the natural structure of the language. When one is spending 
most of one's time attempting to "go around" a language to get 
one's work done, that language, in my opinion, has failed. 

Unlike Pascal, OOP environments are limited today not be­
cause of any deliberate attempt to discipline us but by the magni­
tude of the problem. OOP environments are both new and 
difficult to create, but we should see their structural limitations fall 
away as time goes on. Yes, developers often quickly reach the Jim-
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its of OOP systems, as has Stupefied in San Jose, but not because 
the developers of OOP languages sat around a table and decided 
that people who want multiple scroll bars are bad people. OOP 
developers just haven't gotten to the seventh release, into which 
they will undoubtedly put resizable scroll bars. 

Object-oriented programming has the potential to be differ­
ent-eventually. One of the beauties of the Macintosh is that de-

I Tog's Advice to Developers 
of OOP Languages: 
Developers need programming languages that help them do 
what they do best-create. Object-oriented programming lan­
guages are the best we've seen so far, but even they can 
improve. Here are my recommendations for a better OOP 
environment. 

1. Provide the host computer's standard objects. An ob­
ject, in this context, consists of sensory (visual, aural, etc.) and 
behavioral (feedback and resulting action) elements bound 
together into an entity. It is not enough to provide pictures of 
scroll bars and some loose code that may or may not be at­
tached to them to provide the scrolling. Provide the complete 
behavior. 

2. Enable developers to modify objects. If a scroll bar has 
a tendency to fill the entire length or width of a window, the 
developer must be able to get inside it to change that behav­
ior. If a developer needs a new object that is semantically 
related to an old one, the developer should be able to re­
shape the old object's appearance and behavior to create the 
new one. 

3. Enable developers to get outside the environment. 
It's the old naive-user-versus-experienced-user problem: 
To keep new users from becoming frightened, developers 
lock them away from the "big system" out there. That works 
great, as long as newly experienced users don't discover six 
months into the creation of a new application that this pro­
tected environment just won't let them accomplish something 
and at the same time prevents them from getting to the tools 
that will. 

4. Make it easier ro do things "right" than "wrong." 
Interface systems should enable-even encourage-innova­
tion but not spawn a lot of spurious variation. Most program­
mers want to get the job done in the most straightforward 
way possible. With standard objects, those programmers 
will automatically generate applications that do things the 
standard way. By enabling objects to be modified and the 
boundaries of the system to be breached, innovators and pro­
grammers with tough new application areas will not be sti­
fled. Still, it will be more difficult for them than just doing it 
"by the book," as it should be. 



velopers are free to go around any single feature of the interface, 
if need be, by simply not using that particular black box. I have 
seen nothing inherent in OOP environments that precludes this 
same approach; OOP designers, I trust, will eventually structure 
their systems to be less restrictive, perhaps by building OOP sys­
tems out of ever-smaller objects, so that we can easily take a larger 
object apart and put it back together in a slightly different form to 
fi ll our special needs. 

Fire, Brimstone, and Object Programming. Several years ago, I visit­
ed the hydrothermal area in Rotorua, New Zealand, a country in 
which sheep actually outnumber lawyers. A few well-placed signs 
in a park filled with boiling mud pots and sulfur geysers explained 
that falling into a mud pot or geyser would not only prove painful 
but also cause friends to shun you because of the sulfur smell you 
would take on by so bathing. Armed with that information, visitors 
were then perfectly free to walk anywhere they wanted, including 
into the depths of a boiling mud pot. Strangely enough, the day I 
visited, people stayed out of the mud pots in droves. 

A few months later, I visited a similar area, Bumpass Hell, 
in Lassen National Park in California. Due to the sheep/ lawyer 
ratio maintained in the state of California, the Feds were taking 
no chances: People were being herded onto a wooden platform 
edged with steel fencing, located somewhat near the area where 
the neat stuff was going on. From a distance, I saw the mud 
pots and fumaroles, but I did not, in any sense of the word, 
experience them. 

I had experienced them before, however, when I was a kid. 
Then America also had more sheep than lawyers, and I was free 
to fully experience Bumpass Hell, which I did by stepping into 
a foot of sulfurous mud. I wasn't burned, but my friends did 
shun me for some time. And I wouldn't trade that experience for 
anything. 

Object-oriented programming has the potential to take the 
form of a wood-and-steel barrier or of a few signs and some 
sulf urproof boots (uh, I mean "sulfur-resistant"-no warranty 
expressed or implied). I will gladly trade the occasional high-top 
full of sulfurous muck for the ability to create a no-compromise 
application. 

I think we all want an easier, more natural way to interact 
with our systems. We want a development environment that en­
courages, rather than fights , the kinds of structures we need to 
create within our own applications. But we don't want to be 
talked down to, we don't want someone else's vision of the one 
right way to do things woven into the fabric of the environment, 
and we don't want protective pathways with steel fences keeping 
us from getting down to where we need to be to accomplish 
our work. 

As for the rest of Stupified's question, as to whether the 
dervishes seen whirling in the brilliant glow of each new language 
arc swept up in a fashion statement or a religion, I think "cult" 
would be closer to the truth. 

My link address remains: TOG ti 

Dear Developer 
Continued from page 26 

.. /·· ... i~~ii 3. Good customer service makes the product right. 
.·<·<·<· :·i ii Vaporware is not good customer service. Buggy 

..:" ··:>:>:>:· i ii"·:· software is not good customer service. If your 
··· .. :···:>::.··"t.ii•" product doesn't perform as you say it will, I'm not 

•· •.. •• ./=:=· interested in it. If I do buy it and it doesn't work 
•.• right, I probably won't be interested in your next one. 

Fool Me Once, Shame On You ... About three years ago, a company 
released a companion product to a word-processing program for 
the Macintosh. Two months before its product was released, the 
word-processing developer released a major upgrade, and the 
companion product was incompatible with the new format. I made 
the mistake of buying the companion product and waited months 
for it to be upgraded. The developer promised compatibility in a 
new, soon-to-be-released upgrade, but the upgrade never came. 

Recently the same company introduced a new, unrelated 
product for the Macintosh. I seriously doubt that I will ever consid­
er that program, regardless of its merits, because I received poor 
customer service with its maker's other product. 

The way you treat me as a customer-or as a potential cus­
tomer-affects the way I'll view you as a developer for years to 
come. Truth be told, I, the customer, am not too forgiving. I want 
to be treated with the respect I deserve. If I don't receive it, I'll 
look for other companies to offer it to me. ti 

Coming Soon 
•Media Integration 
• MacApp Succ,~ss Stories 
•Network Application Tools 
PLUS ... 
Marketing tips, 
Human 
interj ace issues 
and more. 
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By Scott Converse 

The Organic Nature 
of Information 

"The problem was bow to generate a low-maintenance, high-yield, 
self-sustaining, critical information seroice." 

E 
-S. Brand, from The Electronic Whole Earth Catalog 

lectronic media will probably be one of the most impor­
tant tools Apple uses to help developers make their way 
through the ever-growing data jungle. We want to create 
an environment that helps you put data into a context 

• 
useful to you-that is, tum raw data into information 
that in tum can be converted into knowledge. 

There are many ways to accomplish this-to build knowledge 
or grow it. I choose the latter metaphor. Have you ever noticed 
how the data on your hard disk proliferates? How even untended 
folders ftll almost of their own accord? Data tends to be organic; it 
grows and spreads. Even the afflictions associated with it tend to 
have organic metaphors-the computer virus, for example. 

Apple's goal is to create an electronic garden in which know­
ledge can blossom out of raw data and information. And perhaps 
along the way, we can plant seeds that you can fertilize and use in 
growing your own patch. 

The CD·ROM Advantage. Although electronic media include a variety 
of technologies (such as on-line systems and hard-disk and optical 
media), CD-ROM is one of the richest tiers of the electronic garden. 
It will be one of the most important information-dissemination 
vehicles during the next decade. One of the main reasons is eco­
nomics: At $2 or less per disc, CD-ROM will be less expensive to 
create and use than almost any other medium, including paper. A 
plethora of CD-ROM-mastering facilities that master thousands of 
discs every day has sprung up. 1hrough sheer numbers, the price 
of mastering a disc has been driven down, so that now you can do 
so for as little as $1,500. The price of drives is likewise plummeting. 

CD-ROM will thrive also because of its versatility and suitabili­
ty to the tasks at hand. CDs are ir1formation magnets; because so 
much data can be packed onto them (600+ megabytes right now, 
the equivalent of 250,000-300,000 single-spaced typed pages), you 
can do things you never before dreamed of doing. Because it's 
electronic, the information on a disc is malleable and can be ma­
nipulated in dozens of ways and create deep hypermedia webs 
with hooks into other data or information resources. 
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Creating Hooks. Creating hooks or links with information outside 
of a single CD-ROM is profoundly important, because data and 
information aren't ends unto themselves; they are the building 
blocks of knowledge. A first step in the transition from raw data to 
knowledge is collecting, in pivotal places, the hoards of data need­
ed to create great products. Then the data must be put into a con­
text, given some kind of rhyme or reason. When raw data is put 
into an easily accessible place (such as a CD-ROM) and edited to 
fit the needs and desires of a specific audience (developers, for in­
stance), it becomes information-its new anatomy is more sensi­
ble, palatable, and useful to individuals. Crafting those pieces of 
information into meaningful and new insights and understanding 
begets knowledge . 

Apple has taken the first step in this process-information 
collection-by putting significant amounts of Apple's technical 
documentation (Inside Macintosh, Tech Notes) and other important 
tools (system software, HyperCard stacks, Q&As from DTS, and 
source code) on CD-ROM, via the Developer CD Series and the 
dew/op technical journal CD. 

This is only the start, however. Electronic media (the garden) 
should transcend CD-ROM. Creating hooks between these and 
other pieces of electronic information is what growing the garden 
is all about. If we create seamless links between the more static 
information on CD-ROM and the more dynamic information from 
on-line systems such as the AppleLink® network, you could begin 
to create a real synergy between seemingly disparate pieces of 
information. By putting static information (such as the technical 
information in Splnside Macintosh) onto a rather permanent medi­
um (CD-ROM) and linking it to a constantly changing medium (an 
on-line system), you create something much more significant and 
useful. In essence, you create the basis for converting data and 
information into knowledge. 

We plan to use the Developer CD Series to create and experi-

Scott Converse manages the Electronic Media Group, which is 
responsible for the Developer CD Series and the develop technical 
journal CD. He bas been at Apple for three years and was previ­
ously a manager of strategic technology development for Apple's 
channel systems group. He is also the coauthor of the Electronic 
Me,dia column that appears every other month in Apple Direct. 



ment with prototypes for such organic hypermedia webbing. Since 
HyperCard is our CD search engine, we think it makes sense to 
expand its use to on-line systems such as AppleLink. So we're ex­
amining HyperCard/on-line-system hybrids (an example might be 
a HyperCard stack with all the functions needed to access the 
AppleLink host server). 

This creates several intriguing possibilities. Such a system 
could transparently log the user onto a network to continue an in­
formation search and direct the search to the most obvious place 
(for example, the Tech Notes section that's centered on MPW® de­
velopment, if that is the kind of information you're seeking). Once 
you find the needed information, you could share it with others 
and, as appropriate, put it onto the next version of the CD. 

This would create a kind of 
A hhle wants to cybernetic feedback toop; the 

'YI' electronic-media entities we send 

I . 7,.,... b you, such as the Developer CD 
Create zn~ e- Series, would get smarter at every 

pressing. It's not just that the disc 
tween more static will contain more information, 

but also that the feedback would 

information on 

the CD-ROM and 

more dynamic 

information from 

on-line systems. 

make the information progres­
sively more relevant to you. It 
creates a body of information 
that is self-defined for the intend­
ed audience and that can learn, 
so to speak. The system's real 
beauty is that the information it 
contains becomes more ger­
mane; it is increasingly based 
more on what you need than on 
what we think you need. 

Building Successful Metaphors. To be truly successful, we must 
build common metaphors for the various kinds of electronic 
information. Because the Finder doesn't always extend well to 
information, we're experimenting with other ways of getting into 
interfaces. I want to stress that we aren't trying to replace the 
Finder; rather, we are trying to augment it to facilitate information 
location. 

The magazine metaphor seems to make the most sense. The 
term magazine is actually shorthand for an editorial context and 
can be extended to include newspapers, journals, newsletters, and 
even the collected offerings of a publisher, movie studio, political 
party, or other organization with a distinct pattern of filtering and 
presenting information. If you subscribe to a magazine, you are es­
sentially subscribing to a context of information in which you are 
interested. Other people who subscribe to that same magazine are 
likely to have at least some similar interest and therefore partici­
pate in that same context. 

If a magazine is a focal point for desired information that can 
be browsed through and digested as desired, then by building a 
system that allows anyone or any group to do this, we will move 

from the era of desktop printing (which we call desktop publish­
ing) to true desktop publishing-building electronic bridges based 
on interest and need between geographically separate people. And 
unlike traditional magazine publishing, which, except for letters to 
the editor, is a one-way enterprise, electronic magazines (dubbed 
"hyperzines" by Stuart Greene) can become an interactive forum 
for the exploration and development of ideas. 

Electronic interactive magazines are an idea whose time has 
come. Right now, a HyperCard front end allows us to utilize rich, 
highly configurable multimedia components. As we build more 
effective front ends and tie the static "infomass" on your CD-ROM 
to on-line systems, you will be able to automatically search a vari­
ety of sources for specific information and automatically compile 
your own customized, individualized hyperzines. 

Most of the benefits are obvious, but one in particular may 
not be readily apparent: By being able to collate information from 
various and sometimes totally unconnected sources, you may be­
gin to make information connections that you didn't make before. 
You might combine what at first look like unrelated ideas, and­
whammo-inspiration strikes: You've come up with the next great 
desktop-something software package. You've converted the infor­
mation into something truly organic: knowledge and vision. 

In the hyperzine metaphor, how could you actually get at the 
needed information? Agents, or guides, are one alternative. Semi­
intelligent agents (very smart Find File applications) would locate 
specified information by perusing discs and, when appropriate, 
automatically and seamlessly dial into other forms of electronic 
media (such as AppleLink, CompuServe, USEnet, bulletin board 
systems, and other networks) to sift through the information and 
bring to you the significant pieces. 

With a Macintosh, a CD-ROM drive, a modem, and a well­
designed front end, an individual anywhere can essentially have 
the power of a globally focused knowledge-generating neural net. 
The idea is to create a place in which you can ramble through 
things, play, poke, examine, and learn-an electronic garden, a 
mini virtual reality in which individuals can make connections 
among things that they couldn't make before, to discover things 
they didn't realize were there. As the garden grows, raw data be­
comes information that then undergoes the metamorphosis into 
knowledge. 

Can you say "Satori" Gumby? ti 
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6/12-6/15 
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SMacworld 
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tiMacworld Asia 

tire Expo 
S DAC- Design Automation 

SNECC-Nat'l Educ. Computing Conf. 

S DEXPO East 

Seybold Digital World Conference 
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tiCyberArts International 

AppleFest '90 
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tiApple Expo ,_ 
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tiMacworld Expo 

ticlosing the Gap '90 

tiSystec--Computer-Integrated Manuf. 
tiOrgatec Koln Int'! Office Trade Fair 
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SSCAMC-Symposium on Computer 
Applications in Medical Care 

ti Comdex 

tiAutofact ,_ 
Macintosh L.A. 

tiMacworld Expo 

tiuniforum 
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Marie Pistilli 
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Fabienne Roch 
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Greg Thomas 
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Phone/link 
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503/686-3537 

609/987-9400 
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