—

ven people who have never

heard of a mouse, amodem or

a megabyte know that Adam

Osborne, Steve Jobs and
Steve Wozniak have risen from the
strange and forbidding world of com-
puters to become celebrities in popular
American culture.

Wozniak is the only one of those
three wise men whose deeds are great-
er than his image. He does not dis-
pense quotable quotes like Osborne or
have his face splashed all over
magazines like the photogenic Jobs.
Yet, he is even more of an inventor
than Osborne and even more of an
idealist than Jobs.

In Room 678 of Canada’s only five
star hotel, Steve Wozniak, with his hair
and beard neatly trimmed, appears
comfortable and relaxed, dressed in
blue jeans and an open shirt. A touch
of gut rests on a huge belt buckle. He
drinks Coke. He is the man they call
the Woz, the idealist who lost millions
on two US Festivals and the inventor
who built the first Apple personal com-
puter.

Despite coming from a different gen-
eration and from a different state, the
Woz is every bit as American as
Thomas Watson, the man who turned
International Business Machines into
one of the most powerful dynasties in
business. Indeed, Wozniak is the per-
sonification of the American Dream,
but with a hip, high tech, counter-cul-
ture reworking. It is a rendition of life,
liberty and the pursuit of happiness for
kids brought up on Star Wars, elec-
tropop and video games — the kids of
the new technology who will be the
firstleaders of the Information Age.

Wozniak himself is one of the fathers
of the Information Age. Although the
Apple was not the first microcomputer
—the MITS Altair was — it was one of the
first that was not a kit. It was also the
first to gain any real popular appeal. By
creating the Apple he started a revolu-
tion which would deliver computers
from the hands of data processing de-

iIf Ever

a Wiz There Woz

In the beginning Woz created the Apple,
and soon there were nearly a billion blossoms.

by Tim Falconer

partments into the hands of Everyman.

The company Wozniak co-founded
in a garage in 1976 was just shy of the
billion dollar mark in 1983, putting the
firm into the Fortune 500 seven years
after it was started. Apple Computer is
the youngest company to ever join that
corporate elite.

While original partner Steve Jobs,
now chairman of Apple, keeps a high
profile, Wozniak remains more of a cult
figure. After a two year hiatus, during
which he finished his Computer Sci-
ence degree and put on the US (rock)
Festivals, Wozniak is now Fellow of the

company, but he is trying to have his
title changed back to engineer. He
works in the Personal Computer Divi-
sion (the Apple II and III division) be-
cause, “I have a better chance of being
anonymous.” He is not an officer or di-
rector of the company; directors meet-
ings do not interest him: “My life is as
a designer, not as a manager,” he says.

The third largest shareholder in the
company, he owns less than five per
cent of it. All of his assets are in Apple
stock except his house and his com-
puters, which include those made by
(Continued Page 26)

Steve Wozniak: delivering computers from data processing departments to Everyman.

June 1984

InfoAge 25



IBM, Grid, Atari, Timex and, of course,
Apple. Most of the money gained from
the sale of stock went to financing the
two huge concerts and a divorce. Still,
the 33-year-old is said to be worth close
to $90 million.

The startling success that struck
Apple Computer was “the furthest
thing” from his mind when he started
and he says it was “a lucky, chancey
thing”. A modest cult hero, he balks at
the image of a brilliant engineer that
has grown around him. “I'm just sort
of anormal designer,” he says.

Yet, stories continue to spread that
challenge his modesty. When he re-
turned to Apple last fall, three days
after the second US Festival, company
engineers were working on a mouse
controller for the Apple II. Jobs was
upset because the controller needed 11
chips while the one for the Macintosh
needed only two. The engineer
showed Wozniak the schematic and
after two minutes he suggested run-
ning some wires in a certain way, al-
lowing six chips to be dropped. His sol-
ution “satisfied Steve Jobs, and it satis-
fied the group working on it, because
they didn’t give up anything.”

Calm, confident and candid, Woz-
niak appears happy with life — he even
has a sense of humour, something not
all computer people can boast. He
works at Apple full-time again but half
the time he is travelling and the pace is
not as frenetic as it was at the begin-
ning — he occasionally takes a day off to
play with his child.

Born and raised in Silicon Valley —
before the region earned that
monicker, of course — Wozniak built his
first personal computer in his apart-
ment. That was back in 1975 when he
was working for Hewlett-Packard and
was a member of the Homebrew Com-
puter Club, a club for people who built
computers from kits.

These days at Apple are not like the
early days. Now ideas have to be
thrashed out at various levels of meet-
ings, markets have to be considered
and so on. But in the beginning, deci-
sions were often more happenstance
than anything else. Recalling how his
first act of wizardry was committed,
Wozniak says, “Basically I didn’t have
anything. I didn’t have any assets and
I couldn’t afford a several hundred dol-
lar microprocessor... If I could have, I
would have (had) a hi-fi.” But just
then, a new chip — the 6502 — was in-
troduced. It sold for only $20 and was
available over the counter at electronics
shows, so a buyer didn’t have to fill out
forms with a parts distributor. “So my-
self and quite a few of my friends at HP
bought our (6502’s) at that time, be-
cause of the way it was marketed and
it was the only affordable one.”

With the new chip, Wozniak put to-
gether a homemade computer. “Origi-
nally, it was just built in my apartment
and demonstrated at the computer
club running BASIC. And then a few
months later, Steve (Jobs) said, ‘Well,
why don’t we make a PC (printed cir-
cuit) board, because then we can sell a

PC board to all the people who want
‘em.”” Other members of the club had
been interested in Wozniak’s creation
and had been asking for schematics but
the handwiring was tricky and time-
consuming. “So I told him,” remem-
bers Wozniak, “’Yeah, but we won’t
sell enough of the PC boards at the club
to get our money back, so we'll lose
money.” He said, "Yeah, we’ll lose
money but we’ll have a company for
once in our lives.” And that was
enough of a reason. I mean, just once
in your life to sort of say you had it.”

For a company that was started as an
adventure, it turned out to be one of
the most lucrative ventures in Ameri-
can corporate history. Wozniak credits
Jobs with having “the drive to have a
company, a successful company, like
Atari, where he had worked. Later on,
he had the product, when we got to the
Applell.”

Jobs took Wozniak’s wizardry and
turned it into a great American prod-
uct, “All I cared about was a PC board
on my floor connected to a keyboard
with a bunch of wires, and a cable that
goes over to a monitor that’s open on
the back. That’s fine. That’s what I'm
used to — I'm an engineer. Steve had
the concept of a product that really is
for other people...I was just into neat
tricky designs that I could show off to
the technical community at my club,”
says the Woz with a touch of modesty.

To help handle its remarkable
growth, Apple hired John Sculley
away from Pepsi-Cola, where he had

lic Latest in Apple’s Il Line

With the release of the Ilc, a portable version
of the Ile, Apple Computer has confirmed
its commitment to the 8-bit computer line.
The company has also shown confidence in
its ability to sell what others call “old tech-
nology”.

The Ile is the third and latest version of
the the original Apple II, which has pro-
vided the core of Apple’s profits for years by
selling over 1.25 million units. Apple ex-
pects that total to reach 2 million by the end
of 1984. As Bob Broenen, the company’s In-
ternational Product Marketing Manager,
said, “Someone out there doesn’t know the
8-bit market is dying.”

Because the new portable, or ‘carryable’,
is based on a CMOS (Complimentary Metal
Oxide Semi-conductor) version of the 6502
microprocessor — the chip at the heart of the
11 line of computers — it will run 95 per cent
of the software written for that line.

The 7Y pound Ilc can connect to a televis-

ion or to an Apple monitor. In addition, an
80 column by 24 line flat panel, LCD (liquid
crystal display) screen should be available in
the fall. The new computer has 128K of
RAM, Applesoft BASIC in ROM and 143K
of storage in the single disk drive. It runs
both DOS 3.3 and ProDOS operating sys-
tems, has an Apple Ile keyboard with a full
ASCII character set and high resolution
graphics. There are, however, no expansion
slots.

Features

Although the Ilc has built-in ports and
more standard RAM than the Ile, it does not
allow the use of the CP/M operating system,
the addition of a hard disk or the creation of
local-area networks between machines — all
popular features of the Ile.

An Input/Output port allows a mouse,

joystick or game paddles to be used with the
machine, and an external disk drive with
another 143K of memory can be added. Two
serial ports allow a modem, a printer or a
plotter to be supported. Apple’s ImageWri-
ter printer is available for it, as is the Scribe,
a less expensive printer. The Scribe is a ther-
mal printer allowing printing in eight col-
ours, although thermal paper is not re-
quired.

Every Ilc will come with a dual language
keyboard. In Canada, three different ver-
sions will be available: English-French,
French-English and English-Dvorak (the
model being sold in the United States).
Steve Wozniak, the engineer who designed
the first Apple II, said the Ilc keyboard
would be best thing that ever happened to
Dvorak keyboards.

Apple expects to sell 400,000 IIc’s in the
first year of production. Sixty-five per cent
of those sales should come from the con-
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taken the soft drink from an also-ran
pop to the number one soda in store
sales, although Coke still outsells Pepsi
on the strength of its fountain sales.
Legend has it that Jobs told Sculley that
he could stay at Pepsi and in five years
say he sold a lot of sugar to kids, or he
could come to Apple and in five years
say he helped change the world a little.
Sculley is now president and CEO of
Apple.

Sculley has brought a lot of disci-
pline, as well as marketing and busi-
ness acumen, to the company. Apple
has had a reputation of being an unruly
company and Wozniak says Sculley
“brought order, and the discipline
came out of that.”

Still, Jobs “leads the company,” says
Wozniak. “John Sculley has a lot more
experience and, really, control. Steve’s
not very well controlled...Steve is the
technical leadership of the company.
He’s become very bright and so well
educated... He’s not perfect, but, boy,
when you listen to him everything just
makes so much sense and he’s very
persuasive.”

Nonetheless, the signing of Sculley
was vital for the continued strength of
the company. He arrived to find that 80
per cent of the Personal Computer Di-
vision’s budget was going to the Apple
ITI, yet only 3 per cent of the sales were
coming from that machine. Apple had
spent $100 million trying to prove that
the Apple III was the finest computer
in the world.

Moreover, says Wozniak, “We did

everything we could to make sure (the
Apple III) had no competition from the
Apple II in business. We would not
support any such thing as more mem-
ory cards on an Apple II, or hard disks
on an Apple II... Unfortunately, we
just made it clear that the Apple II
would not compete with the PC.”

Sculley, having no sacred cows, re-
focussed the attention on the Apple II,
which continues to sell at a remarkable
rate (110,000 units in December of
1983, after the public had seen IBM's
PCjr). That recommitment to the Il liine
has lead to the release of a portable,
called theIlc.

The Apple Il was not the company’s
only big mistake. Indeed, the ill-fated
Apple III was followed shortly after-
wards by the equally ill-fated Lisa.

Wozniak says when they released
the Lisa, in January of 1983, every
Apple executive “bought the idea that
we would instantly have 20, 30 per cent
of this huge market of such and such a
size — in offices, for office computers.
And you’d get that on day one, when
you introduced the Lisa. Turns out it
was a very difficult market to pene-
trate. They’re heavily IBM-oriented,
they work with IBM in their MIS de-
partments anyway... They're safe,
they’re cautious, they’re conservative —
that's how they’re run. They don't
jump real fast on something... We ex-
pected to mass market to Fortune 500
companies by the tens of thousands,
and we bought it every time we read
the marketing reports.”

One of the things Apple tried to do
with the Lisa was develop a state-of-
the-art disk drive for it. “When we
started the project three years before,
1980 actually, we felt we were on top of
the world, we were number one in
microcomputers with the Apple II.
And we were just so brilliant, and
ahead of the rest of the world, we were
going to design the best floppy disk
ever. It was going to have one mega-
byte on a 5%-inch floppy disk. Nobody
else would come close. It was really a
strive for a leadership position.”

The project was plagued by prob-
lems and delays. By the time the drive
was completed it didn’t match the
price-performance ratio of drives made
by other companies. The problem was
compounded by an increase in produc-
tion to meet anticipated Lisa sales.

Apple now has ten years worth of
Twiggy drives which will never be
used since the new Lisa 2’s use Sony
microfloppy drives. Wozniak admits,
“It was a horrible, expensive learning
experience.”

Still, the company maintains its
sense of humour. “What we’re going to
dois take thousands of them and make
a big, huge sculpture somewhere in the
centre of the Apple headquarters.”

Despite having occasionally dis-
played hubris fit for the hero of a Greek
tragedy, the company has shown a re-
markable resilience — and a penchant
for technological excellence. In January
of this year, the company released the
(Continued Page54)

sumer market, while 20 per cent of Ilc sales
are expected to be to the educational market
and 15 per cent to the business market.
Broenen said most of the business sales
would go to one and two man operations.

A 520 million dollar advertising campaign
is expected to accompany the launch of the
Ilc.

With a price tag of $1,895, the Ilc is ex-
pected to be direct competition for IBM’s
PCjr, the recently released computer from
IBM which reportedly has seen very poor
sales. Broenen said the Ilc has more avail-
able software and a real keyboard as op-
posed to the ‘chiclet’ keyboard found on the
PCjr. The Ilc also has true portability. Com-
pared to the entry level PCjr, which sells for
$998, the Ilc has twice the memory, as well
as a disk drive and 80-column display on a
monitor — two features available only on the
enhanced PCjr.

According to the president of Apple, John
Sculley, “The Apple Ilc isn’t a junior any-
thing.”

Steve Wozniak said simply, “It would kill
the PCjr, but the PCjr is (already) dead
forever.”

T.E. The Apple Iicis expected to be direct competition for IBM’s PCjr.
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The Woz

(ContinuedfromPage27)
revamped Lisas and the Macintosh.

Partly due to plentiful, and occasion-
ally stunning, advertising, the Macin-
tosh is one of the most talked about
products — from any industry — in
years. It is powerful, easy to use and
fun. It just may be the product Apple
was trying to create with the Apple III
and the Lisa. It is almost certainly the
one that will assure Apple a solid sec-
ond place to Big Blue in the microcom-
puter market.

Estimates are that Apple can expect
to sell 400,000 Macs in 1984. “Macin-
tosh is going to be profitable in its first
quarter of production. It's going to to-
tally pay back all development costs by
its second quarter,” says Wozniak.
“From what Steve (Jobs) tells me, itll
(have) possibly a billion dollars (in) rev-
enuesits first year.”

However, Wozniak admits there is a
problem with software. “Macintosh is
weak (on software). People are going
to discover that right away — that really
what you’ve got is MacPaint and Mac-
Write. They're a lot of bugs in the Mul-
tiplan that’s available for it and the
Microsoft BASIC is really poor and not
appreciated by the Apple group who
have a really good BASIC done the
Macintosh way. So the software’s not
going to be really in quantity enough to
satisfy dealers until maybe late sum-
mer and it won't really be in the huge
magnitudes that make people ap-

preciate the IBM PC and the Apple II
until maybe a year later.” Wozniak
says software development is going to
be slow because it is harder to write
programs to work with the windows,
pull-down menus and other features of
the Mac.

To the people in
the corporate world,
Apple has an image
as a company run
by Califomia
“flakes”.

There has been some speculation
that Apple has ceded the Fortune 500
turf to IBM and that they will concen-
trate on the small and medium-sized
business market, the educational mar-
ket and the high end of the home mar-
ket. These rumours suggest that all the
advertising that accompanied the re-
lease of the Mac was a smokescreen for
the benefit of Wall Street. “It could be
judged later on that the advertising -
the tens of millions of dollars that went
into advertising it for the last three
months — was a smokescreen to the ex-
tent that it guarantees sell-out for a
period of time,” suggests Wozniak.

If the advertising campaign was for
Wall Street, however, it doesn’t
seemed to have worked. Both Apple
and the financial community were off
by an order of magnitude when pro-
jecting sales figures for the Apple III
and the original Lisa. Both announce-

ments caused the stock to rise. When
the Mac was introduced, “the price of
Apple stock stayed at a dismal level. It
didn’t do anything,” says Wozniak.
“Every article I could read, in a com-
puter magazines in business
magazines, anywhere I could read ‘em,
they were very cautious: it’s got this,
but doesn’t have that. It’s only got a
nine-inch screen. Or, it doesn’t work
well with bifocals. I read the dumbest
things.” Clearly, Wall Street is taking a
twice-burned-thrice-shy approach.

Nevertheless, Wozniak seems be-
mused by Wall Street’s reaction to the
Mac. He says with the Mac set to bring
in a billion dollars in revenue, “this
company’s total financial picture is
doubling this year. And I have no idea
when it’s going to show up in (the)
stock price... Everybody in Apple
bought all the stock they could on mar-
gin. Everybody knows how incredible
amachineitis.”

Yet, Wozniak admits it will take time
to make inroads into the corporate
market with the Mac-Lisa line. “I think
that the office community, the Fortune
500 community will be reluctant, will
change slowly. It's a market that'll be
penetrated slowly by Macintosh and
Lisa. And it will be driven from the
ground up...it'll be successful, but only
inthelong term.”

One of the problems for Apple ap-
pears to be image. To the people in the
corporate world, Apple has an image
as a company run by Californian
“flakes” who run around in blue jeans,
lacking discipline and losing millions
on concepts. It is an image that does not
inspire confidence in the conservative,
cautious minds of corporate America.
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Although Wozniak agrees the com-
pany’s image has hurt them alittle, he
says, “They’re the ones that missed
something that’s happening. They’re
the ones, not the guys running around
in jeans. The guys running around in
jeans knew this was the most incredi-
ble computer of all time... Why did
these very brilliant marketing, busi-
ness, engineering types in the Fortune
500 companies not catch something
was so major and so big and so success-
ful?”

One of the things that enhanced the
Apple’s counter-culture image was the
1984 television ad that was shown
sparingly but seen by many during last
January’s Super Bowl. The ad depicts a
world similar to the one portrayed in
George  Orwell’'s  anti-totalitarian
novel. “Proles” march emotionlessly
into a room where Big Brother’s face
spews propaganda from a screen. A
woman in a track suit, pursued by
armed troops, throws a sledgehammer
into the screen, exploding it. The cap-
tion reads, “On Jan. 24, Apple will in-
troduce the Macintosh. And you'll see
why 1984 won’t be like 1984.”

Wozniak sums up the meaning of
the ad as “Macintosh challenge to IBM,
challenge for freedom, challenge for di-
versity and new technology ap-

proaches.” When he talks about the ad,
he begins to talk faster. He is noticeably
enthusiastic. “I thought it was the most
incredible commercial ever done for
American TV and then I heard that the
board had decided not to show it.” One
reason was that the board felt the
image was wrong. The other was that
it was around October of 1983 and
Apple was going through some hard
times financially. There had been cut-
backs in other parts of the company
and it was hard to justify spending $3
million to show that commercial. “I
was shocked,” says Wozniak.

Arrogance

After several conversations about
the ad with Jobs, Wozniak finally said,
“Look, I'll pay half the money to show
it if you will.” Jobs agreed, but when
the story got around Apple, the board
of directors reconsidered and agreed to
show the ad. Wozniak’s commitment
to the ad is further testament to his
idealism. He will do something just be-
cause he thinksitis “amazing”, regard-
less of what other people will think of
him.

The pinnacle of Wozniak’s idealism,
however, must be his involvement
with the US Festivals. Asked if it was

true that he had lost $14 million on the
festivals, Wozniak replied, “I don’t
want to talk about numbers that
large... They lost out financially, how-
ever, a good product was delivered.”

It is said that he wanted to put on a
Woodstock for the 80s. Yet, Wozniak
says, “I just wanted the US Festival to
be a great, magnanimous, big, three-
day — the only nationally marketed —
rock concert in a decade.” He says he
was successful in doing that as people
came to it from every state and from
Canada.

The US Festivals are something else
Wozniak talks about with obvious en-
thusiasm and he says there will be
more of them, “I've got to keep my wife
reasonably satisfied because of the
huge losses that we suffered... Her rule
is that if Apple reaches a certain price
~the stock - then I can do another.”

The inventor side of Steve Wozniak
has made himrich, and will continue to
keep him busy. The idealistic side of
Steve Wozniak keeps him happy and
will probably keep him sane. Listening
to him talk, it is easy to get the impres-
sion that success has not changed him
much. And perhaps it hasn’t. Yet he
admits, “Apple’s very arrogant... I
think the arrogance remains as long as
we're very successful.”0
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