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Holy Smoke.1 

More Contest 
Winners! 

Left to right: Elliott R. Greens of Computerland of Nai iau, New York, presents Lawrence Landa with a Magic 
Window. Landa was winner of October's Bobbing for Apples contest. Gary Iverson of Computer Technologies, 
Albuquerque, New Mexico, awards VisiCalc to Mark Korenkiewicz, one of September's contest winners. 

COt1TEST= LlLTinr LIMERICKS 

Enter the words, 
oh so slow 

Out with the anagrams 
and on we go 

Two-sixteen 
with which to play 

That turkey 
had a lot to say 

Apple listings 
oh so quick 

Then a word— 
FANTASTIC! 

With those words, Dave Pointon of 
Sparks, Nevada, summed up Novem­
ber's contest. He'll get another chance to 
regale Softalk with poetry if he enters 
this month's limerick contest. 

Fantastic was the message we were 
looking for, but our program to ensure 
that it was the only sensible answer avail­
able failed miserably, as witnessed by 
fifty-two entries that found other an­
swers. All were accepted. 

J. V. McGinn of Mount Clemens, Mich­
igan, deserves special recognition for 
finding ten alternative answers, none of 
which were fantastic. 

As with every contest in which there is 
more than one correct entry, Apple's ran­
dom number generator was used to de­
termine the winner. 

Jerry L. Kynsi of Longview, Washing­
ton, was so anointed. He chose a selec­
tion of Quality Software's entertainment 
programs as his prize. Jl 

To honor the gremlins so prominent in 
a game reviewed this month, January's 
contest involves another product of Irish 
inventiveness: the limerick. 

A limerick is a five-line verse of a light, 
usually humorous, and sometimes non­
sensical nature. Its meter is anapestic, 
meaning each line is made up of group­
ings of two short syllables followed by 
one long one; its rhyme scheme is 
aabba—lines one, two, and five rhyme 
and lines three and four rhyme. Rules 
such as these are made to be broken, but 
your entry must be recognizable as a lim­
erick. Here's a limerick: 

There once was a girl from Poughkeepsie, 
Who liked to get just a bit tipsy. 

When they held back her wine 
Just to ke,ep her on-line, 

She became an itinerant gypsy. 

Writing limericks is meant to be fun, 
not work, and you need not be a poet to 
come up with a fun one. 

Here are the rules for Softalk's Liltin' 
Limerick contest: 

1. Any subject is okay, and your lim­
erick can be funny, punny, witty, subtle, 
broad—do what suits you best. 

2. Each entered limerick must con­

tain within it either the name of one of 
Softalk's January advertisers or of one of 
the products of those advertisers. This 
name need not be the subject of the lim­
erick, but may be merely worked in some 
way. For example: 

"Odds Bodkins," young Romeo did muse, 
"Soft, where are my Juliet's shoes? 

Is her power for losing 
By chance or by choosing? 

Ye Gads, how it doth me confuse!" 

3. To be eligible, each entry must be 
accompanied by a secret word, which 
those rascally gremlins have hidden 
somewhere in the pages of this issue. 
When you find it, you'll know it; if you 
have a doubt, you haven't found it. 

4. You can enter as many limericks as 
you like, but each must be attached to an 
entry form or a copy or simulation of an 
entry form. 

5. Limericks will be judged the only 
way they can be judged—subjectively. 
Judges will be looking for wit, humor, 
originality of rhyme, and originality in 
general. Softalk judges will choose ten 
semifinalists whose limericks will ap­
pear in the March Softalk (Saint Pat­
rick's Day—gremlins at work again), the 
final winner to be chosen by Softalk's 
readers. 

6. All entries must arrive at Softalk by 
February 2, 1981; late arrivals will be 
gobbled by groundhogs. 

7. First-place winner, chosen by our 
readers in March, will receive $100 worth 
of product from one of Softalk's January 
advertisers. Semifinalists whose limer­
icks appear in the March issue will win 
$10 credit at their local retailers. 

8. Have fun. 31 

The Secret Word: 

My limerick is attached. 
The prize I'd like if I win is: 

My local retailer is: 

Name: 
Address: 
City /State/Zip: 
My Autograph: 
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THE 

BIG APPLE 

GIVES THE 
m 

LITTLE APPLE 

THE BUSINESS f 
BY MARCOT (OilSTOCK TOMfOVIK 

Apples are booming business in New York City; the Big Ap­
ple is giving a warm and massive welcome to the little Apple 
with a bite missing. From Yorktown to Wall Street, New York­
ers are adopting Apples, not only into their homes, but into the 
stately halls of giant corporations: NBC, CBS, Time-Life, Cela-
nese, Exxon, Citibank, Bank of New York, Oppenheimer, Mor­
gan Stanley, Columbia University, Fordham—the distin­
guished list goes on. 

Apple is not new to the Big Apple. It's been there just about 
as long as it's been anywhere in the country. But the emphasis 
on Apple over other microcomputer brands that formerly 
topped Apple's sales in New York City and its environs has 
come about only in the past year and has skyrocketed in the 
past few months. The Dick Cavett radio and newspaper ads 
and the Wall Street activity in anticipation of the anxiously 
awaited Apple public issue have combined to shoot Apple sales 
sky high. 

New Yorkers, contrary to common viewpoints west of the 
Delaware Water Gap, are an enthusiastic, caring—if street­
wise—kind of people. What is taken by non-New Yorkers for 
unfriendliness or scepticism is merely caution: the conviction 
that knowledge must precede action or display. There's no 
truer friend than a New Yorker—but you won't gain that 
friendship until there's no chance it'll be withdrawn. 

So it is with New Yorkers' enthusiasm and acceptance of 
product. Now that Gothamites have tested and tried, now that 

the value is proven, they are flocking to buy Apples. And it's 
not likely they'll quit. 

Off-Path Location Shelters Top-Volume Retailer. Thus, a 
tucked-away—if anything two blocks from Grand Central Sta­
tion can be considered away—store like the Computer Fac­
tory can afford to wait to be sought. 

You have to know where you're going to visit the Computer 
Factory. Shunning a storefront in favor of a set of three side-
by-side facilities along an arcade within a building running 
from one street to the next, Computer Factory turns its back— 
or its blank outside walls—on walk-in trade. Yet it is within the 
top few and may indeed be the largest volume dealer of Apple 
computers in the country. 

Since the airing of the Dick Cavett Apple radio ad cam­
paign in New York City, Computer Factory has not failed to 
reach the century mark in Apple sales in any week. In straight 
language, they're selling at least one hundred Apples every 
week. That's a hot product. 

The day Softalk visited the Factory, it was buzzing with ac­
tivity. A full Manhattan-size complement of people lined soft­
ware racks and peripherals counters; and the closing room, a 
private office for people buying computers, was never empty. 

Formal Attire Adds Professional Flavor. Unlike many of 
Manhattan's Apple dealers, 35 percent of Computer Factory's 
sales are to individuals for home use. Even of these, many cus­
tomers come back for a second Apple to take to the office. 



The personnel gear their tone and their dress—mostly 
three-pie.ee suits—to accommodate the other 65 percent, the 
business sales to large businesses (New York's Citibank is 
among their customers) and small. "We understand the needs 
of the small business because we are—were—one," says Greg 
Pearlstone, marketing manager of Computer Factory. 

Computer Factory calls itself the one-stop shop for compu­
ter equipment and boasts the most complete stock of Apple 
gear in the city of New York, according to Pearlstone. "Where 
other retailers stock one or two word processors, their favor­
ites, we carry every one made. We stock all peripheral boards 
and every possible chip and part, as well as most software." 

Buy Your Apple at a Bookstore. Broad steps descend as to 
an amphitheater to the several underplayed commercial en­
terprises surrounding the sunken entrance to the McGraw-Hill 
Building on Manhattan's Avenue of the Americas. The path 
most trodden leads to the McGraw-Hill Bookstore. 

A bookstore seems an unlikely place to buy computers, but 
at the McGraw-Hill Boookstore, always popular with book buy­
ers and browsers, the computer department seems a natural 
extension of its technical book line. 

By virtue of the same management thinking, the bookstore 
was an early retail outlet for Hewlett-Packard calculators. 

A year ago, store management wanted to get involved with 
the micro industry. Parent McGraw-Hill Publishing, itself 
owner of Standard and Poors and the former Osborne Publish­

ing Company and publisher of Byte magazine, approved. The 
Apple was selected on the basis of recommendation as the mi­
crocomputer to carry. 

Bruce Tucker, manager of the computer department at the 
store, attributes a recent giant step forward in sales to Dick 
Cavett's efforts on behalf of Apple. But the computers were no 
slouch on the market before, either. 

Sky's the Limit When Optimism Prevails. An enthusiastic 
Apple owner himself, Tucker won't attempt to sell a product he 
doesn't know inside and out. His knowledge and enthusiasm 
build confidence in his customers, evidenced by a sample of 
who they are: Celanese, Morgan Stanley, Exxon. 

Until October, Tucker's department was a one-man opera­
tion; then salesperson Charles Pringle joined the force. Busi­
ness is increasing steadily, says Tucker, "and with Apple's ex­
pectations, McGraw-Hill's expectations, and my own, the sky's 
the limit." 

Tucker sells more Apples to middle management of large 
companies than to small companies. Businessmen use the Ap­
ple mostly for data and financial analyses. "Higher manage­
ment uses Apples, then refers lower management to us for 
their own," Tucker comments. Many come back to buy Ap­
ples for their homes, too. 

Another segment of business comes from the universities. 
Tucker has sold Apples to professors from schools such as Co­
lumbia and Fordham; but 70 percent of sales are to business. 

http://three-pie.ee
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The Apple II is in its renaissance now, Tucker says; it had a 
rough start because it didn't look like the things businesspeo-
ple are used to. But, "the tough New York market is an acid 
test, and the II has stood up to the test." 

Looks Give Apple III Advantage. The McGraw-Hill Book­
store isn't showing the Apple III yet; it won't do that until 
Tucker learns it thoroughly. He considers the III "a nice, neat, 
comfortable integrated unit. Business Basic is good, SOS is 
fast and powerful, and the keyboard is excellent for word pro­
cessing; the double-the-II memory capacity is great." 

The III will be better accepted by the business community 
in the long run because it looks more like machines they're 
used to than the II. "It looks more like machines such as the 
DEC and Wang, and looks are important. You can see that in 
software. Well-packaged software, such as that from Personal 
or Muse, sells faster than cheaply packaged programs.!' 

ness Machines doesn't wait for customers to come to it; 
walk-in customers are not its trade. Instead, Super's salespeo­
ple go into offices to make their sales. That practice, along 
with the store's emphasis on the Apple as a corporate middle-
management vertical tool, result in single orders that vary 
from five to thirty Apples, often with promise of four or five 
hundred more Apples to be ordered later. 

Super counts among its customers many names commonly 
found among the Fortune 500, and several representatives of 
the top twenty-five of that prestigious group. 

Along with Apples, Super Sells Service. Super's staff and 
their clients think so much of the Apple that the Super people 
have written proprietary software to enable those clients to use 
the Apple for numerous previously unprogrammed manage­
ment tasks. Yet they seldom sell an Apple as an accounting 
machine, and they've never sold one as a word processor; they 

Clockwise from the top left: Apple on a pedestal at Datel Systems; The Computer Factory; Greg Pearlstone of 
The Computer Factory; George Pitagorsky, president of People and Solutions, Inc., totes a new solution out 
of Computer Factory; Super Business Machines, next to historical Old Trinity Church; Charles Pringle of 
McGraw-Hill Bookstore; Computer Era; Steve Haas of Computer Era; Charles lewis of Datel plays Hi-Res 
Football to an audience. 

Softalk photos 

Tucker believes the in will cut into the II's sales only slight­
ly. He predicts many mixed orders, with lis for backup. 

"I love my work," declares Bruce Tucker, "I'm nuts about 
this industry and about this product—the Apple." 

Datel Puts Apple on Pedestal. Just a few building away 
from the bookstore and directly across from the Radio City 
Music Hall side of Rockefeller Center is Datel Systems. As you 
enter Datel, you can't avoid seeing a pedestal, and arranged on 
the pedestal, an Apple II. 

Datel carries several brands of computers, but Apple is 
their largest seller. Business this year, says president Bill Bar­
ton, is up 400 percent from last year; the store has thirteen em­
ployees and is rapidly expanding. 

Datel sells Apples for stock market charting and word pro­
cessing, but, declares Barton, "Most systems are sold by Visi-
Calc." The tribute to VisiCalc is undoubtedly deserved, and 
well received from a man who discovered during the course of 
the recent COMDEX convention in Las Vegas that his individ­
ual store is responsible for 1 percent of all VisiCalc sales. 

Still, it should not be overlooked, when considering Visi­
Calc as selling Apples, that VisiCalc is available for other 
brands of computers as well. 

Among its regular customers, Datel counts two television 
networks, Time-Life Publishing, and Bank of New York. 

Wall Street Supplier Sells Apples by the Dozen. Super Busi-

don't need to. Among the uses they've implemented .with their 
own software is managing the bond market; according to Su­
per, no one else does this. 

Along with Apples, Super sells service, in true big-busi­
ness, New York fashion. Being a business machines store 
first—and exclusively until the last couple of years—Super 
never dropped the habit of servicing its products in the 
customers' offices. The store is a class A level one service 
center for Apple, and provides this service on call as quickly 
and efficiently as any other computer company—including 
those handling the best-known mainframes. 

Because it has been a business machines store for a long 
time, Super has a built-in clientele that its sales force can in­
troduce this revolutionary new product to. But they're finding 
that their customers are doing a lot of talking, too, and new 
prospects are calling Super with interest in buying Apples. 

Apple Speeding to Sales Leadership. Last year, says store 
representative James Grimaldi, only 10 percent of his time 
was spent on computers; his main focus remained business 
machines. This year, computers, primarily Apples, are com­
manding 60 percent of his time. 

This change reflects a change in business thinking—an en­
lightenment Super has had no small part in bringing about. 
For example, a New York bank, one of the top five in the 
world, is considering a major order of Apples to fulfill a need 


