




























































































































































































































































































































































13 .. Presentation Manager 

thinks this is the best port of an MS-DOS program they've ever 
seen," is not a good way to start a meeting with Jean-Louis. He 
probably thinks that the person or organization you mentioned 
is a total bozo and telling him that a bozo likes your product is 
not a good idea. A better idea is to tell him that people cannot 
understand your product-affirming Jean-Louis' opinion that 
most people are bozos. The best idea is to shut up and letJean­
Louis decide for himself. 

9 .. Show him how to build. He likes to see the how not the what 
of a product because he is a technologist at heart. Show him how 
to build a database or a newsletter, not the finished result. Don't 
ever use VideoWorks or HyperCard to show him what your 
product does. 

10 .. Don't let him drive your product. Jean-Louis takes great 
pride in his ability to crash software. You have little to gain and 
a lot to lose by letting your pigeon drive. In February, 1989 I 
showed version 2.0 of 4th Dimension to Jean-Louis and John 
Sculley on Jean-Louis' Macintosh. 

The high point of the meeting for Jean-Louis was when I 
crashed. He remarked, "Ah, my reputation is preserved." When 
I reopened the sample database, it was still intact, and I told 
them that I had wanted to show 4th Dimension's "data integ­
rity." Jean-Louis laughed and kicked my chair-I did learn from 
the best. 

11 .. Take whatever he says literally. Every word that he says 
is there for a reason, and you have to take him very literally. 
Here are some translations to help you understand what he is 
really saying: 

Gassee Speak 
"Your product has 
potential." 

Localized to American 
Your product is crap. Every 
product has potential, no 
matter how little. 
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Doing Things Right 

"I will try to think of 
ways to help you." 

"Your product will sell." 

"Your product could be 
even better." 

Exercise 

He will try and he will think­
as opposed to do. He hasn't 
promised to actually do 
anything. 

If one copy sells, he was right. 
He's not predicting that it's 
the next 1-2-3. 

Why are you wasting my time 
with this crap? 

Practice using the word "even" to insult people. Your car 
could be "even" better. Your children could be "even" 
smarter. Your book could be "even" more interesting. 
Your earring could have an "even" bigger diamond. 

12 • Don't argue with him. Try a different angle, move on to 
another topic, or change the demo. A good game to play is to 
feign agreement, then whipsaw him. For example, if he tells 
you that your product has a confusing interface, come back 
with:"Jean-Louis,Iagreewithyou.Theinterfacecanbeimproved, 
but it shows the richness of our product and that we have many 
powerful features. How would you redesign it?" You aren't go­
ing to win a frontal attack. In football, the best pass rusher runs 
around an offensive blocker, not over him, even if he has to 
slap the blocker's head. 

13 • Use metaphors. He loves to use metaphors-especially 
sexual and military ones. The vaguer the better. He uses metaphors 
to blow past people while they try to figure them out. (When 
Jean-Louis edited this section, his comment was, "I disagree. I 
use metaphors because a) I like the shock of words and b) they 
help convey the difficult or downright ineffable.") 
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13 ~ Presentation Manager 

You can believe me or you can believe him. In either case, 
if he uses a metaphor, just nod, smile, laugh, and act like you 
understand him whether you do or not. Describe your product 
as "a beautiful woman going to war," and he'll give you 
anything you want. 

Exercise 

Use the following insults on your enemies: 

His elevator doesn't make it to the penthouse. 

His receiver is off the hook. 

His oil doesn't reach his dipstick. 

If brains were dynamite, he couldn't blow his hat off. 

Fiber brings out the best in him. 

14 ~ Shut up when you've got the sale. If he agrees with you, 
make him sign on the dotted line, shut up, and get out of his 
office quickly. 

By the Way 
If you are going to put his name on an overhead, get "Gassee" 
right. The "e" is obtained by pressing the Option key and "e" 
then "e" again. And it's the first "e.'' And you don't pronounce 
the "s"' in Jean-Louis. Pretend that you are presenting to Jean­
Louis and maybe someday Jean-Louis will be presenting to you. 
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Trade Show 
Mavenship 

It is only the shallow people who do not 
judge by appearance. 

Oscar Wilde 

Doing Trade Shows Right 
This chapter explains how to do trade shows right and get the 
right information into the hands of the right people- thousands 
at a time. Trade shows seem like total anarchy, but there is a sci­
ence to them. 

Booths 
Booths are a rip-off. For the price of a house (except in California), 
companies will make you a booth that you'll use eight days a 
year. The system tries to convince you to spend a lot of money 
on a booth by making you feel paranoid or guilty. "You do want 
to impress your customers, don't you?" "Your competition built 
a more expensive booth." "This booth will last for years." You 
will get ripped off, but at least you can optimize your booth. 

1 ... Create a large presentation area. The more people that can 
watch your presentation, the more effective your booth. A 
projector or large screen monitor with a PA system that will 
drown out your competitors are musts. Aldus has an area in their 
booth full of Macintosh Ils where users can sit down and go 
through the product demo with an instructor. 



Doing Things Right 

2 ... Take the aisles. Design your booth so that when the 
presentation area is filled, the audience is forced into the aisles. 
This has several advantages. You get some floor space for free. 
Your booth will always look like it was "overflowing the aisles." 
And your competition will get psyched out. When you walk past 
an Aldus booth and see a crowd in the aisles plus a packed demo 
area, you have to conclude Aldus has a hot product. 

3 ... Pick a spot near the mothership. Motherships usually radi­
ate an aura. You want to be bathed in it. The mothership always 
draws a crowd, so'being close to it helps your booth traffic too. 
It's also a lot easier to describe your booth location as "right by 
the Apple booth" than "booth 2198." 

4 ... Coordinate with your product packaging. Packaging, 
marketing materials, and a booth that tie together produce 
more "impressions" that reinforce your company image. This 
makes you look larger and more established than you really are. 
Silicon Beach Software doesn't coordinate its packaging with its 
booth, but it does coordinate its aloha shirts with its booth. If it 
works, go with it. 

5 ... Build in flexibility. Create a booth that can grow as your 
trade show needs grow. Instead of building a new booth every 
six months, pick a design that enables you to add more modules. 
Also, a modular booth can be used for smaller shows by taking 
only a part of it. 

6 ... Allocate an area for your developers. The presence of 
developers in your trade show booth is convincing evidence 
that your company and product are successful. Developers in 
your booth shows that you are successful so that you don't have 
to say you are. They also reduce your staffing requirements, 
which reduces your trade show expenses. Not only that, they are 
the ones who actually use the product, so they know how it 
works and what it can do. 
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14 ... Trade Show Mavenship 

Most of Apple's booth is made up of developer demonstra­
tion stations. Developers work all the machines (they actually 
take turns and compete for how much time they get in the 
booth), so that the Regettes can schmooz with the press, Apple 
salespeople can do power lunches, and Apple product managers 
can attend Jean-Louis' keynote address to find out what they 
are supposed to be working on. 

Booth Personnel 
A glaring irony is that companies spend hundreds of thousands 
of dollars to build grand edifices, then they staff them with well­
dressed nitwits. In 1984, the trade show booths of Macintosh 
companies were staffed by presidents and engineers. You could 
get an answer in those days. 

By 1988, the situation had completely deteriorated, and 
trade show booths were staffed by professional rent-a-reps, 
clowns, magicians, and comedians. They are usually out-of­
work actors, actresses, and models, and all they do is hand out 
chachkas1 to attract crowds. 

1. Chachkas are little valueless trinkets that companies give out at trade shows 
in order to insult your intelligence. Examples of chachkas are bags, pins, mugs, 
and mousepads. T-shirts (the cloth kind) are not chachkas; they are part of the 
development process. 
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Innovative Software set new lows for trade show appearances 
with the WingZ introductions. At the January, 1988 Macworld 
Expo in San Francisco, jump-suited "trekkies" gave you tote bags 
if you attended their Leonard Nimoy video. At the August, 1988 
Macworld Expo in Boston jump-suited "trekkies" gave you tote 
bags (that broke after ten minutes of use) if you attended their 
Leonard Nimoy video. At the January, 1989 Macworld Expo in 
San Francisco it was the same thing again. They didn't have to 
do all that-WingZ is a great product. 

Here's how to have the right personnel in your company's 
trade show booth: 

1 ... Take the T-shirts. Take the T-shirts to trade shows to impress 
The Cult. T-shirts really know what they are talking about, and 
they are reassuring to prospective customers who visit your 
booth. T-shirts also make excellent scouts because they know 
how to embarrass the competition. I know when I'm in our trade 
show booth, I'm much more careful about what I say to a T-shirt 
than a Tie. 

Exercise 
Calculate the ratio of T-shirts to Mr. and Miss Americas in 
your booth. 

2 ... Take your president. If your president isn't at the show, 
you'd better have an excellent reason why. Giving birth, a death 
in the family, or a plane crash are all acceptable. Super Bowl 
XXIII is not. What could be happening in the world that is more 
important for a Macintosh company than Macworld Expo? 
Charlie Jackson did every demo of SuperPaint for three days 
straight at the Dallas Macworld Expo in October, 1986. 

3 1111> Make sure your management is in the booth a lot. After a 
company gets to about the $5-million size, a strange thing starts 
to happen: management doesn't hang around the booth 
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14 11> Trade Show Mavenship 

anymore. They are off meeting with analysts, schmoozing the 
press, or trying to sell the books that they wrote. 

Trade shows are one of the few times that customers can 
meet your management, so make sure they are in the booth. 
Both may benefit. When Jim Young of EDS (the guy who's a 
charter member of the Apple Corps of Dallas) goes to Macworld 
Expo, he walks the floor of the show. You're not going to meet 
him in the press room or the speakers' lounge. 

Booth Skills 
Most companies think that trade shows are for MBAs and yellow 
ties to relate to other MBAs and yellow ties, so they don't train 
their booth staff. You should get your booth staff as ready as you 
can for The Cult. The best preparation is a role-playing exercise 
in which your technical support group plays trade show 
attendees. These are the right trade show skills: 

1 11> Answer the question that's asked. A Cult friend of mine 
had this experience with Quark at the Seybold Desktop Publishing 
show. He found a T-shirt (actually, she was wearing a blouse and 
skirt) and asked her all of the questions he could think of. Later, 
he thought of another one so he went back to Quark's booth, but 
she was on a break so he asked a Miss America: 
Friend: "Does QuarkXPress work with Coach Professional?" 
Miss America: "QuarkXPress has an 80, 000-word spelling checker." 

Then he went to a yellow tie: 
Friend: "Does QuarkXPress work with Coach Professional?" 
Yellow tie: "QuarkXPress has an 80,000-word spelling checker." 

He wanted to know about Coach Professional because he 
had built up a large dictionary over the past year. He decided to 
conduct an experiment: he asked every Quark employee in sight 
the same question to see if they all gave the same answer. 

No one knew the answer, but everyone instantly knew the 
pat answer they were supposed to give. This isn't the way to 
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prepare your staff. You can fool most of the people most of the 
time, but a great company doesn't even try. 

Exercise 
Call Quark (in Denver, Colorado) and ask them if XPress 

works with Coach Professional. 

2 .,.. Concentrate on one person at a time. When someone asks 
you a question, pay full attention. It is distracting and impolite 
to look around, beyond, or through the person who's got you. 
Learn to hose people off quickly if you have to, but give them 
your full attention until you do. One good way to hose people 
off is to ask for their business card to "get back to them later." 

3 .,.. Don't condescend. Any question asked in earnest is not a 
dumb question, and no one likes to do business with someone 
who makes them feei stupid. Therefore, never adopt a con­
descending attitude in your booth. Smaller, technically-oriented 
companies often do this because they only want to sell to 
technically-oriented people. Remember, money is money. 

Getting the Most out of Trade Shows 
So far this chapter has been about exhibiting at trade shows. 
Now I'd like to spend some time on attending trade shows. It 
comes down to a simple set of six rules: 

1 .,.. Dress comfortably. There is absolutely no reason to dress up 
for a trade show. Don't ever forget that you are the customer and 
the companies want to sell to you. They know that jeans-and­
t-shirt money is as good as three-piece-suit money. If they don't, 
you probably don't want their products anyway. 

2 .,.. Go to the booths that have the company presidents. The 
presence of the company president in a trade show booth is one 
of the best indicators of the quality of the company and its 
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products. The first thing you should ask in a booth is, "Is the 
president of your company here?" If he is, you've probably 
found a Macintosh Way company. If he is demoing the product, 
buy one. 

3 ... Ask the right questions. These are the five most revealing 
questions (other than whether the president is in the booth) 
that you can ask the trade show personnel of a company: 

1> Can I try using your product in the booth? 
1> Are there any tech support engineers in the booth? 
1> Are any of the programmers in the booth? 
1> Are any of your outside developers or consultants in the 

booth? 
1> Can I get a demo version of your product? 

4 ... Don't go to booths with entertainment. Booths that have 
actors performing skits, dancing gals and guys, and rock videos 
have something to hide. Either they don't have a good product 
or they don't have good booth personnel. The purpose of a trade 
show is informing, not entertaining. The only good thing about 
these booths is that you can rest your feet in them. Also, avoid 
booths with people in tuxedos and evening gowns. Aloha shirts 
are okay. 

5 ... Avoid the large panels with vendor pukes. Most of these 
kinds of panels and seminars are moderated by people who 
know nothing about the subject and are filled with vendor 
pukes who only want to push their products. In the best case, 
you may see a few competitors tear each other's throats out. In 
the most likely case, you'll hear an hour of sales pitch superlatives. 

6 ... Go to all the parties. The gala events that companies stage 
at trade shows are ridiculous displays of party envy. The philoso­
phy behind them is: "We're so successful, we can spend $150,000 
feeding and entertaining the trade show staff of our competitors." 
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You should always go to these parties because it's your 
money that they are wasting. Don't worry if the parties are sup­
posed to be "by invitation only"; you can always get in with a 
good story. Nobody wants a scene at the door. Tell them you 
know me. 

Exercise 
One Macintosh software company threw a Macworld 
Expo party and spent $150,000 on roast beef, shrimp, 
chocolate desserts, an open bar, and famous entertainers 
to impress its competitors. 

Another Macintosh software company bought a Testarossa 
for a company car and didn't t.hrow a party. The day after 
the party, the first company was left with a dirty room and 
leftover food. The other company still had the Testarossa 
and all its employees enjoyed driving it. And it's still 
impressing its competitors. 

Which is the smarter company? 
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How to Drive 
Your (MS-DOS) 

Competitors 
Crazy 

If you would like to know what the Lord 
God thinks of money, you only have to 
look at those to whom he gives it. 

Maurice Baring 

The Good Ole Days 
Dave Winer, the founder of Living Videotext, and I often remi­
nisce about the early days of Macintosh. It's a beautiful pond. 
The water is crystal clear. The air is clean. Birds are singing. Then 
we open our eyes. The pond is polluted. MS-DOS companies are 
doing Macintosh software. Now that the fast is over, they want 
to join the banquet. 

This chapter not only explains the right way to drive your 
competitors crazy; it also legitimizes the process. It's tailored to 
Macintosh developers, but these techniques are applicable to 
competition in any high-technology field. 

MS-DOS companies think Macintosh companies are a bunch 
of rag-tag, product-crazed nuts anyway. Macintosh companies 
think of MS-DOS companies the way Oregonians think of 
Californians-" a bunch of bourgeois polluters." Vicious attacks 
are okay as long as they are witty and original, not heavy­
handed and mundane. 



Doing Things Right 

A Macintosh programmer walked into a redneck bar in White Plains, 
New York. He went up to the bar, ordered a beer, and asked the 
bartender if he wanted to hear a joke about an MS-DOS programmer. 

The bartender said, "I'm an MS-DOS programmer, and you see 
those two big guys shooting pool? They're MS-DOS programmers. 
Those guys arm wrestling? They're MS-DOS programmers, too." 

The Macintosh programmer looked at all of them and said to the 
bartender, "I see your point. I guess I'd have to explain the joke too 

.. many times." 
The Macintosh programmer bumped into two MS-DOS marketing 

executives in the parking lot as he was leaving. One of the marketeers 
had bought a new BMW and was having trouble with the rear turn 
signal. He asked the other marketeer to go behind the car and tell him 
if the turn signal was working. The marketeer went behind the car to 
look. "Is it working?" asked the first marketeer. 

"Yes." "No." "Yes." "No," replied the marketeer behind the car. 

Exercise 

Free associate with the terms below. Compare your re­
sponses to the Macintosh and MS-DOS columns. 

Term Macintosh MS-DOS 
Raw Fish Sushi Bait 

Evangelist Prototypes Sex 

Customer Make Buy 

Pundit Alsop' Dyson 

Mouse Input device Hair gel 

Display Black on white White on black 

Startup /nits CON FIG.SYS 

1. Stewart has quite a few MS-DOS types fooled into thinking he's a pundit too. 
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Mess Up Their Minds 
MS-DOS companies think they are going to waltz into the Mac­
intosh market-create an ordinary product, put on a yellow tie, 
slick on some mousse, slap on a suit-and it's a slam dunk, no 
brain er. Here's how to turn the palefaces into red faces. Welcome 
to Oregon-hope you enjoy your visit. Don't stay too long. 

Step 1 : Ruin their relationship with Apple. 
MS-DOS companies think that Apple is the key to success in the 
Macintosh market. To them customers are merely victims of 
marketing campaigns. Therefore, step one is to ruin their rela­
tionship with Apple. 

1 ... Make them think you're in so tight with Apple that your 
skiwies are six colors. Tell your competitor, "I was on my way to 
breakfast withJean-Louis when Randy Battat (Apple's vice-pres­
ident of product marketing) called me to find out if I got the new 
Macintosh prototype that Alan Kay showed me atJ ohn Sculley's 
birthday party the day after I had lunch with Allan Loren." 

Exercise 

Learn the correct pronunciation of Gassee (gass-SAY). 
Learn the correct spelling of "Sculley" (it has an "e"). Also, 

"Jobs" rhymes with "robs." 

2 ... Tell them that Apple is funding a competitor. No one can 
figure out what the Apple venture capital group is doing, so use 
this to your advantage. For example, if you're with Oracle 
people, ask, "Did you know that Apple is investing more money 
in Sybase1 in order to incorporate their technology into system 
software?" 

L Oracle and Sybase are two mainframe database companies who recently 
discovered Macintosh. They are named after two Greek gods who were banished 
from heaven by Zeus because they were always trying to kill each other. Now one 
lives in Belmont and one in Emeryville. 
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3 ... Harp on the Apple/Claris connection. Tell your competitor, 
"I hear that Claris is developing a product that competes with 
yours. Apple says that Claris is independent, but that's such a 
farce. Apple owns 85 percent of Claris. What an unfair advantage. 11 

The phone lines will burn. 

4 ... Educate Apple. Apple wants to sell more Macintoshes. If 
the MS-DOS competitor sells a ported product, make a public 
statement that people should buy an AT clone, the company's 
MS-DOS product, and save their money instead. This will make 
Apple crazy. Thus endeth the co-marketing relationship. 

Step 2: Befriend them. 
After you've thoroughly ruined their mothership connection, 
you can focus directly on the competitor by using more samurai­
like techniques. 

1 ... Become their customer. Becoming the customer of your 
competitor enables you to see how they treat their installed 
base. The areas to study are support, upgrades, training, pro­
motions, and developer programs. You can learn a lot about 
your competition without asking. 

2 ... Be nice to their sales reps. Show them all of the cool tech­
nical tricks. Install F-keys and Inits. Zap parameter RAM. Rebuild 
the Desktop. Tell them that real Macintosh people use" 11 not" 11 • 

Show them how little they really know. 

3 ... Help them penetrate the market. An MS-DOS software 
company called dBFast in Issaquah, Washington created a high­
performance dBASE clone that runs on Macintosh. I told the 
president of dBFast, Phil Mickelson, that I wanted to create 
confusion in the dBASE clone Macintosh market and offered to 
help him. 

My goal was to help dBFast create confusion about which 
Macintosh dBASE clone was the best, and let Fox, Nantucket, 

182 



1 S ... How to Drive Your (MS-DOS) Competitors Crazy 

and dBFast beat each other's brains out. I sent Phil information 
about the Macintosh market, a copy of TopGuys (the 4th Di­

mension database of the best Macintosh contacts), and a database 
of Macintosh user groups. 

4 ... Help their headhunters. Headhunters will often call you 
looking for candidates to fill positions at MS-DOS companies 
trying to enter the Macintosh market. When the headhunters 
call, give them the names of lousy employees at MS-DOS com­
panies. This saddles the company that is gaining the employee 
with garbage, and destabilizes the company that is losing 
the employee. 

Exercise 
When an employee leaves one MS-DOS company to go to 
work for another MS-DOS company, the average IQ ... 

A. Rises for the company that is losing the person. 

8. Rises for the company that is gaining the person. 

C. Rises for both companies. 

You can also give headhunters the names of good employees 
at MS-DOS companies. Anything that destabilizes the compe­
tition is good. This works very well when the headhunter is 
working for Apple because Apple can outbid anyone. When 
headhunters call you with candidates they are trying to place, 
keep the great ones, send the good ones to your friends, and 
send the losers to your competitors. 

S ... Encourage them to demo at user groups under MultiFinder 
and a prerelease System. If they don't crash when using 
MultiFinder and a prerelease System (or even more dangerous, 
a released System), they'll demo pure ignorance of Macintosh 
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and get lynched. "We invented drop-down menus, you know," 
Hmm, "drop down"-that's what you expected Apple stock to 
do when OS/2 was shipped, right? 

Step 3: Harass them 
These techniques are not for amateurs or for use at home. They 
are industrial-strength techniques for untrained professionals. 
They may not accomplish anything except make you feel good. 

1 ... Take on their management. In the Borland booth of the 
January 1988 Macworld Expo, Philippe Kahn bet me a trip and 
dinner in Paris that Reflex Plus could import data from "any 
database." 

The Reflex Plus product manager, Laurie Flesher, and a tech 
support engineer were unable to import a 4th Dimension text 
file without altering the data, and they used 4th Dimension to 
do that. I almost made reservations at the Crillon (not even 
Jean-Louis stays in this hotel because it's so expensive) the 
next day. 

Did I collect? Of course not. Philippe's excuse was that 4th 
Dimension could do things that Reflex Plus couldn't because it 
was a bigger program. That wasn't the bet. What do you expect 
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of someone who thinks that Macintosh is "a piece of sheet?" 

Exercise 

Match the quote to the speaker. 

Macintosh is a strategic 
part of our business. 

Macintosh is a strategic 
part of our business. 

Macintosh is a strategic 
part of our business. 

Bonus Points: 

Jim Manzi, 
Lotus Development 

Philippe Kahn, 
Borland International 

Fred Gibbons, 
Software Publishing 
Corporation 

When did Manzi, Kahn, and Gibbons say this? 

A. 1983-1989 

8. 1983-1989 

c. 1983-1989 

2 ~ Position their products as ports. MS-DOS companies think 
that inter-operability1 is a strength. They don't understand that 
port is a four-letter word to a Macintosh fanatic. Port is a wine­
not a development path. 

Exercise 
Go to a liquor store and buy the cheapest port you can 
find. Drink some. 

1. Inter-operability is the ability of a software product to run on more than one 
brand of computer. Many analysts think that having products that run on more 
than one brand of computer is good because it enables you to raise more 
venture capital. 
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3 ... Charge more for your product than they do. MS-DOS 
companies think that customers buy from them because of their 
big name, solidity, and reputation for support. When a punk 
Macintosh start-up charges more than they do, their noses start 
bleeding. 

4 .,. Scramble them. I used to send the Ashton-Tate dBASE Mac 
product manager, Dan Goldman, mailings that looked like they 
were going to all our customers. Once I sent him an A CIUS mug 
with a cover letter that started like this: 

Dear Customer: 
Our first year has been a phenomenal success so we wanted to thank 
you by sending you an ACIUS mug. 

I also sent him a similar letter with an ACIUS t-shirt. I 
wanted him to think that ACIUS was so successful and service­
oriented that our customers were getting these gifts in the 
normal course of events. 

Exercise 
If the enemy general is obstinate and 
prone to anger, insult and enrage him, so 
that he will be irritated and confused, 
and without a plan will recklessly ad­
vance against you. 

The Art of War 

Sun Tzu 

Buy a Porsche (at least a 911) on the day that your 
competitor ships a new product. It might insult and en­
rage him. If not, you still have a hot car. Better yet, buy an 
Acura so that your competitor will know how smart 
you are. 
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Microsoft 

One Time Offer: Send us the title page of your manual and $5 and we 
will send you version 3.0 of the same application. Type of software 
doesn't matter-we want it all. End users only, please. Megalosoft. 
Renton, Washington. 

Classified ad in the 
1987 April Fools issue 
of Outside Apple 

Microsoft is a glaring and unique exception to MS-DOS bozosity 
in the Macintosh market. Microsoft is an awesome company, 
and we can all learn from it. Here's why Microsoft is so great: 

1 .... Bill Gates is a tweak. He has the best understanding of 
technology of any software company president; the proof is that 
he jumped on Macintosh development in 1982. 

2 .,.. Bill Gates considers everyone to be the enemy. He will kill 
anyone who gets in his way-not only big companies like 
Ashton-Tate but small companies like T/Maker. To ruin the 
market for T /Maker's word processor, Microsoft sold inexpensive 
upgrades to an upcoming version of Word when T /Maker was 
about to ship their product. 

Exercise 
Put your head in a vise. Squeeze it as tight as you can stand. 
This is what it's like to compete with Microsoft. 

3 .,.. Bill Gates has incredible chutzpah. He tells Apple how 
high to jump. I know, I've seen him in action. He must have 
taken steroids. Somehow they affected his personality but not 
his physique. He's still afraid of BMUG, though. 

Microsoft deserves its success. It jumped on Macintosh 
development early, it's a tough competitor, and it has great 
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products. Still, I'd love to see someone knock it off the pedestal. 

A Parting Request 
It's fun to drive your competition crazy. I think it's almost your 
moral duty. If you can think of any more ways, please be sure to 
contact me because this is one of my favorite subjects. 
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The Macintosh 
Guide to Dating 

and Marriage 
Behind every successfUl man there 
stands an amazed woman. 

Anonymous 

In case you read this book and you don't run a company, 
here's a real-life application of the Macintosh Way. This 
chapter explains the Macintosh Way of dating and marriage.1 

Beth and I did the Mac WEEK ad on the next page because 
it was fun and because we admire MacWEEK for its fear­
lessness. We wanted the headline to read, "Only two things 
really excite my husband, and he gets one of them only once 
a week," but MacWEEK wimped out. Maybe they aren't so 
fearless after all. 

High-Tech Dating (For Men) 
There are six good women for every good man in high tech­
nology, so I will concentrate on helping more men break into 
the "good" range. Frankly, it will do men more good because 
men need more help. This is the right way to date (for men). 

1 ~ Position yourself as a tool. High-tech women are not 
masochists-they have careers that are as interesting and 

1. The people who read drafts of this book were split almost exactly 50/50 on this 
chapter. Half said that I should take it out because it has little to do with running 
a business. Half said it was the best chapter of the book. I left it in-after all, this 
ls my book. 
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Guy Kawasaki won't tell us 
wha1 comes in second, bu1 he 
admjts that MacWEEK ranks 
at the top of his list. 

··rm scared if Acrus is 
mentioned and I'm scared if 
i1's not," confides the vigilant 
Kawasaki, who knows how 
much impact a MacWEEK 
mention can have on an 
AClUS product - or one of 
its competitors. 

He reads MacWEEK cover 
to cover every week because 
i1 's the only magazine 1ha1 

keeps pace with the 
accelcra1ing momentum of the 
Macintosh marketplace. 

"MacWEEK has grea1 
sources:· says Kawasaki. who 
apprccia1es MacWEEK's 
aggressive reporting, critical 
reviews and valuable insider 
informat ion. 

Dependably deli vered to 
Kawasak i and 50,000 other 
influential Mac professionals 
every week. MacWEEK is 
definitely something to get 
exited about. 

© 1988 MacW EEK. Reprinted with permiss ion. 

important as yours. To be attractive in this kind of market, you 
have to be a tool, not a problem. Do something useful like 
checking her hard disk for viruses (but not on the first date) or 
debugging her 100,000-line assembly language program. 

2 ... Treat your date like she is the only platform in the world. 
Put this on your floppy disk and write-protect it because this is 
the key to successful dating. The Joe Isuzu dating paradigm­
Italian suits, leased teutonic wagons, cellular phones, and 
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IPOs-do not equal kindness and attention as user-friendly 
features. Inter-operability is not a desired feature in dating. 

Exercise 
Rent a Ford Escort. Ask the most desirable woman you 
know for a date.1 Try to impress her. 

3 ... Maintain an open architecture. An open system is as 
important for dating as it is for personal computers. Posses­
siveness too early is a big mistake, so don't close the system 
until the proper, mutually satisfying configuration is reached. 
It's not like software-don't announce, then ship, then test. 
Instead, go alpha, then beta, then golden. You may be living 
with this release a lot longer than with your software. 

4 ... Form strategic alliances. It's puzzling that men who spend 
all day forming, preannouncing, and announcing strategic 
alliances cannot apply the same techniques to their social 
lives. Strategic alliances with friends, roommates, and family 
can make or break you in high-tech dating. 

Friends and roommates are likely to shape a woman's 
initial opinion of you. They probably know all her old boy­
friends and are comparing you from the first moment you 
meet. 

Also, when you get serious, it's not with a person but a 
family. It's easier to sell The Macintosh Office without a file­
server than date successfully without parental approval. 

S ... Never ignore your installed base. No matter how good 
things are going, never ignore your installed base (i.e., your old 
girlfriends). They can provide advice, add mystery and chal­
lenge if someone is taking you for granted, and introduce you 
to more women. 

1. Dating is when two people go someplace where there are no computers, talk 
about anything except computers, and do analog stuff afterward. 
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6 ~ Here are some final tips for Macintosh men. Put them in 
ROM1 and solder in the chip: 

1> Always believe it's your privilege and honor to be with 
your date. 

1> Never be late. 
1> Aspire to be best friends . 
1> Don't be afraid to show weakness. 
1> Never criticize your date in public. 
1> Never compare your date unfavorably to anyone except 

her mother. 

High-Tech Dating (For Women) 
Well, honey, let's face the sad news: the odds are against you. 
There are very few men worth competing for (and many good 
women you are competing with) so you have to do what's 
necessary to date high-tech men. 

1 ~ Make yourself more physically attractive. When it comes 
to women, men, all men, especially high-tech men, can see 
better than they can think. Sad commentary but true. High-

1. ROM stands for Read-Only Memory. That's the place in a computer that 
doesn't go away when you shut off the power. It's also the place where computer 
companies put their worst idiosyncrasies. 
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tech men are body by Volkswagen, brains by Cray, heart by 
Frigidaire, personality by Metamucil. And all men are SCSis.1 

2 .., Hang around high-tech joints. If you want to meet high­
tech men, you've got to hang around high-tech joints like 
Fry's Electronics2 or Comdex.3 I never said it would be easy or 
pleasant. Try to get to Fry's around dusk so you can see the 
nerds watching the sun set over the Santa Cruz mountains. 

3 .., Take the first step. Most high-tech men are as so­
phisticated as the UNIX interface when it comes to taking the 
first step, so you are going to have to take the initiative. 
Unplug the AppleTalk cable from the LaserWriter and then 
hang around until they show up trying to figure out what 
went wrong. Shutting down the AppleShare fileserver would 
work too. Do something. Anything. 

Exercise 

Which opening line do you think would work best with a 
Macintosh man? 

A. Would you unzap my parameter RAM? 

B. Haven't I seen your Navigator face file before? 

C. What~ your file type and creator, handsome? 

D. Want to see my PICT files sometime? 

E. My disk is fragmented. Do you know where I can get SUM? 

1. SCSI stands for Small Computer System Interface. It is the name of the type 
of port or orifice on Macintoshes. Thus, "all men are SCSis" is an adaptation of 
a frequently heard phrase when single women get together. 
2. Fry's Electronics is the ultimate nerd store in Silicon Valley. At Fry's you can 
buy Jolt, DRAMS, chips (both the kind you plug in and get fat on), and CDs all 
in one place. 
3. Comdex is a computer show that is held in Atlanta and Las Vegas each year. 
It is supposed to be for retailers to see upcoming new products. In reality, it's just 
a bunch of employees from hard disk manufacturers who go to each other's 
booths to look at the latest in platters. 
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4 .., Get it up front. Don't put up with a vesting period. A 
good rule of thumb for engagement rings is one carat of dia­
mond per computer. My wife says that a LaserWriter counts as 
a computer because it has a 680001 in it. 

DINC2 to SINC 
Somehow a woman married me, so this advice must work. 
Being married, however, definitely affects your career path. 
When I first thought of starting a company, I asked my wife 
Beth if she would still love me if I left Apple (and its salary, 
options, and profit sharing).3 Her reply was, "Of course I'll still 
love you. I'll also miss you." 

I've found that what made you fascinating to date can 
make you "shallow" and "narrow-minded" after you're mar­
ried. When I was dating my wife, she thought it was the 
coolest thing that I was a big deal in the Macintosh com­
munity. Now, she'd like to take a sword to my-I mean our­
poor Macintosh. 

Beth and I have been married for over three years now, and 
I believe that getting and staying married rounds out and 
balances your life. She worked at Apple in the Seattle office 
and then in Cupertino, so she's been infected by Macintosh 
too. Recently she quit Apple to do what she really wants­
design clothes-and we went from DINC to SINC. 

Working at Home-Beth 1, Guy 0 
Working at home is productive because you're not interrupted 
by phone calls, meetings, and other distractions. I do my best 
work at home alone in the solitude of Macintosh bliss. 

Unfortunately, spouses believe that time at home should 
be shared. The key to being able to work at home is to con-
1. A 68000 is the name of the Motorola chip that is the brains of a Macintosh. 
68000s have broken up more marriages than affairs, drugs, and fast cars 
combined. 
2. Double Income No Clones. 
3. Profit sharing is what's left after paying for the senior executive bonuses, the 
leased Mercedes, the fresh orange juice, the first class flights, and the Bc5sendorfer 
grands. 
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vince your spouse that by working extra hard your company 
will achieve success sooner and you can vacation more and 
retire earlier. If you figure out the right way to do this, I'd 
appreciate hearing from you. 

Exercise 

A woman started a company. She worked long hours and 
traveled a lot. After a year, the company was successful, 
and the woman came home earlier, didn't bring work 
home, and was generally attentive. She and her husband 
live in Portola Valley, they have two beautiful kids, and 
they vacation at the Mauna Lani four weeks each 
summer. 

The best title for this passage is: 

A. The World According to Kleiner-Perkins 

8. Yeah, Right. 

C. Mauna Lani Customer Profile 

D. The Long Term Effects of Reality Distortion 

E. If You Lose Your Dream You Die 

There are three additional techniques that you can use to 
slide past your spouse. First, pay a little attention to your 
spouse before you start working. A little bit of attention-a 
kiss, a hug-when you enter your home can add a few hours to 
Mac time. I try to wait at least 60 seconds before I get on my 
Macintosh. 

Secondly, try to incorporate some of your spouse's inter­
ests in your conversation. Because my wife is interested in 
fashion design I try to talk about the implications of Display 
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PostScript1 on her field. This doesn't work quite right. 
Thirdly, convince your spouse that you are creating art, 

not working or playing on your Macintosh. My wife let me 
work on this book (and therefore my Macintosh) for many 
hours because I told her that "I'm writing, not working on my 
Macintosh"-a la Ernest Hemingway, J.D. Salinger, or Colette. 
This works all right for a while. 

CompuServe-Beth 2, Guy 0 
CompuServe and the four other electronic bulletin boards that 
I belong to drive my wife nuts. She can't understand how I can 
spend so much time E-mailing total strangers. She especially 
can't deal with how amusing I find Navigator2 face files.3 
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The 2400-baud line for CompuServe requires a message 
unit call where we live. One month we had a $200 message 
unit bill. Mind you, this was not the CompuServe bill (I have a 
free account), this was the phone bill. I'm no dummy; now I 
use a toll-free number so she can't see how often I sign on. 

Exercise 
Send me an EasyPlex on CompuServe. My account is 
76703,3031. Ask me if Beth wants me off the computer. 

1. Display Postscript is a graphics language developed by Adobe Systems. Apple 
is so upset about the royalties it pays Adobe for Postscript in its printers that it 
refuses to adopt Display Postscript for its displays. 
2. Navigator is a program that makes access to CompuServe easier. It should have 
reduced people's connect time to CompuServe, but it has had the exact opposite 
effect. Now people connect more often and longer because it is easier. I don't 
think CompuServe planned it this way, but it's better to be rich than smart. 
3. Face files are pictures of the sender and recipient of messages on CompuServe 
so that everyone has an idea of what the people look like. Clever people even 
make the lips of the faces move. 
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This leads i;ne to explain the right way to get on and stay 
on CompuServe and other electronic bulletin boards: 

1> Get a separate data line1 so you don't fight for the phone. 
1> Turn off the modem speaker so she can't hear you connect. 
1> Have the phone bill go to the office. 
1> Have the CompuServe bill go to the office. 
1> Use software that autoconnects at preset times. 

Business Travel-Beth 3, Guy O 
My wife hates it when I go away on business. If you've ever 
seen me speak at a user group, you know I arrive in the 
afternoon and fly out the same evening. I bet you thought it 
was because I had some important business meeting to attend. 

At first, my wife used to come with me on business trips so 
that we could travel together. That didn't last long because she 
didn't want to be around me when I'm with other Macintosh 
nerds. It seems that our conversations don't cover the full 
gamut of music, literature, and art. 

I even tried to convince her that an August vacation in 
Boston would be fun. There are a lot of historical things to see 
in Boston, like the World Trade Center, 2 and we wouldn't have 
to bring any warm clothes. Now I bring her back a mousepad 
from every city I visit. She is somewhat less appreciative than 
one might hope. 

So Who's Keeping Score? 
We are not going to win this battle. I've come to the con­
clusion that the right thing to do is pay more attention to our 
spouses than our Macintoshes. That is, until we get our laptop 
Macintoshes ... 

1. This way she won't pick up the phone and have the modem carrier tone 
screaming in her ear and her friends won't tell her that the phone was busy for 
hours. 
2. The World Trade Center is where the Boston Macworld Expo is held every 
August. Well, about half of the Boston Macworld Expo, anyway. The only thing 
worse than its location is its air conditioning. 
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Sayonara 

There are two things to aim at in life: 
first, to get what you want, and a~er 
that to enjoy it. Only the wisest of 
mankind achieve the second. 

Logan Pearsall Smith 

It's hard to end this book because the Macintosh Way is still 
changing and growing. If you have any comments or ideas 
about the Macintosh Way, I'd love to hear from you. You can 
reach me in many ways: 

AppleLink Kawasaki2 

MCI Mail GKawasaki 

CompuServe 76703,3031 

FAX ( 408) 252-0831 

Telephone (408) 252-4444 x 210 

US Mail 10351 Bubb Road 
Cupertino, CA 95014 

Exercise 
Go out and buy a copy of 4th Dimension. See if you get a 
thank-you note from me. 
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How This Book 
Was Made 

Guy created outlines for the book with Acta and MORE. Most of 
the writing was done using Microsoft Word on a Macintosh SE 
with Radius Full-Page Display and a Radius accelerator card. 
Drafts of the book were sent over MCI Mail using Desktop 
Express. QuickKeys was indispensable throughout. 

Electronic art was created with Aldus FreeHand. The final 
layout was done in PageMaker from Aldus and output at Seattle 
Imagesetting on a Linotronic Postscript imagesetter. The type is 
set in the Stone Serif and Stone Sans typeface families, designed 
by Sumner Stone of Adobe Systems in the late 1980s. 
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